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Owning 
Omnichannel:
winning at clicks and bricks.
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Executive summary.
The pandemic forced retailers to focus on their online 
offering, with multiple lockdowns accelerating the shift to 
e-commerce. But how has this focus impacted traditional 
bricks and mortar, and retailers more widely?

It’s long been a given that the majority of bricks and mortar 
retailers will not survive without a thriving e-commerce 
platform. But today, perhaps the opposite is also true – 
with shoppers appreciating the irreplaceable advantages 
that physical retail has to offer. 

Meanwhile the rise of social shopping is also impacting 
retailers’ strategies, forcing them to seriously consider 

how they can reach consumers on an even greater 
number of channels.

What is clear is that the retail landscape is going through a 
period of innovation and change. With this report, we’ve 
set out to explore the future of physical retail and the role 
of in-store and online in the omnichannel experience. 
By doing so, we will demonstrate that all retailers – from 
physical to digital – must adopt an omnichannel mindset 
that encompasses the best of in-store and online 
functionality if they’re to meet increasing consumer 
demand and beat competition.
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Howard Saunders, 
Retail Futurist:
“No one could have predicted the global pandemic that 
swept away so much of what we took for granted at the 
start of 2020. Not even a futurist. A new decade had 
begun and it soon became clear that nothing would be 
quite the same ever again. Lockdowns robbed us of our 
social lives, our connections with family and friends, 
and changed our working lives – perhaps forever. The 
vast majority of our visible businesses, the places that 
shape and give identity to our towns and cities – the 
stores, pubs, cafes, restaurants, gyms, theatres and 
cinemas – were forced to shut up shop. The high street, 
already suffering badly as a result of online competition, 
suddenly found its oxygen supply had been turned off 
overnight. As the weeks rolled into months it seemed 
there was little hope. To use a much, much overused 
word, it was an unprecedented time for us all.
 
“Retail brands that had wisely invested in a strong 
omnichannel strategy were quick to react and take 
advantage of the moment. Likewise, consumers trapped 
in isolation were just as keen to learn new ways of accessing 
the things they wanted. 

“It wasn’t all bad news. Through the turmoil, young 
innovators arrived in the digital marketplace with new 
products and ideas that reminded us exactly how much 
we love retail. Some clever, more established retailers  
responded with home delivery options that helped to make 
us feel connected throughout our undefined sentence.
 
“The pandemic, or more precisely lockdown, acted as a 
catalyst for all things retail. Legacy brands, already tired 
and out of date, were granted a blameless and respectful 
farewell. But today, as our high streets cautiously attempt 
to awaken, it’s clear they must prepare themselves for 
a new era in retail, one that is fuelled by fast-learning 
technology and driven by an ever more demanding 
customer. The role of a retail brand, therefore, must 
be urgently redefined for the Twenties. This report is a 
sizeable and practical step towards doing just that.”

Foreword.
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1. Why omnichannel 
is so important.

81%

51%

76%

47%

10%

69%

46%

9%

67%

16%

Today’s consumers have so much choice for where to 
shop and spend, and they are embracing that choice. 
Nine in 10 (89%) Klarna shoppers say they use multiple 
channels to search and spend. 

Looking more closely at the top channels used by Klarna 
shoppers to browse and buy products, online channels 
come out top – whether accessed via desktop or mobile. 
These include: retailers’ websites (81%), search engines 
(76%), retailers’ apps (69%) and marketplaces (67%). 
And, with social shopping on the rise, just under half 
(46%) browse and buy via social media.

But even for these digital savvy shoppers, physical retail 
is still important. Half (51%) of Klarna users shop at 
retailers’ physical stores.

Unsurprisingly, however, the balance has changed 
dramatically since the pandemic, with shoppers becoming 
much more reliant on online channels as physical shops 
shut doors. 

Indeed, demonstrating the scale of the pandemic’s impact 
on shopping habits, 71% of shoppers say that their use 
of retailers’ physical stores has decreased over the past 
two years, while 73% say that their use of retailers’ websites 
has increased. Shoppers also report increased use of 
other online shopping channels since the pandemic, 
such as retailer apps (72%), marketplaces (59%), search 
engines (60%) and social media (41%).

