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Abstract Recently, ICT Retail Convergence(IRC) has been rapidly increasing to improve consumer satisfaction
and consumer experience. In this paper, we aim to diagnose IRC from consumers’ point of view by reviewing
the present status and value of IRC according to consumer purchase decision making process. Based on the
previous studies in retail industry, we classified IRC into 4 types: Experience-specific tech(Virtual Reality and
Augmented Reality); Information-specific tech(Artificial Intelligence and Big Data); Location-based tech(Radio
Frequency Identification and Beacon); Payment-related tech(Fin-tech and Biometrics). Next, we found that there
is a difference in value provided to consumers according to the type of technology, analysing the value by
consumer purchase decision making process. This study can be useful to introduce IRC for improving consumer
satisfaction as well as ICT and Retail. Also, it can be basic data for future technology studies with a consumer perspective.
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<Table 1> 2016 Retail technology trends

Studies

2016 Retail Technology

The
Federation of
Korean
Information
Industries

(4]

- Internet of Things

- Artificial Intelligence

- Big data

- Smart car

- Augmented Reality / Virtual Reality
- Drone

Kim [13]

- Recognition Technology
(RFID, NFC, Image Recognition Technology)
- Position-based Technology
(Geofencing, Beacon)
- Analysis Technology
(Big Data, Store Tracking)
- Experience Technology
(Augmented Reality, 3D Technology, Digital Signage)
- Drone Technology

JDA [22]

[2016 Global Retail Tech Trends]

Virtual Reality, Partnerships, Robots,
Wearables, Drones, Connected homes,
Streaming, Cybersecurity, Autonomous
Vehicles, Mobile Payments, Smart Cities, 3D
Printing, Al Personal Assistants, Facial
Recognition, Voice Recognition, Point of Sale

Business
Wire [23]

[Technology Influences Eight of the Top 10
Retail Trends for 2016]

Wearable Technology, New Retail Holidays, Voice
Technology, Virtual Reality, Video Streaming,
Internet of Things, Mobile Payments and
Alternative Payments, Social Network Buy
Buttons, Increased Spending on Pets, Personalization
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[Fig. 11 Store—based IRC tech categorization
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Consumer value

Easy discovery

K VR Fashion show
FEVR Store livestream

AR Catalog

......

“Experience-specific Tech”

X AR store
romotion  Kinteractive AR

% Mobile Window

showroom

Before Near

purchase purchase

*Shopping advisor

Y RFID siren order
Y Beacon promotion

K RFID information

W Recommendation system
YWSmart finder

Target marketing

...........

Convenience

Y VR Pop-up stores

----- > Satisfaction

VR showroom

Y Makeup minor* Mf”gk
mirror

Y AR fitting room

“Payment Tech”

Point of *Finger scan

purchase

After

purchase

Iris recognition

* Voice pay
W One- stop pay

% Auto paying parking fee
% RFID Quick delivery
% RFID Smart serving

*RFID shopping cart and pay
“Location-based Tech”

----- ) e

Business value

Source : developed in this study

[Fig. 2] IRC tech categorization based on point of purchase
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<Table 2> Consumer value through IRC

Stage of purchase

Before purchase

Near purchase

Point-of-purchase After purchase

Overcomes space-time
constraints

uncertain outcomes after

Experience  m Reduces concerns about ~ m Provides entertainment
from touch-screen

m Provides in-store navigation
to find products

m Easy to comparevarious

alternatives

-specific purchase products with virtual fitting
~ m Provides more pleasurable
Tech ® Provides pleasure from shopping experience with " Elgan%esin?]st}gfrtgngssices
(AR / VR) enhancing sense of realism  digital signage ug h
: m Gives immediate experience
® Enhances experiences . .
similar to real shopping with various products
m Saves time and effort to
search information
m Provides the personalized . . .
Information recommendation services . Enhtancgzs dsatlsfapﬁon with
hich is suitable customized services
Tech W m Easy to evaluate

m Increases social value from

m Eas h he lates . - 2
E(Big data / AD) gae;‘(jj {0 cateh up the fatest sharing experience via
& social media
% m Discovers potential needs
b through customized
o services
5 m Provides discount
=3 information in real-time
o m Easy to predict the
Location procurement of goods
“based ® Selectively provides the m Saves time for shopping g Reduces time and effort
Tech necessary information g provides time-cfficiency in ~ through Spied of
(Beacon / m Saves money with waiting and paying process ~ Procuremen
RFID) personalized
coupons/promotions
m Enhances interactivity
between people and stores
m Provides time-efficiency in
Payment waiting and paying process
Tech m Convenient to pay
(Fé?gggfr?c/s) m Increases safety and security

by biometrics
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