R E TA I L A N D H O S P I TA L I T Y

Whether it’s by equipping retail and hospitality
workers with tools to connect more effectively
with their customers, helping drive innovation by
automating processes and cutting cost through the
adoption of artificial intelligence, or by connecting
retailers with their suppliers via a host of cloudbased applications that promote greater transparency
and dialogue between all areas of the business,
Microsoft, along with its ecosystem of partners, is
well equipped to help retailers worldwide to delight
their customers. In this issue we take a look at the
latest advances.
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Understanding
the customer

journey

Retailers capture all sorts of data about their customers, but many are struggling to turn it
into useful insights that enable them to create the types of products, services and shopping
experiences today’s consumers want. Microsoft and its partners tell us how analytics,
artificial intelligence and other digital technologies can help
BY REBECCA GIBSON

S

arah wants to bake a birthday cake, so
she decides to order the ingredients
when she does her weekly food shop via
Netherlands-based grocery retailer Albert
Heijn’s website. After selecting all her regular
groceries, Sarah heads to the online checkout
to submit her order for delivery when she suddenly receives a notification reminding her that
she has not added flour – one of the key ingredients for her cake – to her basket. At the same
time, she receives a special offer for the brand of
flour she usually buys, so she quickly selects it
and confirms her order.
Thousands of customers like Sarah now receive
grocery recommendations from Albert Heijn,
thanks to a new hyper-personalisation tool called
Predict My List. Built on the Microsoft Azure
cloud, Predict My List uses artificial intelligence
(AI) algorithms to identify patterns in customer’s buying habits and combines it with data

108

w w w. t e c h n o l o g y r e c o r d . c o m

about their location, the season and other factors
to deliver relevant product recommendations
and available promotions. This service is part of
Albert Heijn’s new strategy to better understand
the needs of its customers and deliver the types
of products and shopping experiences they want.
Many other retailers worldwide are also exploring how they can use data to transform their endto-end retail experiences. However, many have no
idea know where, or how, to capture this data.

“Retailers must consolidate
disparate data silos and
use analytics and machine
learning to mine it for insights”
SHISH SHRIDHAR, MICROSOFT
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“Now that the physical and digital worlds are
merging, retailers have more customer touchpoints than ever before – such as in-store sales
associates, call centre operatives, in-store sensors and cameras, POS devices, mobile apps,
online assets, social media and more,” says ShiSh
Shridhar, director of Business Development,
Data, Analytics and Internet of Things (IoT)
for the Retail Sector at Microsoft. “Although all
these touchpoints have the potential to provide
critical data about their customers, many retailers either do not know about these sources, or
they don’t have the tools to capture information
from them. An easy fix for this is to digitise all
of the customer touchpoints along the different
paths of purchase.”
Even those retailers who do capture customer information at every touchpoint face
challenges. Most collect and store this raw data
in separate silos and they don’t have the tools

or skilled human resources to convert it into
actionable insights.
“When customer data is stored in separate
silos, it’s essentially ‘dark data’ – information
that cannot be used to understand customers’
preferences or shopping behaviour, or make
decisions about new business strategies and
practices,” says Shridhar. “Hence, retailers
must consolidate these disparate data silos
into one unified platform and then use analytics or technologies like AI and machine
learning to mine it for insights that will enable
them to create a unified 360-degree view of
each customer and their preferences. Retailers
can use these insights to refine the customer
experience and thereby boost retention and
loyalty, while driving sales. This could be
achieved by delivering personalised marketing content, interacting with individuals via
their preferred channels, providing relevant

Albert Heijn’s Predict
My List service uses AI
algorithms to suggest
food products to
online customers
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VIEWPOINT