Retailers’ websites

Retailers’ 
physical stores

Search engine

Third party apps

Comparison 
shopping sites

Retailers’ apps

Social media

Classified 
listings sites

Marketplaces

Deals sites

Shoppers shop across multiple channels.

Where do people shop?
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“If the pandemic taught us one thing, 
surely it was the need for retailers to have 
a well rounded, seamless omnichannel 
offer. Forcing stores to close overnight 
instantly exposed those brands ill- 
prepared for the seismic shift in consumer 
behaviour. Conversely, it also provided 
a tremendous head start to those retail 
brands that had properly invested. 

“It’s clear that offering a service across 
multiple channels is simply not enough. 
What might seem, to a retailer, like a minor 
technological molehill in the buying 
process may well be enough of a mountain 
to deter a sale. We are a particularly 
demanding lot these days and there will 
continue to be many hard lessons to 
learn as the online world develops. Great  
expectations are clearly the order of 
the day!”

Expert commentary 
from Howard Saunders, 
Retail Futurist:

Not only do consumers expect retailers to cater to them 
across multiple channels, they expect this experience 
to be seamless.

Three quarters (75%) of Klarna shoppers expect to be 
able to access a brand’s products via multiple channels 
(eg, physical store, website, marketplace, social media), 
and nearly two thirds (64%) expect an integrated 
experience when moving between different channels 
offered by a single retailer. Meanwhile 83% expect a 
retailer’s branding to be consistent online and in-store. 

Importantly, offering a true omnichannel experience 
could be lucrative for retailers that get this right. 76% 
of Klarna shoppers say they are more likely to spend 
more money and 79% say they are more likely to shop 
regularly with a brand that offers a quality experience 
across all channels.

Retailers need to cater to consumer expectations 
around omnichannel retail because if they fail to deliver 
this, shoppers will go elsewhere. In fact, nearly half (47%) 
of Klarna users say they are less likely to shop from a 
brand that doesn’t offer a quality experience across 
multiple channels. 

Demonstrating how key it is for retailers to get the 
omnichannel experience right if they want to build a 
following of loyal customers, 60% of shoppers say that 
a poor experience on any channel will make them less 
likely to shop again with a brand, and four in 10 (38%) 
say it just takes one bad experience for them to stop 
shopping from a brand.

A seamless omnichannel 
experience can pay dividends.

Failing to meet consumer 
expectations could cause 
retailers to miss out.
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2. Cost and customer  
demand are driving 
retailers to invest.

With customers now expecting retailers to provide a 
smooth shopping experience across multiple channels, 
it’s promising to see that retailers not only recognise the 
importance of a seamless omnichannel experience, but 
they have also been investing in this over the past year.

Over the past 12 months, 70% of retailers say they have 
increased investment in omnichannel. This is in stark 
contrast to just 7% that reported a decrease in investment, 
and 23% that said their investment stayed the same. 

Amongst those that reported an increase, they saw 
average investment rise by 8.58%.

Why are retailers increasingly investing in omnichannel 
strategies? It comes down to the two Cs: customers and 
cost – indicating both push and pull factors are at play.

Retailers see omnichannel strategies as a way to better 
cater to their customers, indicating that this is an important 
pull factor. 42% of retailers state that better understanding 
customers is a key reason for developing a more  
omnichannel approach, while 39% say that enhancing 
the customer experience is a primary source of motivation.

Being at the forefront of innovation is a priority for a 
quarter (25%) of retailers, while 30% recognise the 
importance of omnichannel strategies for helping them to 
collect more data – which will ultimately help them to better 
understand customers and how their business operates.

On the other hand, some retailers also see omnichannel 
strategies as a way to improve profit margins, suggesting 
that they are also being pushed to be more reactive, 
than proactive in their approach. 41% of retailers say 
that reducing costs is a key reason for developing a 
more omnichannel approach, while 38% are looking to 
create efficiencies. A fifth (21%) report that managing 
staff shortages is a key factor at play.

And, over the next year, investment in omnichannel is 
only set to grow further. Three in four retailers (73%) 
expect to see an increase in investment over the next 
12 months. Meanwhile, 21% expect investment to remain 
steady, and just 6% expect investment to decrease

Among those that expect to increase their investment, 
this is set to rise by an average of 8.16%.

Retailers are investing 
in omnichannel.

