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Fusion of Physical & Digital

Bricks & 
Mortar Only

Pure-Play                
E-tailer

Omni-
Channel

The rise of online shopping has transformed the 
store from an obligation to a choice.

RESEARCH ONLINE > 
BUY IN STORE

BUY ONLINE >   
RETURN IN STORE

RESEARCH IN-STORE> 
PURCHASE ONLINE > 
RETURN IN-STORE



Converging Convenience & Experience

A UK campaign to open shops on High 
Streets & shopping centres.

Helping ecommerce start-ups move from 
virtual to physical. 

Enterprise Nation & Amazon partnership 

in-store events for local retailers to 
improve their digital skills.



Invasion of the store killers



But the death of the store 
is grossly exaggerated.



Stores aren’t dying, pure-play e-commerce is

Nearly 75% of multi-channel retailers are more 
profitable than their pureplay counterparts



“Physical stores aren’t 
going anywhere.

E-commerce is going to 
be a part of everything, 
but not the whole thing.”

- Jeff Bezos



Bricks Drive Clicks



Bricks Drive Clicks

ICSC’s Bricks Drive Clicks - full report:
Industry Insights: Consumer Series.

Nearby physical stores are important when making online purchases.

Retailers lose business when they close a store.

Physical stores generate brand awareness and trust.

Opening a store boosts online traffic.
OPEN

OPEN

https://www.icsc.org/news-and-views/research/industry-insights/consumer-series


Online activity increases when physical store opens

Store Opening | Opening Month 0
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Leveraging Stores for Distribution

62%
Of online apparel 
shoppers pick up 
purchases in-store 



Reasons for buying online from a retailer with a physical store near 
a consumer’s home or workplace

Wider selection online or 
products unavailable in store

Pick up items and/or return/ 
exchange, avoid shipping fees

Exclusive offerings not offered 
in store

Omnichannel customers (those who shop across multiple channels) spend 
4% more in-store and 10% more online than single-channel shoppers.



Why consumers would no longer buy from a 
retailer that closes a nearby physical store

Not able to return/exchange 
items easily or receive 
customer service

Indicates retailer could go 
out of business

Retailer is no longer front of 
mind



The more stores per capita in a market, the higher 
the awareness of that retailer
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Population per physical store

83%
in awareness 
when a retailer grows from 
1 store per 3M population 
to 1 store per 1M



When an unknown retailer opens a store near a consumer’s 
home or workplace

93% 83%



When an known retailer opens a store near a consumer’s 
home or workplace

91% 35%



Out of sight…out of mind

The share of web traffic within the market goes 
down when a retailer closes a store



Five must-do’s for superior stores
1. Experience and engagement

2. Personalization

3. Best-in-class curation

4. Seamless shopping

5. Culture of service
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Compete for consumers’ attention by 
enhancing in-store experience to increase 
dwell time by ensuring the right 
merchandise mix. Use loyalty programs for example to 

capture shoppers’ preferences across 
multiple points of sale to allow 
customization and provide what is 
relevant without the ‘noise’.Provide convenience and a curated 

thoughtful offer in an engaging environment. 
Retailers must know their customers and 
provide the best experience to keep them 
coming back. Bring down the walls between offline and 

online shopping. Make the customer 
journey across all channels one in which 
there are no barriers between consumers 
and products that they want.The desire for in-person connections 

persists. Engagements between shopper and 
staff should be solutions-oriented. 
salespeople, assisted by in-store technology, 
provide better service.



Methodology
• The Bricks Drive Clicks Globally survey explores the impact of store closings and openingson

• consumer behavior.
• Findings are based on a survey conducted by Engine Insights on behalf of ICSC.

• 1,005 adults in the U.S. conducted February 7-10,2019.

• 1,004 adults in Canada conducted February 8-13,2019.

• Over 7,000 adults in seven European countries (France, Germany, Italy, the Netherlands,  
Poland, Spain and the United Kingdom) conducted January 11-16,2019.
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