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Abstract

The Smart Retailing is emerging; The preference of consumer buying behavior demands the brick-
mortars and the e-commerce to elaborate a new business model—Applying the technologies to
create a new path of increasing the customer intimacy and to bring this innovative retail value to
those who are already familiar with the Internet interactions. This paper presents a Holism, from
conception to feasibility, perspective about Smart Retailing to the current retailers and the related
solution providers to bring new buying experience to the customers.
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Figure 1. Smart retailing perspectives
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Figure 2. The 020 journey of consumers
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Figure 3. The journey of smart shopping stores
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Figure 4. The supply chain management
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Figure 5. The first step toward smart retailing
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