Customers and cost are 
driving investment.

Investment in omnichannel is 
only set to grow further.

73% 8.16%
retailers expect to increase 
investment in omnichannel 

over the next 12 months

average expected 
increase in investment
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42% 41%

30%

39%

25%

38%

21%

Better understanding 
customers

Reducing 
costs

Collecting 
more data

Enhancing the 
customer experience

Being at the forefront 
of innovation

Creating 
efficiencies

Managing staff 
shortages

What are retailers’ main motivations when it comes 
to developing a more omnichannel approach?
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50%

44%

43%

Cost of new 
technologies

Understanding 
which technologies and 

providers to choose

Knowing which 
channels to prioritise

However, while retailers are looking to invest in developing 
omnichannel approaches, they identify several significant 
barriers as well.

The top three barriers identified by retailers are the 
cost of new technologies (50%), understanding which 
technologies and providers to choose (44%), and 
knowing which channels to prioritise (43%).

Meanwhile, just over a third (35%) report that moving 
away from legacy processes is a barrier, and 29% say that 
getting buy-in from the wider business is a challenge.

Cost and knowledge are the 
biggest barriers.

“Lockdown was rich in lessons. As 
customers learned how to adjust their 
behaviour and break long-held routines, 
brands learned that they must prepare 
for a new era in retail, one that welds 
online together with offline in a seamless 
and hurdle-free manner. 

“Customers (and that includes all of us!) 
want to experience brands, not channels. 
We want to be recognised and appreciated 
offline as well as online, particularly when 
we consider ourselves loyal to a brand.

“Adjusting to this new world isn’t always 
straightforward, and retailers often 
become victims of their own internal 
mechanisms and long standing processes. 
It’s critical, therefore, that retail brands 
streamline their internal processes as 
a matter of urgency if they want to be 
future-ready.”

Expert commentary 
from Howard Saunders, 
Retail Futurist:
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Case study: How H&M integrated Klarna’s in-app mobile 
checkout to supercharge its omnichannel experience.

“Our ambition was to provide a consistent shopping 
experience across all channels. Instantly recognizing 
loyalty program members, whether browsing on our 

website or mobile app.”

As one of the world’s leading fashion retailers, 
H&M wanted to provide its loyal customers 
with a fast, seamless and responsive native 
app so they could shop more easily wherever 
they are, using their smartphones. As part of 
this, H&M also wanted to allow customers to 
access a full spectrum of payment options 
– including buy now pay later – using their 
loyalty program IDs.

Mikael Strand, Pay later Services Architect at H&M:

Klarna’s In-app solution is now live with H&M 
in over 10 countries. In many countries, 
between 40-50% of shoppers are now choosing 
to pay with Klarna In-app, and for iOS users 
alone, H&M has seen a double digit (11%) uplift 
in conversion.

Mikael adds: “It’s clear that loyal customers 
love being able to access pay later with a 
quick tap of their mobile – no fuss or friction.”

Already partnered with Klarna on payments, 
H&M partnered with Klarna on its In-app mobile 
checkout to ensure that H&M’s app delivered 
shoppers a truly smooth mobile user experience.

Fitting seamlessly into H&M’s new native 
application, Klarna In-app, lets members of 
H&M’s loyalty program ‘shop now and pay 
later’ across all channels – including in-store 
– using the branded H&M app. Invoices get 
handled within the H&M app, where customers 
can decide how and when they want to pay.

Challenge

Results

Solution

50%

11%

of mobile shoppers are 
choosing to pay with Klarna

uplift in conversion
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3. Covid-19 continues
to generate change and 
uncertainty.

It’s well known that Covid-19 caused significant changes 
in the retail industry – accelerating existing trends in 
online and physical retail. And with shops closed for 
significant periods in both 2020 and 2021, consumers 
inevitably pivoted to online shopping – forcing many 
retailers to change their omnichannel approach.

Some retailers embraced new channels, with 29% 
attributing increased investment in omnichannel 
approaches to the impact of Covid-19. And as consumers 
spent more time at home on their phones, 36% of  
retailers say they invested more heavily in social  
advertising to capture new customers. However, 
constrained budgets forced 15% of retailers to reduce 

investment, and prompted 25% to pause developing 
omnichannel capabilities.

