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A majority of brands substantially increased their 
online footprint past year as the pandemic halted 
operations overnight and disrupted everything 
about the way customers spent and bought. The 
shifting trend of customer behaviour has had a 
positive impact on the e-commerce sector, resulting 
in businesses coming online and re-structuring 
their operating models to cater to this new market 
environment. Online market players witnessed a 
significant surge in the number of new users (as high 
as 50 percent for some players) with tier 2/3 cities 
witnessing growth. To assist these first-time online 
customers, companies built and introduced a wide 
range of new capabilities such as addition of a voice 

assistant, vernacular language interface, and virtual 
connect capabilities. With an ever increasing base of 
active millennial internet users, Internet and Mobile 
Association of India (IAMAI) predicts the number of 
active internet users to touch 900 million by 2025. 
Thus, organisations should realise the benefits of 
e-commerce beyond the channel opportunity and 
explore the potential to use data from a customer 
and supply chain standpoint (being made available 
through SM@rT (technology enabled sales and 
marketing) commerce platforms to enhance their 
business and operating models across physical and 
virtual dimensions).

1 News article: https://economictimes.indiatimes.com/industry/services/retail/lockdown-proved-inflection-point-for-e-commerce-in-india/articleshow/81665377.cms
2 IAMAI-Kantar ICUBE report 2020: https://cms.iamai.in/Content/MediaFiles/7d9fac50-7cac-43df-93c9-0cf34fb52403.pdf
3 Deloitte Consumer Tracker: https://www2.deloitte.com/us/en/insights/industry/retail-distribution/consumer-behavior-trends-state-of-the-consumer-tracker.html

With an ever increasing base of active 
millennial internet users, Internet and 
Mobile Association of India (IAMAI) predicts 
the number of active internet users to 
touch 900 million by 2025. 

The changing 
commerce landscape

The significant attraction to SM@rT commerce and the increasing demand from the sector have been driven by 
three primary factors: 

Burgeoning tech-enabled 
SM@rT ecosystem

Evolving consumer 
preferences

Government regulations encouraging 
building of SM@rT businesses

Drivers

SM@rT commerce | Moving to a platform-based business model
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The evolving consumer preferences
The lockdown drove customers towards spending 
online but companies are still cautious to engage with 
in-person experiences. According to Deloitte’s State 
of the Consumer Tracker, 87 percent consumers are 
willing to spend more as they prioritise convenience 
over price, personalisation over standard, and instant 
solutions over delayed gratification. The online-to-in-
store gap has almost equalised. While measuring the 
intent to shop, ~50 percent consumers in India prefer 
shopping online across most categories. 

Government regulations encouraging building of 
SM@rT businesses
Recognising e-commerce as a key enabler for 
economic growth, the government of India has laid 
out several administrative and regulatory mechanisms 
to support growth in the sector and encourage more 
players. With these encouraging policies from the 
government to enable ease of doing business for the 
sector and the increasing digital exposure, brands will 
get the necessary boost to take their business online. 
However, what will define the future is the ability 
of businesses to adopt a SM@rT and multi-channel 
approach, while selling to achieve a recall value with 
customers. 

Most recently, new e-commerce rules by the 
Department of Consumer Affairs indicate higher 
regulatory scrutiny on large e-tailers, including 
restrictions on imported goods and services (local 
alternatives to be provided each time), manipulating 
search results (through algorithms adopted by 
large e-tailers), and misleading advertisements and 
promotion. 

The FDI in the marketplace legislation enables sellers 
to get an equal opportunity and platform to sell 
online, thereby providing more exposure and making 
e-commerce an attractive alternative marketplace. 
 
In addition, the Department of Promotion of Industry 
and Internal Trade’s policy promotes online shopping, 
integrates offline channels with online ones, and 
provides a platform and level-playing field for local 
stores. Needless to say, this will encourage physical 
stores to go digital. 