The customer experience conundrum
To deliver engaging shopping experiences, retailers must find ways
to put relevant customer data into the hands of store associates, says
DXC Technology’s Deesean Wilson
Modern retailers often struggle to develop and roll
out the types of services, products and experiences
their customers want, but why? The primary reasons
include: disparate platforms, siloed data feeds and a
lack of a clear roadmap for integrating omnichannel
and digital capabilities across the retail value chain.
Another issue is that despite having plenty of data,
most retailers don’t have the capabilities to mine it
for valuable and actionable insights. Hence, they’re
unable to fully understand how customers behave
across the different shopping channels or gauge the
sentiments of these consumers whenever they interact
with the brand.
To overcome these barriers and quickly develop
engaging and personalised shopping experiences,
retailers must equip store associates with connected
devices and install devices and platforms that capture
data about customer (and product) behaviour in their
physical stores. Once this data has been captured and

product recommendations and promotional
offers, and more.”
Crucially, adds Shridhar, such insights help
retailers to understand exactly how customers
are interacting with each touchpoint. It enables
them to identify where they’re losing customers
and pinpoint potential opportunities for improving the experience to make it as seamless and
engaging as possible.
“Any small change that makes the customer
feel more valued and engaged in their shopping
experience will likely lead to a sale and boost
their brand loyalty,” explains Shridhar. “If, for
example, analytics show that a group of online
customers always spend a long time comparing products, but rarely purchase anything, the
retailer could use information about their past
purchases and preferences to send them personalised discounts while they’re browsing. Or, if a
retailer found that multiple shoppers were abandoning its website or physical stores because they
were unable to get timely product advice from a
sales associate, it could implement a chatbot that
can give instant answers.”
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cross referenced with information from other channels,
retailers can arm store associates and automate
customer touchpoints with the intelligence they need
to deliver an effective and relevant experience to every
individual consumer.
Retailers should also run deep back-office analytics
to understand how product mix, visual merchandising,
campaigns and promotions impact the consumer
experience. Such insights will empower them to react
more quickly to demand and market changes, as well
as to modify existing services, or introduce new ones.
As a global IT services and systems integrator, DXC
Technology leverages the power of the entire Microsoft
technology platform offering intelligent, end-to-end
solutions to solve these business challenges across the
entire retail value chain.
Deesean Wilson is the global product manager
for Retail at DXC Technology

Several major retailers have already implemented
chatbots to augment their human workforce. US
department store Macy’s has rolled out a Microsoft
Dynamics 365 AI-powered virtual agent on its
website that can provide quick, accurate and personalised responses to basic questions and seamlessly transfer customers to a human operator if
necessary. Similarly, UK-based electronics retailer
Currys PC World has used AI, the Microsoft Bot
Framework and Microsoft Cognitive Services
to create a chatbot that helps customers find the
products that best meet their needs.
“Not only do these chatbots offer consumers
the type of compelling self-service option they’re
looking for, but they also reduce the risk of lost
sales and provide insights into the type of information customers want before they purchase
products, so retailers can refine the services they
provide,” comments Shridhar.
While chatbots are becoming a popular way
for retailers to capture insights about online and
mobile customers, IoT sensors are now a top
favourite for retailers wanting to capture data
about in-store behaviour.
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Why customer data is crucial in retail
Beni Basel from ciValue outlines the key technologies that can help
retailers deliver engaging shopping experiences
Retailers worldwide face three major challenges
when it comes to delivering an exciting and engaging
shopping experience for customers across physical
and digital channels. The first is that they find it
difficult to gain actionable insights from data about
customers’ demographics, behaviour and purchases.
Second, they do not have a true understanding of
customer preferences, which makes it difficult to
predict their future needs. And finally, they are not
leveraging a retail ecosystem that connects them with
key suppliers and distributors and enables them to
create win-win situations for customers and everyone
in the supply chain.
However, there are several digital innovations that
retailers can adopt to gain the insights they need
to cater to customers’ preferences and exceed
their expectations. Big data platforms help retailers
to process data and create insights in a fast and
agile way. Meanwhile, artificial intelligence (AI)