At a time when retailers had no choice but to compete 
online, it’s no surprise that four in 10 (40%) prioritised 
investment in online and fulfilment capabilities, while a 
fifth (21%) closed physical stores altogether and went 
online only. 

Many retailers still made sure to invest in physical 
stores, particularly to make them Covid-19 secure (37%). 
Although, 28% report that challenges associated with staff 
shortages and furlough caused the in-store experience 
to suffer.

Retailers changed channels to adapt to the pandemic.

29%

21%25%

Increased investment in 
omnichannel capabilities

Closed physical stores 
and gone online only

Paused developing 
omnichannel capabilities 

due to limited budgets 
because of Covid-19

What has been the impact of Covid-19 on retailers’ 
omnichannel strategy since March 2020?

15%

36%40%

Reduced investment in
 omnichannel capabilities

Invested more heavily 
in social advertising to 

capture new customers

Prioritised investment 
in online and fulfilment 

capabilities

37%
Invested in-stores to make 

them Covid-19 secure

28%
Staff shortages or 

furlough means the in-store 
experience has suffered
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Covid-19 has clearly led many retailers to focus on 
omnichannel. 43% of retailers say that because of 
Covid-19, omnichannel capabilities have never been 
more important, and a quarter (25%) believe that 
meeting new customer needs means investing in true 
omnichannel capabilities.

However, with more people in the habit of shopping online 
since the pandemic, naturally, ecommerce remains a 
priority. Half (48%) of retailers are prioritising online as 
part of their omnichannel strategy.

When it comes to physical retail, 27% of retailers are  
investing in in-store capabilities as they believe physical 
retail will make a comeback. However, it’s clear that 
even as we return to normality, uncertainty about 
Covid-19 is still causing some retailers to hold back.  
A third (34%) state they are reluctant to invest more in 
bricks and mortar because of risk of future lockdowns.

But it’s not all doom and gloom by any means. The data 
shows that physical still plays a key role in the shopper 
journey, meaning that retailers may be prompted to boost 
their physical offering once confidence returns.

Uncertainty about Covid-19 is 
still making retailers hesitant.

“During the darkest days of the pandemic 
we all wondered if lockdown would ever 
end. Retailers can therefore be forgiven 
for taking their eyes off their physical 
stores and focussing all their energy 
online. However, while behaviours may 
have shifted, and new means of accessing 
goods discovered, bricks and mortar 
stores are so much more than just 
another means of distribution. 

“Though it might not always be obvious, 
retail is critical to every one of us. It’s no 
accident that retail lives at the epicentre 
of our communities. The high street, 
after all, is where we connect with one 
another. Humans are a social species  
and even a global, economy-stopping  
pandemic can’t change that. It’s not 
rocket science: successful retail 
strategies create thriving high streets. 
Where traders see trade, customers see 
vibrant, dynamic town centres in which 
to live, work and play.”

Expert commentary 
from Howard Saunders, 
Retail Futurist:
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4. Omnichannel disconnect: 
retailers underestimate 
what consumers value.

There is a clear disconnect between retailers’ perceptions 
of their omnichannel offering, and what shoppers actually 
think. This means that retailers risk not fully understanding 
how to best invest in omnichannel approaches.

For instance, while the majority of retailers (75%) consider 
themselves to be fairly or very sophisticated when 
it comes to omnichannel, half (50%) of Klarna users 
believe retailers are not joined up enough between their 
online and in-store operations.

When comparing what Klarna shoppers value with what 
retailers think they value, it’s evident that retailers 
underestimate the value of a fully-fledged omnichannel 
shopping experience.

When it comes to online shopping, 84% of Klarna shoppers 
say they value autofill functionality, but only 33% of 
retailers think this adds value to the shopping experience. 
And while retailers believe one click payments or check 
out adds the most value for their consumers (with 45% 
agreeing), they still fail to recognise the extent to which 
this is valued by shoppers – 65% of whom state this 
adds value to their online shopping experience. 

As for shopping in physical stores, retailers underestimate 
even the simplest of strategies. Shoppers are nearly 
twice as likely to say they value being able to see and 
feel items in real life (88% Klarna users vs 45% retailers). 
Half (49%) of customers also value being able to visit 
showrooms, and see items in-store, but pay online – 
whereas only 32% of retailers think this adds value.

