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The following table and charts provide a snapshot
2017
Retail Spending (%) Sep Aug Jul Sep Y/Y 2016 2015 2014
Total Retail Sales & Food Services 1.6 -0.1 0.5 41 3.2 2.6 4.3
Excluding Autos 1.0 0.5 0.5 4.0 3.0 1.4 3.8
Non-Auto Less Gasoline 06 0.1 0.7 3.2 39 42 4.6
Retail Sales 1.7 -0.1 0.5 4.2 29 1.9 4.1
Motor Vehicle & Parts 36 -2.1 0.3 4.1 4.1 7.3 6.4
Retail Less Autos 1.1 0.5 06 4.2 2.5 0.4 3.4
Gasoline Stations 58 4.1 -0.5 10.7 -5.7 -17.6 -2.0
Food Service & Drinking Places Sales 0.8 0.2 0.1 33 59 8.1 6.1
Source: Haver Analytics.
Chart 1. Retail Sales: Total (Excluding Food Service).
FRED w — Retail Sales: Total (Excluding Food Services)
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Consumers ar e Things I n

Ar mstrong, Group i ComQi ; Sean Ande

, CTO, ComQi ; Luke i i g, Director of R

rio, LLC; and , Director of Cre
This article summar.i

ucation session in which top industry

signage solutions pr
end users gathered t i -
strong, Group Presid {lll Internet
the implications of el of
The discussion focus
experiences with an
cust omer is al ways t
i@ about the peopl e,
Stuart Ar. msWhraotn gi s |
i mportant, or just a |l ot of noise?
Sean AnderAsnoynt hsngr 6o dpraammabl e and has connec®i wiitmi | i
across a | ot of platfor ms, but the internet is the
of fline, they can be connected via technologies 1ike
What information can | send it? And what information
Max Stewdrns o add to that, one of the other things
you build upon, by bringing all that data bac®& imoren
meaningf ul Anal ytics help you understand more about
l oT has i mpl i eadtainmred . f Sdrmao mpihones add a new communi
bring with them to venues. We can |l ook at a |l ot of ¢
understand what the consumer is interested ithoopndyw
tem that helps influence peopl e
Thé&t particularly interesting in retail, where store
i ng; some aTheeruep sarze nlgrrands i nsi de -ugpt hsetro rbersa n dae dl ovter
hel ps us bring al&® bhppedanhg abhouthowkatnvironments b
Luke Wil weAtdi mghigh | evel, we | ook at it in terms
operations, and new channel s, both increasing and cr
Aaron Kl eiinhraorudlreeral 'y j ust use these machines tjo ¢
one wal ks inté& tahetmhast, whywtt o control t hat exper/ien
Il i ke, f or the most part, and wheatongrmodudtss téree btolwd roe
they interact with your storefront. Using these onn
help you inform the customer Jjtoaurgaiyn amar é nf éd wemece. t
ArmstromMphat does fan engagement mean i n arenas nd
Mi chael : RIblkrae are a | ot of parall el s to what rret a
through five or 10 years ago, in terms of the exper.i
and so good, t batgopge@gplteo wehreenst adi ums anymor e. Ther
experience inside the stadiums, so it was worth goin
Retail ers are going through something similar, wher e
tomer engagement, so that people | eave the screens
them as at home, and want to enjoy the experience.
We do have some parallels, but some of the things th
react to I n general, customers come to us only whe
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them on a 24/ 7 basis. So, the minute they | eave thei
t hem. When they ariet aiin dgtattoapregfaurlkliyn gwel oaar e engagi ng wi
event, and even on their way home, &whehpvaegkepeat bda
with oér balainddnt and hel ping their ROI
Armstrond we had to invent shopper cards now, wher
tailers the card, at the beginning or the end?
Wil werdiWweg have seen, both in retail and QSR, peopl
app. Ther e -Fair ea nadl sheesaWido nt echnol ogi es -ibnesi.n gMaunsye dr eftoari |«
| everaging clienteling applications. One thing ®o tF
generally a private experience where the retaller or
how do | go about intelligently sharing thehi c¢hfbsms
\ cally going to bwharéamgleti
people can interact?
Ther e i s bot h t he identi fi
through the retail or QSR
pl e, i n Mc Don &l,dspemrmp| We rad
both mobile -appsiaadkises$ks
and to identify themsel«ves
up. Customer information i
ple are reserving tables o
apps. We are seeing service
formats, which | eads to mor
alization of the customer e
Armstromgpw can we connect
ers before they get to the
Ander:soAs with many venues
mobile app is the underl yin
thing together. The custom
pl e downl app or just wvisiting our webs
are not a n park Iike a Disney or other
vi sitors are rrfbiimegolllnkgeltyotpoops amg €@ir havies twiemek.e nMdy f a
are here. What ar & wgeo gtoo msi xt oF |daog?s 'L et
We are a very ad hoc, spur of the moment dEsSo®n@mio
portant for us to have multiple platforms where gues
their journey.
Once they download the app, the jour ndépyuts ttahretisr. @Weo nt
and enjoy the visual experience in the park, or put
have customers who |i ke to optimize their day by get
|l ar attractions
We try to understand the customer journey sO WwWe c¢an
ble, so they can have as much fun as possible I f we
another ride (at the other side of the park), and it
over there Imfi nuber evai ¢ &o0o0RO0Ofood at the Johnny Rock
pl ace next door, which has a shorter wait.
I& i mportant that this information pops up on their
have a better experience. We are |l ooking at devices
informawhioh is really difficult.
We are a seéaswendal rparalkhd fire 45,000 employees every
onboarding, and potentially firing them at the end
6 Ol
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mstromhere there are huge amounts of i ncreased
ould we be aware of regarding data security?
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OQur POS is also always connected and online, and |[fro
t al screens, et cetera. Security is very important t
ed, as well, and we always aim at surpassing fhose r
With I oT, you should also set policies and standards
through this process before adding new fHewi tesgt wi bl
vice be on our network? What happens if the manufact
if a massive vulnerability is found? Wil| the manuf s
vice know how to be patch iotself? What are the crede
Armstromgw can retailers use that data to i mprove t
Kl ei nhand&imegrl oyees are a very important part of 't hi
for a tiicempétwadaeldyrtrhee st or e, got rid of the counter:
consul tative. They knew who their custhonmerrasi nwetrhee, efnt
this new way of selling. There was this big disconn
with that style. You can use the data to design the
make sure they can interact with customer s.