“IoT sensors can track shoppers’ movements in
store, capturing data about the aisles they visit,
how long they spend in those areas, which items
they pick up and more,” says Shridhar. “When
combined with transaction and other data, this
can help retailers to build a better picture of
each customer. These sensors can also be used to
unite the digital and physical customer experience, collapsing the online/offline divide to help
retailers converse with customers in the store, or
use connected apps and devices to interact with
them while they are at home, work, or on the go.”
Microsoft and its strong ecosystem of retail
partners – such as Adobe, Affinio, Amperity,
Manthan and Redpoint Global – have developed
multiple solutions to provide retailers with the
tools and capabilities they need to better understand their customers.
“Retailers can use the Microsoft Data Platform
to build the capabilities they need to ingest data
from various sources and store it in one platform,
while the comprehensive Microsoft Artificial
Intelligence software platform enables them to
gather intelligence and insights from this data to

technology helps them to deeply understand their
data, provide true personalisation and continuously
predict how customers’ needs and preferences will
change and evolve. Plus, retailers can use marketing
collaboration capabilities to provide suppliers with
insights about the performance of their brands and
also give them the functionalities to offer promotions
to relevant customers.
CiValue is a Microsoft Azure-based platform that
leverages big data and AI to provide fast moving
consumer goods retailers with timely customer
insights, hyper-personalised marketing, and
marketing collaboration with business partners and
suppliers all in one platform. The solution helps
retailers to better understand and engage with
customers, while optimising collaboration with
business partners.
Beni Basel is founder and CEO of ciValue

drive action,” says Shridhar. “They can also implement the Microsoft Dynamics 365 for Marketing
automation application to develop tailored marketing campaigns and communications that turn
prospects into business relationships.”
By using these technologies to unlock insights
into their customers’ preferences, retailers are
also able to find new ways to optimise operations.
“Shopper data can be combined with contextual information about factors that influence buying decisions – such as the weather,
socio-economic trends and geographical location – and used to make accurate inventory and
stock management decisions,” says Shridhar.
“This empowers retailers to create h
 yper-local
inventories for individual stores, predict
optimum product pricing and track product
demand and stock levels in real time so they can
reduce out-of-stocks. It’s clear to see why these
tools and technologies are transforming the
concept of shopping; they empower retailers to
deliver the types of intuitive, personalised and
engaging experiences that will set them apart
from the competition in future.”
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The power of digital
transformation
CL AIRE HULETT: BLUE PRISM

Understanding the pain points throughout the shopping journey can help
retailers to implement the types of technologies that will truly improve the
customer experience

C

ustomer returns and exceptions processing are the bane of most retailers’ existence any time of year, but never more so
than during the holidays. In the US alone, package delivery company UPS processed more than
six million return packages during the first week
of January 2018 – and 1.4 million of those were
sent back on 3 January.
Most customer dissatisfaction with online
shopping happens long after credit cards
are charged. The 2018 Pitney Bowes Global
Ecommerce Study found that 61% of consumers
globally felt let down by their online shopping
experience during the last holiday season – up
from 47% in 2017 – with confusing return pol-

“ShopDirect chose Blue Prism’s Intelligent
Automation platform to automate and
improve the efficiency of returns”
icies, inaccurate tracking and expensive shipping costs being the most common complaints.
For ShopDirect – the UK’s 
second-largest
pureplay online retailer, which generates
annual sales of more than £1.93 billion
(US$2.45 billion) – understanding the pain
points of the customer journey has led to it
implementing technological innovations that
have enhanced the customer experience.
ShopDirect ships 49 million products a year
and has more than four million active customers. To sustain that level of success, the retailer
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wanted to change the way it served customers,
handle exceptions, process returns and manage
overall customer financial services.
The company’s primary goal was to automate
the entire customer journey from purchase to
return – including exceptions handling, fraud
and identity theft procedures, customer payment terms and other customer-facing financial
services. It also wanted its fraud analysts to have
more customer-centric conversations, rather
than being stuck with administrative tasks.
ShopDirect chose Blue Prism’s Intelligent
Automation platform to automate and improve
the efficiency of returns and a multitude of
financial services processes. The solution also
gave the retailer the added benefit of a complete
audit trail and clearer financial visibility.
Blue Prism’s Digital Workforce solution has
helped ShopDirect process 1.7 million accounts,
become more efficient and cut costs. The company saves around 328,000 hours each year and
also gains £16 million in incremental revenue.
By using robotic process automation as an essential tool for digital transformation to automate
more than 130 common processes, the company’s
advanced fraud analysts can now use their skills
in more valuable ways – including spending oneon-one time with those customers who need it
most. ShopDirect has also experienced an overall
increase in customer satisfaction, and as a result,
an uptick in loyal customers.
Claire Hulett is Blue Prism’s partner director for
Microsoft in EMEA