The burgeoning tech-enabled SM@rT ecosystem
The SM@rT ecosystem enables firms to set up internal 
and external platforms that make data available for 
value capture and delivery to customers. Market 
conditions look promising from each aspect − 
availability of digital technologies, customer acceptance, 
and investment in these technologies by businesses. 
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Customer Digital technologies Businesses

Convergence of physical 
and digital touchpoints 
has led to a significant 

change in how consumers 
perceive brands, what 
they value, and what 

their requirements are. 
Digital plays a significant 
role in how consumers 
communicate, shaping 

trends, likes, and dislikes. 
Social sites have become 

the first touchpoint where 
the customer spends the 
maximum time, thereby 

making it essential to 
leverage this medium to 
understand and cater to 

evolving preferences.

Emerging technologies, such 
as Artificial Intelligence (AI), 
big data, Internet of Things 
(IoT), and Machine Learning 

(ML), have made data 
capture and analysis easy. 

Businesses across the world 
are investing in harnessing 

these technologies and 
finding new functional 
applications every day. 

For example, companies 
use AI and ML to build 

intelligent conversational 
platforms, personalised 

communication, and 
recommendation tool. They 

also use IoT sensors to 
enable real-time visibility.

Companies had been 
experimenting with 

limited applications for 
digital technologies. 

This pandemic provided 
the perfect opportunity 

to invest in digital 
transformation. Entry of 
new tech-powered start-
ups, rise of online market 
players, and investment 
commitments by leading 

brands are a testament to 
the fact that businesses 
have realised the value 
and building internal 

capabilities to become 
an agile and SM@rT 

organisation.
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SM@rT commerce - 
the role of platforms

SM@rT commerce goes beyond using the online 
medium to facilitate transactions between buyers and 
sellers. It enables a platform view of an organisation 
and provides an alternative mechanism for 
stakeholders – suppliers, customers, and employees 
– to engage in value creation in a transparent and 
resource-efficient manner. It involves an end-to-end 
transformation of the organisation using cloud 
infrastructure, digital technologies, and intelligent 
analytics to create a data-driven, customer-centric 
organisation. Key design components span across 
front-end and back-end operational elements 
(personalised marketing engine, digital sales, smart 
pricing, and merchandising, fulfilment, along with 
having a digital mindset). If successfully executed, 

these elements can enhance brand salience and 
profitability in the short run. In the long run, the 
organisation’s platform view provides the data 
for decision-making and enhances sustainability 
of outcomes, making resource acquisition and 
conversion more efficient.

A SM@rT cloud infrastructure forms the bedrock for 
this transformation, coupled with a focus on advanced 
analytics, to derive insights. It also helps the company 
become more agile and scale more efficiently while 
minimising risks. Customer and channel visibility 
are critical in designing SM@rTer ways of working by 
understanding needs and requirements and translate 
what those mean for the business.

SM@rT cloud infrastructure

SM@rT data storage and analytics

Digital 
mindset

Personalised 
marketing 

communication
Digital sales 
and service 

effectiveness

SM@rT 
pricing

New-age 
fulfilment and 

logistics

Effective  
portfolio 

management
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Platform as a business
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A digital mindset
Businesses have started considering digital as a 
way to transform their organisations by deploying 
digital tools and technologies to improve efficiencies 
and adopt smarter ways of working. While these 
measures have borne fruit, a digital mindset and DNA 
lie at the heart of true transformation. A successful 
enterprise is not one that only uses tools and 
technology to enhance efficiencies, but the one with 
a digital mindset. Having a digital mindset essentially 
means that an organisation has a foundational 
knowledge of digital technologies, and the willingness 
and ability to pursue new opportunities activated by 
digital technologies in a collaborative manner.

Personalised marketing communication
Marketers need to create personal campaigns and 
emulate a more “human” experience across the 
buying value chain. People have been spending more 
time online, thus prompting brands and companies 
to create an effective digital presence. 
 