Another thing t-thoré Hdeba bBbbouhainwe know what they
is too | ate to influendéantdhgetushemetp duUyt matepoiSot
who is coming in, and incorporate things |ike soci al

Armstromew do you manage Big Da
ti me analytics?

RochaComing from the spetritme diad
vi sualization al/l the ti me, and
in racing, we have the data rega
gine/ oil temperature of every ca
five timesGaaseécemendbus-t ameudtt
t hat we have to parse -thmeughec
what is the most relevant story
And what we are seeing is that t
applied to retail environment s,
customer through a journey. The
thousands of people are taking t
retail stores we are trying to
individual journeys And the too
tion are being applied to these
Wi | werdilngwoul d | i ke to add som
When people think about shoppi nc
there is cached data, which is p
she | ooked at a particular pai-r
t hem. When you move the-ssbpbppily
d odn have t he previous
search dat a t
There are seve -
ficial intel i we
are partnering e
some of the predictive experienc:¢ pec
onlinetomrei.nWe also see RFID coup s a
t hat hel p augment the data and hc e t
ence
Armstrond@re RFID tags being used ues
Ander:soho, weé& Wwawvkad with a | ot of or
our ret ail stores, or for some su i ca
actively |l ooking at Bl uetooth for arrrerent use Ccase
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