Digital Workforce. Human Creative Force.
Scalable, Intelligent Automation by Blue Prism.
BluePrism.com

VIEWPOINT

Optimising the
last mile of retail
T O B I A S S C H U L Z : Q U I N T I Q , A D A S S A U LT S Y S T È M E S C O M PA N Y

Getting goods into consumers’ hands where and when they want them
is a game-changer for retailers – but they need to address complex
challenges to make sure they can keep their promises

I

n a customer-centric, omnichannel retail
world, consumers expect a seamless and convenient end-to-end experience. Consumers
have grown used to next-day and same-day
deliveries from companies like Amazon, and
they expect the same convenience from any
other retailer. They want to choose a convenient
delivery time with a narrow delivery window, to
be able to reroute their delivery on the fly if they
can’t be at the original address and, whatever
happens, to receive their order on time. The last
mile is a crucial component in that journey, but
it presents an increasingly complex challenge
for retailers.

“Optimising the last mile of retail is
about much more than delivering
goods on time – it has become
critical to competitive performance”
For example, supermarket chains in the UK
and Europe tell us they struggle to profit from
offering home delivery, but that they would lose
more money – and customers – if they didn’t
offer it. Customers’ expectations for one-hour
delivery slots – with peaks in demand for evening
deliveries and few people opting for weekday
lunchtime slots – make resource management
increasingly complex. And while supermarkets
can improve cost control by steering customers
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towards less favoured delivery slots at lower
prices, they still face the challenge of knowing
how best to price different slots in a way that is
attractive to customers.
While the problem is continually evolving, the
solution is quite simple. Take a typical online
retail scenario where a customer orders several
items – let’s say a jacket, a pair of shoes and a
t-shirt – on an online platform. Traditionally,
the retailer then picks all those items at one location, packs them and gives them to the driver to
deliver to the customer. That can work for twoor three-day delivery, but if the online retailer
wants to offer same-day, or even one- or twohour delivery, they need to hold huge amounts of
stock in their warehouse with no visibility over
who will order it, or when – a costly exercise that
makes no business sense.
If, on the other hand, the online retailer can
see the inventories of different brick-and-mortar
stores in the city for certain products, it can use
these to quickly source everything for the customer while the store makes an effortless sale. It’s
a win-win situation.
In this scenario, the online retailer might
know the jacket is in stock at department stores
in the north and south of the city, while the
shoes and t-shirt are in its own warehouse. To
bring those items together, the retailer needs
to decide how to transport the products and
whether to source them from its own warehouse, from store A in the north or store B in
the south. This could involve the truck visiting
a big department store to collect the jacket and
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deliver it with the other items. Or two trucks
could meet at a certain point, one bringing the
jacket to add to the order the other is carrying.
If there’s a traffic jam en route to the chosen
store, it may need to change those decisions
and reroute to a different store for the jacket.
This involves an extremely complex network of
decisions – but this is the future.
Importantly, the technology is available to help
retailers handle this level of complexity. Quintiq’s
technology is already used widely by postal companies to solve their last mile and by retailers
to solve their home delivery puzzles, including
challenges like last-minute changes to the time or
place of express deliveries. As consumers expect
increasingly short delivery times, retailers need
to act – and they can implement the solution that
works for their business step by step.

Optimising the last mile of retail is about much
more than delivering goods on time – it has become
critical to competitive performance. With software
that can process orders, decide where to source the
individual products and plan which truck or driver
is doing what over the next few hours, and by
partnering with logistics providers that are flexible
enough to deliver, retailers can solve the last-mile
delivery puzzle and create new opportunities with
the customer at the centre. At the same time, they
will enable a smart, more efficient supply chain that
drives sustainability in their operations.
Tobias Schulz is senior pre-sales consultant at
Quintiq, a Dassault Systèmes company and
provider of advanced supply chain planning and
optimisation solutions. For more information,
visit quintiq.com
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Highlights from
NRF’s Big Show 2019
National Retail Federation’s vice president of Retail Strategy Angela Elder outlines
the key topics and technologies that will be top of the retail agenda this year
BY REBECCA GIBSON