AI can augment marketing to help businesses 
analyse customer behaviour in detail. Effective 
implementation could potentially enable 
unprecedented levels of personalisation, leading 
to a 10-30 percent improvement in marketing 
spend efficiency, up to 50 percent reduction in new 

customer acquisition cost, and improved  
conversion rates. 

 • Understand consumer demand. AI can be used 
to understand consumer demand more deeply 
by analysing a wide range of factors such as 
macroeconomic elements and competitor activities. 

 • Define segments more precisely. AI allows 
marketers to create hyper-focused, segmented 
groups out of their audiences, generating deeper 
insights and increasing connections amongst data 
points. 

 • Analyse product clusters. AI can examine clusters 
of products and reveal hidden demand patterns for 
similar and contrasting product groups. 

 • Automate decision-making. AI can help automate 
planning decisions that involve cause-and-effect 
relationships, allowing planners to focus their time 
and attention on more complex situations where 
causality is less evident.

To stay relevant in this new phygital (physical and 
digital) commerce environment, brands need to have 
the right communication at the right time with the 
right stakeholder. They need to interact with their 
customers across touchpoints throughout the sales 
cycle − from awareness to post-purchase/loyalty.

Digital sales and service effectiveness 
Proliferation of digital touchpoints across the 
customer sales journey requires brands to re-orient 
their sales strategies. Customers are more inclined 
towards brands that can offer a seamless offline-
to-online experience and cater to their need for 
convenience and instant/social gratification. The new 
age of blended commerce requires organisations 
to re-align their sales strategies and business 

models to focus on customer centricity and offer 
enhanced experience. Companies are harnessing 
digital technologies, such as AI, ML, beacon, and 
automation tools to transform their sales function. 
Tech advancements in sales processes can lead to 
lower costs to serve customers and higher revenues, 
and an opportunity to cross-sell other products due to 
an improved customer experience. 

Examples of companies using sales and marketing focused technologies to learn 
more about their customer base and in-turn generate higher sales

 •  A footwear company achieved a 10 times increase in click-thorough rate over 
benchmarks and a 4 times increase in engagement using an AI-driven predictive 
advertising solutions to drive greater relevancy across social platforms. 

 •  A leading global furniture retailer used predictive AI systems to predict trends, 
identify target audience, and deliver the company’s most successful campaign. The 
retailer used agile creatives and media to: 
 – Leverage AI to predict audience conversations that will be trending in 72 hours
 – Identify target audience that delivers on the prediction with high levels of intent 
 – Create highly relevant and contextual content using a fast-paced creation model
 – Launch content with relevant placement 
 – Get ahead of online buzz by launching in the right place with the right content

 •  A leading cosmetics brand is using digital technologies to develop a 
personalised connect and enhance engagement with their customers. The 
company has adopted a multi-pronged 
approach to achieve 7.5 times sales growth (in two 
years) and more than 3 million active users with 60 
percent repeat customers. As part of its approach, 
the company took the following steps: 
 – Adopted a 360° marketing and curated content 
strategy using AI to develop curated content for 
their website and customer communications
 – Implemented dynamic re-targeting to avoid loss 
of sale
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 •  Remote sales transformation: Using digital interventions, organisations are re-structuring their internal 
sales processes and workforce to align to the evolving consumer and market trends. This move has enabled 
remote sales and enhanced salesforce productivity through sales automation. 

 • Social and conversational commerce: Increasing internet and smartphone penetration in the country 
has created a base of millions of active internet and social media users in the country. The increase in the 
number of active users and the cumulative time spent on social media and messaging platforms has led 
businesses invest in social commerce. 