Meanwhile, retailers consider human sales assistants to 
be more important than customers consider them to be 
(36% retailers vs 26% Klarna users).

A clear disconnect between 
retailers and their shoppers.

What shoppers value vs what 
retailers think.
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What adds value to the 
shopping experience?

84%

88%

35%

45%

33%

36%

41%

36%

33%

35%

84%

80%

81%

70%

67%

68%

65%

55%

45%

31%

60%

49%

33%

32%

Flexible payment options

20%

20%

60%

60%

40%

40%

80%

80%

0%

0%

Online

In-store

Being able to see and 
feel items in real life

Mobile friendly website

Having multiple sizes to try on

Autofill functionality to save 
entering personal details

Being able to try items 
on before buying them

Save for later or wishlist function

Being able to take 
items away that day

Easy access to customer support

One click payment/checkout

Being able to try on items the 
customer wouldn’t usually consider

Being able to see/try items in-store 
but pay online (e.g. via Klarna app)

Klarna shoppers

Retailers
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In a world of sometimes fickle consumers, it’s important 
that retailers understand not only what turns on their 
customers, but what turns them off, too. 

Promisingly, retailers and their shoppers are largely 
aligned with what is most frustrating about the online 
shopping experience, however the data reveals that 
retailers underestimate the extent of the frustration 
caused by friction points. 

For instance, while malfunctioning technology is rated 
as the most frustrating part of the online shopping 
experience by both retailers and shoppers, Klarna users 
are a third more likely to find this frustrating (63% Klarna 
users vs 39% retailers). Likewise, just 27% of retailers 
consider limited payment options at checkout to be 
frustrating for shoppers. But, 51% of Klarna shoppers 
say they find this frustrating.

And, with so many shoppers today using mobiles to 
browse and buy, nearly two thirds (63%) of Klarna users 
find websites not working properly on mobile to be one 
of the most frustrating parts of online shopping – but only 
half as many retailers (32%) understand this frustration.

When it comes to in-store retail, shoppers are most 
frustrated by not being able to find items in-store that 
they have seen online (56%), and by long queues for 
changing rooms or checkout. Only 32% and 31% of 
retailers, respectively, believe these cause frustration.

Crucially, as shoppers increasingly look to physical retail 
for an excellent “experience”, retailers also fail to fully 
appreciate the negative impact of a dirty or chaotic 
shop floor. 46% of shoppers consider this to be frustrating, 
compared to only 25% of retailers.

What frustrates shoppers vs what retailers think.
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What do shoppers find most frustrating 
about the shopping experience?

63%

56%

39%

32%

32%

31%

33%

31%

36%

25%

63%

53%

62%

49%

56%

46%

54%

41%

33%

30%

51%

35%

27%

33%

Technology not working (eg, payment 
not going through first time)

20%

20%

60%

60%

40%

40%0%

0%

Klarna shoppers

Retailers

Online

In-store

Items I’ve seen online not available 
at all or in the right size in-store

Receiving marketing emails that shoppers 
don’t remember signing up for

Difficulty in locating the 
item I want in the store

Website not working 
properly on mobile

Long queues for changing 
rooms or checkout

Poor delivery process

Limited payment options at checkout

Unclear descriptions or 
poorly displayed items

Unhelpful or unknowledgeable staff

Dirty/chaotic shop floor

Queuing to return items in-store
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With many retailers looking to invest in omnichannel 
strategies, it’s important that they understand consumer 
priorities if they’re to bridge the gap with consumer 
expectations and get real return on their investment. 

Encouragingly, the data demonstrates some retailers are 
already on the right track. Indeed, with 76% of shoppers 
reporting that the ability to check stock levels in-store via 
a website or app adds value to their shopping experience, 
it’s assuring to find that 49% of retailers already offer this, 
and another 38% plan to introduce this over the next year.

Similarly, 67% of shoppers value the ability to reserve 
items online/via an app and try them on in-store later. 
Of those retailers surveyed, 46% already offer this, and 
35% say they plan to introduce this over the next year.

Increasingly retailers are also adopting flexible payment 
options, in line with consumer demand. Three quarters 
of shoppers (74%) say this adds value to their shopping 
experience, and promisingly, while just 50% of retailers 
say they currently offer this, 34% plan to introduce this 
over the next year.

