
THE CHANGING 
FACE OF RETAIL
How to future proof your business by putting 
your customer first



Probe  |  The changing face of retail

Australian online retail was predicted to hit 12 per 
cent of total sales by 2021, according to data from 
Australia Post in its 2020 eCommerce Report.1 
However, the far-reaching impacts of the pandemic 
have significantly changed Australian retail, with the 
eCommerce space experiencing exponential growth. 

Customers are at the heart of retail and play 
a significant role in the success of retail and 
eCommerce businesses. Retailers must 
strategically invest in solutions and services 
now to future-proof businesses and prepare for 
potential ongoing impacts of the pandemic, and 
for potential unprecedented events.

For the best outcomes, it’s essential that retailers 
consider solutions that put the customer at the 
heart of the transformation journey. Retailers and 
eCommerce businesses that engage a customer-
first strategy can transform and future-proof 
their operations by identifying key challenges and 
implementing solutions that optimise their processes. 

However, not all customers are created equal, which 
can pose a challenge to retailers. Customers may 
not always have the patience and time needed to call 
a contact centre, and may prefer to communicate 
via email, website enquiries, or chatbots. One 
of the biggest challenges for retailers is legacy 
communication channels built around the employee 
or business experience, but there are ways that 
retailers can leverage existing solutions and augment 
these for the best chance of success.

Paving the road to business success

Digital solutions are constantly evolving, and new 
technologies are seemingly developed every single 
day. When it comes to future-proofing a retail 
business, business leaders need to identify the best 
solutions that will facilitate the flexibility and agility 
needed to scale the business in the future, while also 
empowering contact centre agents to grow with the 
business and best support customers. 

While there is an almost unlimited number of 
technology solutions available for retailers to 
choose from, there are three major areas that 
retailers should consider: 

1.   https://auspost.com.au/content/dam/auspost_corp/media/
documents/2020-ecommerce-industry-report.pdf 
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1. Omnichannel

Every customer is different and requires a 
different level of engagement. To best support 
customers from all walks of life, retailers must 
choose omnichannel solutions that provide a 
variety of touchpoints for customers to engage 
with the business. This includes both traditional 
(e.g. contact centre) and digital (e.g. chatbots) 
customer experience (CX) solutions to optimise 
the customer journey. 

Providing multiple communication channels 
empowers customers to engage with the business 
as and when they need to, via the website, app, 
or through phone calls, for support. However, 
managing an omnichannel approach can be difficult 
and time-consuming for contact centre agents. 
Fortunately, there are also solutions available to 
provide additional support for employees, while 
simultaneously helping to improve CX. 

2. Analytics and data-driven insights

From a physical standpoint, retailers should consider 
investing in mystery shopping and customer journey 
maps to identify friction points and opportunities 
to streamline and minimise customer effort. By 
using qualitative feedback and analysis, retailers 
can eliminate redundant processes for customers, 
redesigning operations around customer needs. 

In the digital space, retailers need to select solutions 
that streamline the flow of information throughout 
the organisation, and let contact centre agents gain 
valuable insights from the information available 
to them for improved CX. By investing in business 
intelligence tools to analyse relevant data, retailers 
can identify common challenges, and provide an 
opportunity to automate processes. Similarly, through 
in-depth analysis, retailers can identify opportunities 
to implement tactical or technical fixes upstream (for 
example in an app or on a brand website) to address 
common challenges for customers.

Every customer is different and requires a different level 
of engagement. To best support customers from all walks of life, 

retailers must choose omnichannel solutions that provide a variety 
of touchpoints for customers to engage with the business.
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3. AI and automation

In addition to omnichannel and analytics solutions, 
retailers need to invest in artificial intelligence 
(AI) and automation tools to future-proof their 
business. With the use of conversational AI 
technology, such as chatbots and virtual assistants, 
retailers can transform CX, streamlining less 
complex customer enquiries and letting contact 
centre agents focus on more demanding, time-
intensive calls. 

Automating internal processes, such as 
administrative tasks for contact centre agents, 
can also streamline the process for customers. 

For example, automating communications keeps 
customers across all necessary updates on their 
enquiries without contact centre agents manually 
sharing updates.

Identifying the right solutions and approaches to take 
to best serve customers is one hurdle that retailers 
face when it comes to transforming their business 
for the future. However, by partnering with specialists, 
retailers can access expertise and specialist 
knowledge to help identify customer challenges and 
take a customer-first approach to transformation to 
help future-proof businesses. 

For more information on how Probe Group can help optimise your contact 
centre operations and improve CX to future-proof your business, 
contact the Probe Group team today.

With 40 years’ experience in contact centre management, Probe Group specialises in designing and 
deploying multi-channel, digital solutions for large organisations with complex customer experience needs. 
Probe Group recently empowered a major Australian supermarket brand to rightshore its contact centre 
operations, improving overall CX, and conducted further process optimisation to achieve a $1.2 million 
saving within 12 months for the retailer.

https://www.probegroup.com.au/contact-us