 • New business models: Brands and retailers have been adopting new operating models to best serve 
modern customers. Different product groups require different treatment and some level of customisation 
can be effective for attracting customers. We have detailed some of the emerging models below:
 – Subscription-based purchasing for regular-use products that allow back-end planning for stock keeping 
and cash flow management 

 –  D2C models that enable companies to directly interact with their consumers and create new revenue 
streams

 –  Marketplace models, which are popular in the US and the UK, have been gaining traction in India with 
Customer to Customer (C2C) options offering more shopping choices to consumers

Intelligent AV chat tools enabling remote sales

To counter the pandemic-induced challenges, a leading global automotive company 
in India is building a digital showroom to enable remote sales capability to ensure 
seamless connectivity with customers. It is deploying an audio/video conferencing tool 
at its dealerships that will allow customers to connect with auto-experts to experience 
the product virtually and get their queries answered.  
The company uses this cloud-based platform to:

 • Enhance its digital footprint.

 • Convert website visitors into qualified leads.

 • Showcase products.

 • Acquire greater consumer and sales insights.

 • Optimise sales representative utilisation.

Avenues of social commerce:

 • Social media sites: Platforms such as Facebook, Instagram, 
and Pinterest, have enabled commerce capabilities by 
integrating a ‘buy button’ on product advertisements.

 • Messaging applications: Apps such as WeChat and 
WhatsApp offer commerce capabilities through mini apps 
embedded within the parent application. These companies 
have:

 • Launched their own platforms in certain markets as a pilot to gauge potential market 
size and best practices 

 • Built different products, such as payment gateways within the app for verified 
business accounts, to augment and enhance usability 

 • Used data from their pilot schemes to develop playbooks for other geographies 

Illustrative technologies delivering an augmented shopping experience

 • AR: It overlays digitally created content over physical content. For example, 
applications adopted by apparel and eyewear companies to allow customers to try 
and experience products before purchasing them.

 • QR codes for digital catalogues: Brands place QR codes 
near product displays to enable customers to scan 
for details, allowing customers to research and study 
products on their own.

 • Web AR: AR experiences delivered over a web browser 
does not require downloading any other application.

 • 3D product images: These provide a 360° view of 
products available over web and mobile applications.

 •  Visual commerce: Organisations are deploying an arsenal of visual assets, such as product images, user-
generated content, Augmented Reality (AR)/Virtual Reality (VR) enabled immersive display, AI to curate 
engaging content, digital catalogues, and QR codes for product information, to provide an augmented 
shopping experience.
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SM@rT pricing: 
One of the most important levers of driving topline 
and margins, pricing has undergone a significant 
transformation led by big data analytics and AI 
technologies. Pricing decisions have moved away from 
simple spreadsheets to complex AI/ML algorithms 
that calculate the optimal price based on a range of 
variables, such as demand, competition pricing, and 
customers’ willingness to pay. Companies have made 
significant progress in understanding the impact of 
price on sales volumes. They are investing in building 
capabilities to track these variables at a molecular 
level to build intelligent pricing strategies at a micro-
segment level. Easier access to data and availability 
of big data analytics have enabled companies to be 
able to tap into the consumer psyche to understand 

purchase motivations and influences. They use these 
insights to offer customers products and services at 
a price that matches the perceived value of goods. 
Another important factor driving this transition 
towards smarter pricing are consumers themselves. 
Modern consumers are willing to pay an incremental 
cost if brands can offer them a personalised offering, 
convenience, faster deliveries, and resonate with 
their values. If implemented properly, smarter pricing 
strategies hold the potential to offer a 0.5-3 percent 
improvement in overall gross margins, along with 
broader business benefits such as the following:

 •  Boost sales and conversions

 •  Foster lasting customer relations and loyalty

 •  Manage long-tail inventory

Examples of companies using digital sales 
technologies

 • An Indian retailer provides fully autonomous 
store solutions using AI, computer vision, 
and deep learning to enable a convenient 
shopping experience for consumers with instant 
checkouts. The company has developed new 
ways to shop by: 
 – Integrating user and sales management tools to 
identify customers and allow entry
 – Install sensors and cameras that are fitted not to compromise privacy, but to track 
purchases and enable a cashier-less experience
 – Run data analysis to get a detailed insight into inventory levels, analyse buying 
patterns, and update stocks instantly

 • An auto OEM launched a dealer pilot programme to enhance the customer 
experience process through multiple digital initiatives. One such AR / VR tool that was 
implemented enabled a self-serve shopping experience, utilising tablet devices and 
digital hotspots on each vehicle. Customers were able to, in real time, view various 
customisation options and get further details on the vehicle. 