However, not all the initiatives planned by retailers are as 
valued by shoppers as they might hope, demonstrating 
the need for retailers to ensure they are in tune  
with consumer expectations when investing in new 
omnichannel offerings.

For example, 37% of retailers already offer customers 
the ability to see how an item will look on them or in their 
home, via augmented reality, and 38% plan to introduce 
this in the near future. But only 38% of shoppers surveyed 
say that they think this would add value to their shopping 
experience.

Likewise, the most popular initiative amongst retailers 
is offering personalised offers and content – with 48% 
already offering this and 40% planning to introduce this 

over the next year. But only 40% of Klarna shoppers say 
this will add value to their shopping experience.

Suggesting that content overload could tire consumers, 
only a third (34%) of shoppers say that the ability to 
scan items in-store and access relevant content online 
(e.g. recipes or style inspiration) would add value. 
However, 40% of retailers already have implemented 
this, and a further 39% plan to introduce.

Whether retailers are primarily physical, digital, or 
somewhere in between, they need to understand where 
their consumer priorities lie – and consider how they can 
make the most of the physical and online capabilities  
favoured by shoppers. Where there is any disparity, retailers 
will need to act fast to avoid the gap widening between 
what consumers want and what they are delivering.

Where investment is going vs what consumers want.

Retailers are investing in some 
omnichannel strategies that will 
help them to meet consumer 
expectations...

But not all investments are as 
valued by consumers as retailers 
might think...

Retailers: Already offer

Retailers: Already offer

Retailers: Plan to introduce

Retailers: Plan to introduce

Consumers: Adds value to 
shopping experience

Consumers: Adds value to 
shopping experience

Ability to check stock 
levels in-store via the 

website or app

Ability to see how an item 
will look on them or in their 

home, via augmented reality

20%

20%

40%

40%

60%

60%

80%

80%

0%

0%

Flexible payment 
options

Ability to scan items in-store 
and access relevant content 
online (e.g. recipes or style 

inspiration)

Ability to reserve items 
online/via an app and try 

them on in-store later

Personalised offers 
and content

49%

37%

50%

40%

46%

48%

38%

38%

34%

39%

35%

40%

76%

38%

74%

34%

67%

40%
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“We are all customers and yet it seems 
that some retailers need reminding of 
this. All retailers should regularly test, or 
‘secret shop’, their stores, both offline 
and online. The online world can be 
particularly demanding to manage, since 
a tiny delay or glitch becomes not just 
irritating, but unacceptable and potentially 
deal-breaking. 

“In the real world an unexpected queue 
or electronic glitch at the checkout 
would be dealt with politely as with any 
everyday social inconvenience. But the 
online world is very different. Alone on 
our laptops or mobiles, our patience 
cannot be judged and we are adamantly 
task-focussed. An insignificant or  
persistent hurdle may be all that’s 
needed to turn us away…and perhaps 
never to return!
 
“The digital world is developing fast with 
clever brands investing in super swift, 
one-click systems. What may have been 
considered pretty straightforward and 
efficient a couple of years ago might now 
be seen as clunky and time consuming 
as customers become familiar with 
smoother, more advanced, predictive 
software. This pattern is sure to continue 
as technology brings us ever more  
engaging concepts to enhance the digital 
experience, and as customers’ expect- 
ations continue to grow at a similar rate.”

Expert commentary 
from Howard Saunders, 
Retail Futurist:
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5. How are consumers 
shopping today?

From initial inspiration to browsing, and all the way 
through to purchase, consumers prioritise different 
channels during each stage of their shopper journey. For 
retailers looking to optimise their omnichannel strategies 
and reach shoppers in the right place at the right time, it’s 
therefore imperative that they understand the individual 
roles of different channels.

The data reveals that online and mobile platforms are 
key throughout the shopping journey, but particularly 
for initial inspiration and browsing. 

Meanwhile physical stores are more popular in the 
assessing stage of the shopper journey – indicating that 
the ability to use physical stores as “showrooms”, where 
shoppers can see, touch and assess items in real life, is 
important for many customers. 

When it comes to actual purchase, mobiles are very 
important, with half of shoppers saying they purchase 
via retailer or third party apps.

The shopper journey across channels.

