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While Hong Kong falls behind in eCommerce compared to other
Asian countries, many retailers have started to embrace eCommerce
in Hong Kong. From a study conducted by CLEARgo at the
beginning of 2019, 71 out of 165 (43%) branded retailers researched
have already established an online shop. Having an eCommerce
website is the right first step in the digital transformation journey, but
there is still a long way to go.

Customers are always on the lookout for convenience, flexibility and
better services. With fast internet connectivity and ubiquitous
smartphone usage, the consumer paths to purchase are now
intertwined across different touchpoints in both the virtual and
physical worlds, and they demand a frictionless omnichannel
shopping experience from brands. However, for most of the brands in
Hong Kong, the current level of omnichannel maturity is still low.
Most brands are not yet or just starting to sell go online, with limited
omnichannel & mobile support, and operating in isolation with their
physical stores.
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Basic Integration

- Customers are able to shop
online on both desktop and
mobile

* Connecting store to online

- Integration with offline data
such as P0OS, ERP. CRM

* Single touchpoint with single
channel data

* Single inventory view across
multi channels

- Ship from store

Transforming to Frictionless Retail
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Advanced Frictionless
Integration Commerce

- Single view of customer,
regardless of channel

- Cross channel customer
matching

- Click and reserve/collect

- Personalized

* Endless aisle recommendations across all
channels
Whenever there is friction, it affects customer experience. For SZEEYNER T 2EXF2E - 6N =

example, friction occurs when customers cannot pay easily in mobile
such as using Apple Pay or saved credit card from the last purchase.
This is important considering that mobile traffic is way more than half
of the total online traffic for most brands, and conversion rate is
usually lower than desktop. Friction occurs when the brand’s VIP
customers cannot take advantage of their member benefits for their
online purchases. Friction occurs when customers cannot choose
to collect their online orders at nearby stores or courier collection
points, as they don’t necessarily have someone at home to receive
the parcels. Friction occurs when the stores don’t have the color or
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size in stock when customers go to the store to purchase, after
researching at the brand website. Friction occurs when customers
cannot return their online purchase at a nearby store, and they must
mail back the product to a designated location at their own expense.

While 43% of the brands we studied have already setup eCommerce,
only 7% shows inventory availability in store, 22% allows collect in
store, 7% allows collect in courier pickup points or lockers, and 10%
shares the same membership programme between online and
in-store. The low adoption of omnichannel services creates frictions
and impacts customer experience.
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OmniChannel Feature Adoption By Brands in Hong Kong
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What we can do to create frictionless retail

Create a Mobile-Optimized Experience
Mobile traffic has well surpassed desktop for most retailers, a
mobile optimised experience especially utilising mobile payment
methods such as Apple Pay or mobile wallets would significantly
reduce frictions and improve conversion.

Same Membership Programme, Online & In-Store

If your brand has an existing membership programme
implemented in-store, it is imperative to provide the same
recognition and benefits online. Make sure that customer don’t
“lose out” just because they are not shopping at your retail store.
They should be able to enjoy the same benefits and program
however they choose to shop.
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Empower Store Associates with Digital Tools

The retail store now also serves as a showroom for a full brand
experience, a hub for brands to cultivate customer loyalty, and a
fulfilment center for online orders. With the right digital tools,
store associates can provide more personalised experience to
the customers, knowing what they have browsed or what'’s in
their online shopping cart, and facilitate their purchases. The
store associates can also handle collect in-store orders, and
cross sell relevant products when customers arrive. In the case
that the store doesn’t have the right size or color, the store
associates can also facilitate the purchase if the product is
available online, and receive the same recognition for
commission.

Offer Inventory Visibility, Collect and Return In-Store

A recent study shows that over 80% of consumers research
online and complete the purchase in-store. Offering inventory
visibility at product detail page and collect in-store greatly
improves customer expectations and avoid disappointment of
product unavailability when customers come to the store. When
implementing Collect In-Store, it is important to make sure the
products are available at the shortest possible time so it is
important to make use of the inventory at store, rather than only
ship from warehouse to store, which usually takes at least one or
two more days. In addition to the brand’s own stores, offering
collection at couriers’ collection stores and lockers.
Complicated return process is another friction point that makes
consumers hesitant to purchase online and lowers conversion,
offering Return In-Store can reduce hesitation and potentially
logistic cost as well.

Integrating the Disparate Systems

Pulling off omnichannel can be challenging as retailers need to
connect multiple disparate systems to perform in an orchestrated
manner. However, when done well, you should have a single
view of your customers across multi channels. Customers should
be able to start anywhere, finish everywhere. Buy online, collect
offline. Collect at pick up location, return in-store. Browse offline,
buy online. You should also be able to push personalized
products to them at any channel. Which all boils down to a better
experience for your customers, and in turn more sales for the
merchant.
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Buy Online & Pick upat Store
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a great customer experience.

CLEARgo e-Business Consultancy Limited

CLEARgo is a full-service eCommerce agency delivering end-to-end solutions for our retail clients to establish its
eCommerce presence through brand.com and marketplaces and transform into an Omnichannel business. We have
regional presence in Hong Kong, Shanghai, Singapore, Malaysia and Australia. CLEARgo is an official partner of
Magento, Salesforce, Shopify Plus and Tmall (TP). Our CLEARomni platform helps retailers seamlessly connect their online
and physical presence together to enable a frictionless shopping journey, empower store associates and unify Omnichannel
retail operations.
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Website #3f:  www.cleargo.com
Email EE: info@cleargo.com
Tel EB&E: 2152-9520

Information is provided by CLEARgo e-Business Consultancy Limited
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