 •  A leading kitchen appliances player deployed Salesforce automation tools, analysed 
sales data to upgrade dealer network, and identified alternate channels to improve 
market penetration and sales efficiency by: 
 – Geo-tagging outlets on SFA/DMS application
 – Analysing sales and dealer data captured through automation tools to classify 
channel partners
 – Creating a dealer-wise charter for increasing counter share based on potential

Examples of companies using SM@rT pricing

 • A leading Indian e-commerce marketplace player is 
using AI to identify emotional and other motivations 
affecting a consumer’s buying behavior. The company 
analyses transaction data, coupled with website 
analytics, to understand consumer preferences, 
requirements, moments of truth, etc., to optimise 
pricing merchandising, procurement, and pricing 
particularly during festive and large events.

 • A leading print media company in India piloted an AI/ML based pricing 
recommendation tool to determine optimal pricing for clients at a particular 
inventory level, achieving an 8 percent increase in revenue. The tool enabled the 
company to:
 – Segment clients based on client portfolio, spend, base price, etc.
 – Calculate price elasticity models for each customer segment

 • An Indian FMCG company dealing in natural and ayurvedic products tapped into 
customers’ preference for natural products to capture the market. The company 
used a mix of value-based and premium pricing to capture market share.

Service efficiency 
Enabling a proactive and dynamic customer service 
solution can be critical to ensure satisfaction and 
retention rates. Creating mechanisms to understand 
and respond to customer feedback and regularly 
updating Frequently Asked Questions (FAQs) can make 
an organisation feel more human and predictive. 

Understanding and acting on the voice of customers is 
imperative. 

 •  New reporting availability: Conversational AI and 
self-learning chat bots have enabled continuous 
service for consumers, allowing for basic issues 
to be resolved and route more complex ones for 
manual intervention. 
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Effective product/service portfolio management 
Product/service portfolio is the cornerstone of any 
organisation. Managing every aspect of this portfolio 
− ranging from identifying the potential opportunities 
and risks, developing the right assortment mix 
in line with the company’s strategic objectives, 
merchandising and resource allocation, to prioritising 
high-value products/services − can lead to a winning 
portfolio. Such a portfolio not only improves the 
topline but also captures the customer mindshare. 
Further, portfolio management can help companies 
understand customer and market demand to  
develop new products/services and expedite their 
speed to market. 
 
With an increasing focus on omni-channel, more 
organisations are relying on dedicated assortment 
planning and merchandising teams to build localised 
assortments and develop a deeper understanding 
of the role of each product category to enable a 
seamless shopping experience. The key to achieving 
this next-generation capabilities of product assortment 
planning is to use analytics-driven platforms and tools. 
These tools use insights driven from real-time data 
to determine consumer demand and preferences, 
build intelligent clusters, and plan catchment-based 
assortment profiles and visual display. The traditional 
method of clustering and product planning based 
purely on historic sales is gradually becoming 

irrelevant. Companies need to adopt a volume-
independent approach to define clusters to analyse 
influence of previously unidentified catchment 
parameters, such as 360° customer profiles, disposable 
income, store visit and browsing patterns, and inherent 
purchase motivations, to build a localised assortment 
mix leading to greater realisation of value. 

Product display, the second element of 
merchandising, has also undergone significant 
transformation in the form of intelligent shelves. 
These new intelligent shelves have in-built capability to 
automate and manage shelf inventory in an intelligent 
way. These shelves can accurately capture real-time 
information of the products stocked, send automated 
alerts when inventory falls below predefined levels, 
and capture consumer demographic information 
using computer vision. Additionally, the shelves are 
equipped with digital displays that can be used to 
display the right content at the right time to the right 
customer to enhance engagement. Combined with 
beacon technology, these shelves have features such 
as click-and-collect and assist customers in locating 
products based on their shopping lists, which can 
improve shopping experience. This data-driven 
approach to merchandising has enabled businesses 
to not only increase local sales but also improve their 
overall product portfolio. 
 