Top three channels for key stages of the shopper journey

Initial inspiration Browsing Assessing Purchasing

67%46% 29% 49%

63%44% 28% 49%

Retailers’ 
apps

Social 
media

Retailers’ 
websites

Third 
party apps

Search 
engine

Retailers’ 
websites

Retailers’ 
apps

Retailers’
websites

72%
Retailers’ 
websites

49%
Search 
engine

50%
Retailers’ 

physical stores

49%
Retailers’

apps
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Today retailers and shoppers both have so many different 
channels to choose from, and despite ongoing change 
and challenges with physical retail, this is still an incredibly 
important part of the shopping experience. Indeed, two 
thirds (66%) of Klarna shoppers say they prefer brands 
that have a physical store as well as an online presence.

Meanwhile, shoppers also appreciate key aspects of 
in-store shopping:

It’s clear that consumers appreciate many advantages of 
the physical experience. So, for retailers with a physical 
presence, the challenge is to ensure they make the 
most of the irreplaceable benefits of in-person shopping. 
Pureplay retailers meanwhile have the opportunity to 
work with partners that can help meld their online world 
with a more physical one.

The future of retail is still 
physical.

“Physical stores play a multi-faceted 
and complex role in the economy that 
goes way beyond the obvious practical 
demands of displaying and distributing 
products. Stores represent the home of 
a brand, and the act of creating a physical 
space for customers tells us so much 
about how a brand sees itself among its 
peers and what its ambitions might be in 
the marketplace. As showrooms they allow 
us to see, feel, taste and even smell a 
product that no amount of augmented 
reality can ever equal. 

“Online only brands, by contrast, are 
innately more precise and controlled 
in terms of presentation, storytelling 
and tone of voice. Interestingly though, 
the number of pureplay brands that 
venture into the offline world of bricks 
and mortar tells us that there remains 
a cultural, gravitational pull in operating 
a ‘real’ store and actually meeting real 
life customers. It’s as if owning a store 
somehow completes the picture and 
centres a brand.

“Of course, the perfect retail landscape is 
one that embraces all forms of marketing 
and distribution channels. The omnichannel 
world allows customers to dip in and out 
of different channels, perhaps taking 
time to consider and then complete the 
purchase in another channel entirely. 

“But the omnichannel world also broadens 
a brand’s landscape, and not just for 
sales opportunities. An omnichannel 
strategy enables a brand to take full 
advantage of engaging digital development, 
and then ultimately combine it with human 
interaction and real life hospitality. The 
best of both worlds! And I repeat, humans 
are a social species.”

Expert commentary 
from Howard Saunders, 
Retail Futurist:

38%

50%

prefer to research 
items online then buy 

them in-store

simply enjoy the 
brand experience of 

being in a store

44%
prefer to see or try 

on clothes in real life 
before they buy them
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Case study: How rag & bone used HERO social shopping 
to extend style advice to their virtual customers.

Customers flock to the fashion brand rag & 
bone’s 50+ stores knowing they’re buying 
timeless clothing, assisted by passionate and 
knowledgeable store teams. In partnership 
with HERO, rag & bone sought to bring the 
feeling of the brand and the IRL shopping 
experience to online customers for the first 
time ever.

With 58% of conversations with customers 
relating to sizing and fit – typically one of the 
biggest barriers to a customer checking out 
online – offering this omnichannel experience 
made a real, positive impact for the brand. 
By empowering stores to give personalised 
guidance, online conversion exponentially 
increased whilst delivering the experience of 
the store virtually. 

rag & bone partnered with HERO to allow 
online visitors to virtually shop with a stylist in 
their nearest store via text, chat and video. 

Aaron Detrick, VP Digital at rag & bone: “Prior 
to launching with HERO, online shoppers had 
the ability to connect with our customer care 
team, but our stores are uniquely placed to 
help an online shopper to find the right item 
and buy.”