Which key topics are top of the agenda at
NRF’s Big Show this January?
The overall theme of the show is ‘Impact’ and the
programme dives deep into several key topics.
The first is ‘purpose’ – today’s consumers want
to support mission-driven businesses, so companies are taking a more active role speaking
out on issues that are at the height of the cultural conversation. CEOs of major brands like
Ben & Jerry’s, TOMS, Patagonia and Levi’s will
discuss how to run businesses where purpose is
part of the DNA, values-based leadership and
the impact of consumers making value-based
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purchases. Related to this, two sessions will
highlight how the consumer trends of wellness
and sustainability have evolved into real ‘movements’ that are here to stay.
Building the next-level customer experience is
a key focus in the modern retail environment.
The CEOs of Kroger and Macy’s will speak about
how the customer experience is no longer about
omnichannel and bridging offline and online,
but about forging new partnerships and acquiring technology companies. Physical retail is still
crucial to how retailers differentiate themselves
and Nordstrom will share how it’s approaching
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new formats. Companies will also outline how
they are developing unique products that deliver
integrated experience, such as Sleep Number’s
technology-enhanced bed.
Operations will be another major topic.
Technology like artificial intelligence (AI),
blockchain, frictionless payment solutions and
supply chain has enabled impressive integration
and efficiencies in the retail business, and now
retailers are looking at how they can integrate it
throughout their operations to improve the endto-end shopping experience.
Talent & Culture is always an important topic
for retail because of how many people the industry employs. Sephora and Stitch Fix will share
how the industry has amped up recruitment of
technology talent, while the CEO of Best Buy
will talk about the importance of investing to
train store associates. Retailers are strong leaders
when it comes to emphasising the importance of
diversity and inclusion in the workplace and the
advancement of women as leaders, so we’ll have
two sessions dedicated to those important topics.
Why do retailers, technology companies and
other industry suppliers attend the event
every year?
NRF’s Big Show has everything and everybody
in one place. First, it brings together the largest
community of peers in retail and the adjoining
consumer-facing industries. Second, our expo
hall will showcase every type of technology that
retailers could ever need, while our Innovation
Lab will display new solutions from start-ups
and others. Most importantly, the event is the
best place for retail industry players to educate
themselves about the latest trends and hear from
CEOs of fast-growing brands like StockX and
Allbirds, as well as industry giants like Lowe’s
and Alibaba. The programme delivers insights
and perspectives from a mix of incumbents and
rising stars on the most important topics facing
the industry.

retailers recognise they can’t overcome their
challenges alone; they need new ideas and partners to help them make headway and that’s why
they come to NRF’s event.
How will the retail sector evolve in 2019 and
what technologies and/or best practices will
be most successful?
Retailers will continue to get more comfortable using AI and machine learning, so they
will begin using it for personalisation, powering visual product searches and automating

“NRF’s Big Show has everything
and everybody in one place”
tedious processes. Voice technology has a high
usage rate, but adoption has been slow when it
comes to consumers using it to shop. However,
if consumers want it, retailers and technology
partners will make strides to remove points of
friction for purchasing.
The concept of the physical store
will also evolve with a blend
of cashier-less, Amazon
Go-style stores and
experience-heavy flagship stores emerging. We’ll also see
more partnerships,
whether this is
marketplaces
selling competitors’ products
or companies
making acquisitions to provide
products plus
services.

What are the biggest challenges facing
retailers and how does attending NRF’s Big
Show help them overcome these issues?
Retailers struggle to find ways to mine their vast
pools of data to gain insights on customers, and
they’re also challenged to develop, manufacture
and deliver products more quickly. The uncertainty of the global economy and issues such as
tariffs are also another big challenge. However,
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Empowering store
associates
R A N D Y D AV I D S O N : D X C T E C H N O L O G Y

Retailers must equip employees with more customer data and find ways to
extend the omnichannel shopping journey if they want millennials to continue
visiting their physical stores

M

illennials are digitally connected, savvy
online shoppers, but does that mean
they are abandoning brick-and-mortar
retail stores? News headlines consistently
report retail store closures or bankruptcies,
so it would be easy to conclude that they have
indeed abandoned the traditional retail store
for digital shopping. However, this is a misconception. While online and mobile channels are
important to millennials, they still want to shop
in brick-and-mortar stores.
There are several issues that have the potential to impact millennials’ in-store experiences and therefore lower their brand loyalty.