Examples of companies working with intelligent 
merchandising techniques to maximise value

 • A leading global footwear company acquired a 
predictive analytics and demand sensing software firm 
to better predict what consumers want, and when do 
they want to purchase and via what medium. These 
inputs would then be used to service customers more 
personally and at scale.

 • A global consumer packaged goods brand has partnered with a tech firm to use its 
digital shelf analytics capabilities to extract valuable insights by tracking parameters 
such as pricing, promotion, product reviews, and search information, to optimise 
e-commerce performance.

 • A leading global quick service restaurant chain used market basket and catchment 
analysis to identify new menu options targeted at specific customer segments and 
unique product linkages to develop suggestive upsell/cross-sell options for customers 
ordering online.

Companies using catchment analysis and other 
intelligent merchandising initiatives can expect to see 
growth in their customer reach (10-20 percent) and an 

increased market share. If executed effectively, these 
initiatives can lead to long-term revenue benefits of 
5-10 percent annually. 
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Platform as a business
A platform business is a business model (not just 
a technology infrastructure) that enables value 
exchange, scaled by technology and ecosystems to 
power commerce. It focuses on helping to facilitate 
interactions across a large number of participants. 
These interactions could take the form of short-term 
transactions such as connecting buyers and sellers, 
or they could involve the formation of longer-term 
social relationships or collaboration to achieve a 
shared outcome or sustained efforts to accelerate 

performance improvement. The role of the platform 
business is to provide a governance structure and 
a set of standards and protocols that facilitate 
interactions at scale so that the network effects can be 
unleashed.

Whilst traditional linear business models create value 
by offering products or services to customers, the 
platform business model does not own the means 
of production, but instead creates and facilitates the 
means of connection.

New-age fulfilment and logistics 
Succeeding in the SM@rT commerce world requires 
organisations to incorporate new-age fulfilment* 
strategies that can match up to the speed, real-time 
visibility, and accuracy requirements to meet the 
evolving delivery expectations. The launch of digital 
technologies has enabled numerous fulfilment options, 
including the following:

 •  Buy Online Pick In Store (BOPIS): This 
omni-channel fulfilment provides customers 
convenience to shop online and pick delivery from 
a nearly store the same day per their convenience. 
Another emerging trend is the Reserve Online and 
Pick In Store option (ROPIS) wherein customers 
who prefer to physically experience the product 
can reserve a time at the store to try and pick-up 
the product. 
 

 •  Hyperlocal delivery: The pandemic has proven 
to be a turning point for market players wherein 
more customers are shopping online and expect 
instant deliveries. Companies are collaborating 
with logistics companies and using AL/ML tools 
to optimise route planning, batching, demand 
prediction, and rider allocation, investing in 
strengthening their delivery networks. 

 •  Micro-fulfilment centres: Compared with 
large fulfilment centres, these are small highly 
automated storage centres strategically placed 
near cities and end-consumers. This reduces 
the time taken to deliver products and cost of 
operations. These centres could be created, 
along with an existing front-end store or set-up, 
as standalone centers depending on the product 
range and company requirements. This strategy 
may require organisations to partner with last-mile 
delivery partners. 

Examples of companies deploying digital tools and technologies to enhance efficiency 
and enable new fulfilment options:

 • A French retailer offering an integrated omni-channel shopping journey allows customers 
to purchase goods from their app and pick up in store, and take home delivery for any 
items in their extended catalogue. The company operates through two omni-channel 
models:
 – Scan and pay: It developed an app that indicates when customers are inside the store 
through geo-location tracking. The store team can locate them inside the store, and 
provide them store-specific prices and deals. On scanning product code, users can add 
products to their cart and complete their journey by paying digitally through the app. 
The QR code is generated on the billing screen of users' app to validate the bill. 
 – Contactless store pick-up: The brand offered easy 
in-store pick up for products purchased online/on-
app. They offer drive by, pick up, or in-store pick-ups 
− both of which would be contactless and prioritise 
customer safety while remaining quick and cost 
effective.