Challenge

Results

Solution

8.5X 1 in 3

97% 4.9/5

increased 
conversion

chats drive foot 
traffic to store

Average Order 
Value uplift

customer 
satisfaction rating

Adam Levene, Founder HERO: 
 
”When shoppers are using HERO social 
shopping, there’s that magic moment when 
they realise, one, they’re speaking to a real 
life human and not a bot, and secondly, when 
they realise they’re speaking to someone 
who’s often nearby. So if they do want to enter 
the store after, they can and often they meet 
the associate that served them online. You 
can apply this digital layer over the physical 
store, conceptually, and it suddenly means the 
store is busy, even if there are no customers 
in person.”
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Ensure you truly understand what your customers 
value – this will help you to invest more strategically 
in the omnichannel capabilities that will make a 
difference.

While consumers favour many aspects of online 
shopping, don’t forget that the unique and 
irreplaceable aspects of physical retail means 
this is still important for many.

Customers don’t want shopping to be dull – they 
want it to be more experiential and this is where 
in-store can come in. Consider how you can use 
physical retail not just for inventory, but to create a 
cultural space where you can inspire shoppers.

The move to a more omnichannel approach 
can seem daunting, but working with partners 
with know-how, technology, and experience 
across different channels can help you create a 
smooth omnichannel shopping experience.

While understandably you may be uncertain over 
the future of in-store shopping post-pandemic, 
you should ensure you fully understand your 
customers’ values and priorities to help you take 
the best step forward.

Key takeaways for retailers:

1. 4.

2.
5.

3.

Over the past few years, the number of retail channels has 
only been multiplying. And, rather than let this fragment 
the retail landscape, retailers have a real opportunity to 
bring all these channels together. 

Whether they see their strengths in physical or digital, or 
whether their focus has changed since the pandemic, 
retailers all need to recognise that omnichannel strategies 
are increasingly important as consumers expect to be 

able to seamlessly shop and interact with retailers via 
multiple channels.

Retailers must adopt an omnichannel mindset that  
encompasses the best of in-store and online functionality. 
And, it’s those retailers that are able to weave together 
a seamless omnichannel shopping experience for their 
customers – wherever they are – that will be best set to 
win the war for their spend and loyalty.

Key takeaways.

“One thing is certain, the future of retail is in safe hands. 
I can say that with confidence because the hands are 
ours. Despite enforced lockdown and the almost total 
closure of our towns and cities, customers and retailers 
found ways to connect and keep business alive. The 
doom-mongers may continue to predict the death of the 
high street but they will always be proved wrong. Even in 
the aftermath of a global shutdown there are plenty of 
signs already that young, innovative entrepreneurs are 
determined to bring fresh ideas to market. 
 
“But it’s a different marketplace post pandemic. The 
world has changed and as customers we’ve become 
more savvy, more sophisticated, more demanding and 
perhaps a little more cynical too. As we learned how to 
manoeuvre and negotiate the digital space our expectations 

have grown exponentially. Just as we would not tolerate 
dismissive service in-store, no longer will we endure a 
clunky sales form or glitchy website. 

“The consumer of the Twenties wants to check stock 
levels online, reserve items online, try things in-store, 
pick up in-store, have things delivered at a specific time, 
return them in-store, pay via the mobile with one click, 
read reviews, give feedback and receive after-sales 
advice both in-store and online. 
 
“In short, today’s customers want a transparent and 
seamless brand experience from start to finish. The 
challenge is crystal clear and the technology is more 
than ready. Now it’s time for retail brands to prove they 
are prepared for the Twenties!”

Conclusion from Howard Saunders, Retail Futurist:
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About Klarna.

About the research.

We make shopping smooth. With Klarna consumers can buy now and pay 
later, so they can get what they love today. Klarna’s offering to consumers 
and retailers include payments, social shopping, and personal finances. 
Over 250,000 retail partners, including H&M, IKEA, Expedia Group, Samsung, 
ASOS, Peloton, Abercrombie & Fitch, Nike and AliExpress have enabled 
Klarna’s innovative shopping experience online and in-store. Klarna is one 
of the most highly valued private fintechs globally with a valuation of $31 
billion. Klarna was founded in 2005, has over 3,500 employees and is active 
in 17 countries. 

For more information, visit klarna.com

Survey of 503 UK retail decision makers, excluding sole traders, whose brand 
sells products or services on more than one channel, with a minimum of 50 
respondents per sector (fashion, beauty, luxury, home and garden, electronics). 
Conducted by Censuswide from 6th to 13th August 2021.

Survey of 14,695 Klarna users across the UK conducted by Klarna in  
August 2021.
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