“Retailers recognise that omnichannel
is critical to their success”
One consistent issue is that engaging with an
uninformed store associate presents a negative
experience and most shoppers believe they are
now more knowledgeable about products than
store employees. In fact, a 2017 survey by Tulip
found that 83% of shoppers believe they know
more than store associates because they use
digital channels to research product information, pricing and inventory availability before
going to the store.
In addition, the survey found that 79% of
shoppers think knowledgeable store associates
are important. Hence, retailers must arm their
associates with the right tools to access information needed to engage with shoppers. At a
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minimum this needs to be the same information shoppers have access to.
Retailers have been making improvements
regarding product, price and inventory information but this is not the only data that will
help them better engage with customers when
they visit a store. Shoppers know that retailers
are capturing information about them through
loyalty programmes, previous purchases and
interactions on their digital channels, so they
expect sales associates to use this information
to provide a better in-store experience.
That’s why retailers need to equip their associates with purpose-built applications that not
only offer insights into product information,
but also previous purchases or interactions.
Too often marketing interactions for offers and
promotions have taken place, but the associate is unaware and cannot use them to engage
customers in store. Having access to customer
attributes for preferences, wish list items that
have been captured on e-commerce sites and
previous sales history can help retail associates
to improve customer experiences.
Now that the in-store shopping experience is
no longer an isolated interaction and the lines
between digital and physical are blurred, retailers
recognise that omnichannel is critical to their success. As digital continues to expand, retailers need
to extend that omnichannel journey in store.
Retailers who have attempted to implement an
omnichannel strategy are often dissatisfied with
execution and progress. There are typical reasons
why they are not able to execute successfully. The
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first is that there are too many disparate systems
that are impeding a seamless omnichannel experience. Before considering features and functions
required in a business application, retailers need
to determine how the data is to be exchanged
or accessed. Moving data from one system to
another is fraught with challenges because data
structures may differ and integration tools can be
cumbersome to manage and support. To provide
a seamless experience, retailers must first consider the foundation for how data will be accessed
and define a common data model.
Another challenge is empowering store associates with the ability to continue the omnichannel journey. Too many retailers consider the
omnichannel journey as enabling customers to
buy online and pick up in store, or buy online
and return to a store, but it involves so much
more. Store associates need to be able to extend

the omnichannel experience from within the
store. Many retailers encourage customers to
go online if the item cannot be found in store,
but associates should be able to instantly help
the customer to find the item and initiate an
omnichannel transaction to buy in store and
ship to the customer. By doing this, the in-store
experience becomes part of the seamless shopping journey.
Empowering store associates with tools to personalise customer interactions allows retailers
to easily meet customer expectations in store
and online. More importantly, when associates
show a deep understanding of their priorities
and preferences, customers feel more loyal to
the brand and are more likely to engage.
Randy Davidson is a senior solutions architect
for Microsoft Dynamics at DXC Technology
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PROFILED: ECCO SHOES