 • An online grocery delivery firm is using dark 
warehouses and predictive modelling to pre-pack 
commonly sold items to reduce delivery time.

Examples

 • A leading online lodging marketplace organisation has created an impact in the hospitality 
and lodging industry. It has created and shaped its own market by cutting across and 
connecting multiple industries. Airbnb has created a marketplace covering stays, trips, and 
now also offers experiences.

 • A multinational ecommerce company has created 
value via the network effect. It has a large pool of 
buyers and sellers on the platform. The supply side 
is composed of sellers such as small businesses, 
small merchants, etc., and the demand side can 
buy conveniently and has one starting point for the 
shopping queries. The buyers also get things cheaply 
as sellers don’t have any additional costs like that of 
brick and mortar stores.
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The SM@rTest commerce models will be those that 
combine the predictability of traditional hierarchy 
driven organisations with the innovation and flexibility 
of network-driven, start-up organisations. Key building 
blocks will include the following:

01.  Asset-light, cloud-driven models that will provide 
intelligent insights 

02.  Data-driven transparent approach to decision-
making 

03.  High levels of customisation of the product and 
service portfolio to needs of customers 
 

04.  Focus on enhancing human experience for 
stakeholders – customers, suppliers, and 
employees

05.  Self-learning organisations that continuously 
benefit from feedback and promote sustainable 
outcomes 

The next step in the journey is to perform a thorough 
evaluation of front-end and back-end operations, 
and identify areas where digitisation can provide 
organisational benefits. We have broken down some 
examples of how to use technology and analytics to 
transition from traditional models to SM@rT-enabled 
business models:

*on the basis of use cases and observed data, may vary from case to case

Digital mindset

Personalised marketing communications

Traditional model

 •  Selective and siloed 
implementation of digital 
tools and technologies

Traditional model

 • Mass marketing with 
limited data on individual 
customer preferences

SM@rT model

 • Building strategic alliances to acquire 
non-core skills and capabilities

 • Willingness to explore digital 
technologies to pursue new 
opportunities

SM@rT model

 •  Personalised and targeted 
marketing, and proximity marketing 
using digital technologies, such as 
digital marketing tools, AR/VR, AI, 
and chat bots

 •  Capturing voice of customer across 
multiple touchpoints and analysing 
customer sentiment

 • Micro segmentation based digital 
marketing

Benefits of SM@rT commerce*

 • Improved agility within an 
organisation

 • Enhance customer centricity 
and time to market

Benefits of SM@rT commerce*

 • 10-30 percent improvement in 
marketing spend efficiency

 • Up to 50 percent reduction in 
customer acquisition cost

 • 10-15 percent increase in 
revenue

From traditional to a 
SM@rT commerce model

SM@rT commerce | Moving to a platform-based business model
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Digital sales and service effectiveness

New-age fulfilment options and logistics

SM@rT pricing

Effective product/service portfolio management

Traditional model

 • Disconnected online 
and offline shopping 
experience with a long 
queue

Traditional model

 •  Limited to no visibility 
leading to inefficiencies 
and delays in movement 
of stock

 • High cost proprietary 
processes

Traditional model

 • Cost-based pricing 
affecting topline and 
margins

Traditional model

 • Limited catchment 
analysis and standard 
product portfolio

SM@rT model

 • Use of AR/VR and AI technologies to 
provide immersive product display, 
recommendation engines, and 
remote sales capabilities

 • Rapid checkout capabilities boosted 
by fintech alliances, enabling 
customer payments through multiple 
methods

 • Building relationships with 
customers through effective CRM 
systems and creating lifetime value

SM@rT model

 • Omni-channel fulfilment options 
- BOPIS, ROPIS home delivery, 
hyperlocal delivery, etc.

 • Automated replenishment process 
for stock

 • Real-time visibility of goods 
movement through use of IoT and 
sensors

 • Shared logistics capabilities

SM@rT model

 • AI/ML algorithms for dynamic pricing

 • Analysing consumers’ purchase 
motivations to develop pricing 
strategy

SM@rT model

 • Differentiated product portfolio 
using catchment analysis for 
assortment planning and new 
product development

 • In-store analytics used to re-align 
products according to customer 
demands

 • Visual merchandising strategies to 
make product discoverability easier

Benefits of SM@rT commerce*

 • Reduction in cost to serve 
customers 

 • Improved customer experience 
and opportunity for cross-
selling 

 • 10-20 percent increased 
revenue due to higher sales 
conversions

Benefits of SM@rT commerce*

 • On-demand delivery improving 
customer experience and 
loyalty

 • Reduce operational cost and 
improve inventory turnover

 • Prevent loss of sale from 
traditional extended delivery 
timelines

Benefits of SM@rT commerce*

 • 0.5-3 percent gross margin 
improvement when 
companies move from the 
heuristics method to AI/ML-
driven algorithms

Benefits of SM@rT commerce*

 • Long-term revenue growth (5-10 
percent annually)

 • Increased market share

 • 10-20 percent increased 
customer reach 
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Key takeaways Traditional commerce methods are gradually losing 
relevance in this ever-evolving market and being 
replaced by a platform-centric view of organisations. 
While companies had begun experimenting with 
selective elements of SM@rT commerce, the 
pandemic-induced change in market conditions, 

favourable regulatory environment, and growth of the 
SM@rT ecosystem have made it even more important 
for businesses to re-align their ways of working. 
Companies that learn quickly and pivot to SM@rT 
commerce models stand to create sustainable business 
models that are customer centric and data driven.

Leading consumer electronics player transforming retail operations to enable SM@rT commerce
A leading consumer electronics player in India, which has an eminent presence through its 500+ 
exclusive brand outlets spread across the country, wanted to transform its retail operations to improve 
customer centricity, enhance operational efficiency, and enable SM@rT commerce capabilities. The 
company adopted a multi-pronged approach to begin its journey towards making its outlets preferred 
shopping destinations capable of offering customers a seamless offline and online experience based 
on their preferred mode of shopping.
 
Digital capability building
 • Omni-channel capabilities: At the store, omnichannel capabilities enabled through an endless aisle 
allow customers to place orders in-store with multiple delivery options. Additionally, the company 
enabled click and collect capabilities wherein customers can purchase products from their homes 
and collect from a nearby store at their convenience.

 • Store operation tools: Several digital tools were deployed in-store to automate operations and 
enhance efficiency. The company deployed a point-of-sale solution to enable real-time visibility of 
inventory, lead management, and customer relation management tool. The solution enables a single 
view of customers and a footfall tracking solution to gather inputs for understanding purchase 
patterns and improving store planning.

 
Digital sales
 • Remote sales capability: At the heels of this pandemic with market shutdowns and social distancing 
requirements, the company pivoted quickly to build remote sales capability offering customers 
connect virtually with sales consultants to experience their products, get their queries answered, and 
eventually purchase products.

 • Assisted recommendation engine: It developed an assisted recommendation engine to guide 
customers.

 
Personalised marketing communication
 • Geo-targeted and personalised communication: Use 360° customer profiles to build geo-targeted 
and personalised communication campaigns.

 • Customer engagement: Activated a number of in-store 
activations, such as customer contests, interactive product 
demonstrations, service camps, and instant gratification offers.

 
The company achieved the following key benefits:
 • One view of data to enable real-time view of customer, sales, 
and inventory

 • More than 20 percent increase in total sales
 • 200 percent growth in their upcountry markets

SM@rT commerce | Moving to a platform-based business model
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