A perfect fit
T

he desire for perfect fit, perfect comfort and
ultimate performance has been at the heart
of footwear design for centuries – but in a
world of personalised experiences, most consumers still face the prospect of adapting to shoes that
were designed for a standardised foot. ECCO,
a world-leading brand of footwear and leather
goods, sought to change all that. The company
and its Innovation Lab teamed up with Dassault
Systèmes to create a ground-breaking experiment
to customise shoes for each consumer.
For its QUANT-U (quantified you) experiment,
ECCO worked with the FashionLab, Dassault
Systèmes’ technology incubator which is dedicated
to the use of 3D design, simulation and collaboration applications in home and lifestyle. Together,
the companies developed a powerful self-learning
system to create customised, 3D printed silicone
midsoles that tailor ECCO’s shoes to the exact size,
shape and movement of the wearer’s feet.
The midsole is the functional heart of the shoe,
playing a key role in the performance and comfort of footwear. With this experiment, ECCO
replaced the majority of the standard polyurethane midsoles with 3D-printed silicone inserts,
enabling it to fine-tune the material’s inherent
properties of viscoelasticity, durability and temp
erature stability.
“We wanted to focus on the pillar of our business, which is comfort,” says Patrizio Carlucci,
head of Innovation Lab ECCO. “By creating a
customised internal midsole for one of our bestselling styles, we are able to maintain our standard
design intent and traditional construction. Each
silicone midsole has its own signature in terms of
volume, orthotic shape and dynamic load of the
individual’s foot. Additionally, by tuning the density and design of the silicone structures we can
create different solutions optimised for specific
uses – for example, for static comfort or for more
dynamic movement.”
In three simple steps – and little over one hour
– the customer can receive a full digital analysis
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of their feet and walk out of the store with a pair
of shoes, complete with 3D-printed customised
midsoles.
First, a combination of anatomical scans and
sensor data is used to build a unique digital footprint. In only 30 seconds, 3D scanners determine
the individual orthotic fit. Wearable sensors then
enable the company to build an accurate picture
of how the wearer moves in the environment.
Sensors and gait analysis algorithms are ECCO
proprietary and they rely on more than 50 years of
experience in footwear design and manufacturing
Next,
Dassault
Systèmes’
cloud-based
3DEXPERIENCE platform, with CATIA applications, interprets the biomechanical data using
machine learning and structural simulations to
create geometries for 3D printing a custom midsole. Generative designs are validated through
advanced simulations to ensure superior functionality for that customer’s foot. The result is an
augmented pattern, quantified by the wearer.
Finally, in as little as 45 minutes, the customised
midsoles are printed in the store from pure silicone and inserted in the customer’s chosen shoe.
Within around an hour from entering the store,

Photos: Innovation Lab ECCO

ECCO Shoes partnered with Dassault Systèmes to create the
ultimate customised footwear experience
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the consumer can walk out with a pair of shoes
customised to their exact orthotic, biomechanical
and preference needs.
As well as potentially revolutionising the way
people consume footwear, Carlucci says the 3D
printed silicone midsoles inherently represent a
more sustainable approach towards product lifecycle. “The silicone is incredibly durable and it
will probably outlast the shoe itself,” he says. “It
can be printed in the retail environment and taken
straight off the printer without any post processing. In addition, with 3D printing there is minimal
waste. Eventually, in the future, with a larger number of components being produced, this optimisation will impact significantly the material usage.”
To truly put the customer at the centre of its
innovation process, ECCO created a dedicated
retail environment that has been used for the
experiment, which ran for a limited time at its
W-21 concept store in Amsterdam. “This is a different way of consuming, creating a truly localised solution that would allow people to come in,
experience the process and go home with their
customised shoes,” says Carlucci. “By marrying
fashion with technology, we created an environment where people could learn more about

themselves. Wearing a different pair of shoes,
that is customised to your feet, can make life a bit
better. And even without a purchase, consumers
could learn more about the way they walk and
the way their feet are shaped and return at a later
stage with much more insights.”
By pushing the boundaries of product customisation and consumer experience, as well
as creating innovative physical components,
ECCO’s QUANT-U experiment is an example of
disruption in the home and lifestyle industry. It
demonstrates on the front end the potential that
3D-based technologies and additive manufacturing solutions hold for fashion businesses of
all sizes.
“This experiment is particularly eloquent, as
shoes are closely connected with our personal
perception of comfort, and it demonstrates how
mass-customisation is today a strategy that can
be concretely implemented and achieved invisibly to truly deliver value to the consumer, thanks
to the 3DEXPERIENCE platform on cloud,” says
Jerome Bergeret, FashionLab director at Dassault
Systèmes. “Dassault Systèmes definitively has a
foot in the front end of this customised consumer
footwear revolution.”

ECCO created a
dedicated retail
environment for the
QUANT-U experiment
at its W-21 concept
store in Amsterdam
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