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With labor markets tighter than last year’s jeans, retailers are scrambling 
to attract and keep frontline sales associates in stores. It’s an uphill battle. 
Retail has always had high levels of turnover and in the midst of the Great 
Resignation, the situation is even worse. Much has been said about younger 
employees planning to quit their jobs in record numbers, but they are not 
alone. One in four Gen X and Baby Boomers are also among those planning 
to make a mass exodus. 

The workplace has changed rapidly, especially in the last two years, and 
employees must keep pace— a fact many take to heart. According to a 2020 
study from getAbstract, employees of every generation said their careers 
depend on updating their skills and knowledge frequently. But the report also 
showed that the constant updating was a frequent cause of stress for those 
earlier in their careers. What is causing that stress?

High turnover on the 
sales floor? 
Your approach to training can make all 
the difference in retaining employees of 
every generation

To retain workers from every generation, savvy retailers must double 
down on ways to keep all demographics of employees engaged.
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It could be a disconnect between how training has been 
traditionally delivered and how various employees actually 
learn. Organizations are starting to recognize that employees– 
regardless of their level of experience– may require different 
methods of acquiring knowledge. One learner may thrive with a 
self-directed and independent approach, while another prefers a 
kinesthetic approach in a team environment. If L&D professionals 
can’t identify and offer learning that is tailored to both the 
individual’s style and skill need, the training will not be effective. 

“Associate empowerment, manager enablement, and store 
alignment are the key elements to a successful learning program,” 
said Chris Williams, VP of Retail Accounts Bigtincan, a global 
sales enablement company whose agile platform allows clients to 
create personalized experiences. “Associates can’t be empowered 
if the managers are not enabled with the right tools to look after 
them. And if headquarters, from the top-down, isn’t initiating the 
right platforms and tools to get everyone on the same page, then 
managers aren’t going to be able to do their jobs, and associates 
are just going to be even more confused. Everyone needs the right 
tools to be effective.”

Fortunately, new tools that can work across organizations are 
making it easier for retailers to engage teams and retain staff, 
helping them to be more effective in their roles and feel more 
empowered and connected to the companies they support. 
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Retailers have long focused on creating personalized experiences 
for customers. Now, they’re looking at how to create personalized 
experiences for their employees. It’s not surprising that the most  
effective approaches to learning and training take this into account. 

Tiffany Chan Liban spent a decade working inside retailers to improve 
training and development programs before joining Bigtincan as Director  
of Customer Success. She said she remembers how savvy brands  
began transforming their approaches to meet the evolving needs of 
today’s employees.

“When I started (in retail), training was long, extremely comprehensive and 
tedious," she said. “As a new hire, you would spend at least a few days in 
the back learning about policies and standards, for example. And these 
are not things you should be learning while sitting in an office. It's much 
more effective to learn on the sales floor, in your actual work environment.”

Make training feel less like a chore

Four ways a sales 
enablement platform 
can be valuable 
01. 

It's much more effective to 
learn on the sales floor, in your 
actual work environment.

Tiffany Chan Liban
Director of Customer Success
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This is where microlearning can make all the difference.

Microlearning allows associates to take bite-sized lessons, in a 
few minutes or less, from a mobile device. This allows them to 
receive the information quickly — without leaving the sales floor.

“It no longer feels like a chore to learn the essential skills you 
need,” Chan Liban said. 

This can be useful not only when participating in scheduled 
learning sessions, but also when helping a customer answer 
specific questions about a product. This just-in-time approach 
allows associates to access information in a way that makes the 
most sense for them.

Evolutions in technology are changing how employees work– as 
well as how they learn. Increasingly, employees are looking for 
on-demand, bite-sized instructional videos that are accessible 
on social media sites like TikTok and YouTube. 

In the same vein as using videos for learning, gamification 
can also be helpful. Williams recalled a retailer that required 
all associates to be trained to sell across the store’s private 
label brand. To help motivate team members to increase their 
product knowledge in this area, they developed programs that 
made learning fun and easy, and rewarded associates with 
prizes such as gift cards for Amazon or UberEats.

“As associates completed training and did the courses, they 
could earn points that would connect to leaderboards,” he 
said. “But leaderboards and points are not impactful unless they 
translate to recognition or rewards. That is where our digital 
redemption and digital storefront add-ons allow employees to 
redeem their points for on-demand e-Gift cards, one-on-ones 
with executive leaders to further their career paths and gain 
exposure, or even physical merchandise. Our customer success 
teams work with each retailer to tailor a recognition and 
redemption program that aligns to store associate goals and 
the company's KPIs.” 
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The way content is designed also makes a difference in how 
associates will engage with – and retain – information. With  
85% of adults in the U.S. owning a smartphone, developing 
training that capitalizes on this technology is key to reaching 
these associates. 

“Microlearning is short and sweet, on-demand training. Think 
YouTube videos that you might watch to fix an error message 
on your TV or to figure out the most efficient way to put on that 
infamous duvet cover,” Williams said. “Microlearning in retail is 
really is about how we leverage downtime on the floor and turn 
that into learning opportunities. And video, with a short quiz or 
knowledge check, is a great way to do that.”

But that video needs to be easily accessible on a mobile device, 
he said. A good learning partner should offer a drag-and-drop 
microlearning builder where teams can pull in carousels, videos, 
and short blocks of text, so the content automatically works 
and renders well on any mobile device.  Ensuring the content is 
easily streamed by the associate is also key to ensuring a great 
experience. Bigtincan can help with optimizing the delivery and 
playback regardless of the connectivity constraints in stores 
and has invested heavily in Native iOS experiences on Apple 
technology due to the rich experiences and innovation it enables. 

Adopt a mobile-first approach
02. 

With 

85% 
of adults in the U.S. owning 
a smartphone, developing 
training that capitalizes on 
this technology is key to 
reaching these associates. 6
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Williams recalls a retailer in the beauty industry, whose 
success was dependent on sales associates having 
helpful interactions with shoppers. In spite of associates 
having millions of dollars of Apple hardware in hand, he 
said, their legacy LMS system for training was failing 
because it was not created with a mobile-first design.

“They had extremely low adoption because the experience 
was not positive for their beauty advisors,” Williams said. 
Adopting a mobile-first approach to content changed that. 
After working together with Williams and his team, the 
retailer saw a massive improvement.

“They had a 43% increase of training completion when 
compared with the legacy learning management  
system,” he said, and more associates reported enjoying 
the experience.

Williams said this is because the content was designed 
in the mobile-first way that many employees prefer. 
According to a Marketing Dive report, a study by the 
CMO Council and Pitney Bowes found the majority of 
respondents said that as consumers, they preferred 
omnichannel to discover and make decisions about 
products and brands. In addition, nearly half (48%) 
particularly favored video. So it only makes sense   
that these preferences remain when they are learners  
and employees.

The [beauty retailer] had a 

43% 
increase of training completion 
when compared with the legacy 
learning management system

Chris Williams
VP of Retail Accounts Bigtincan
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Build associate confidence 
on the sales floor

03. 

It has long been known on the sales floor that 
confidence is a core tenet of success. But it’s also 
an important component of employee retention. 
According to an Indeed.com report, 96% of 
respondents said they would be more likely to stay at 
a company where they feel confident, a mindset that, 
no surprise, also leads to increased productivity.

This is another area where the right sales enablement 
platform can have a big impact – especially within a shopping 
environment that is becoming increasingly omnichannel.

Williams said he has seen retailers use these platforms to 
empower their associates, supplying them with the right 
information at the right time to be able to do their jobs most 
effectively. With customers researching products — and 
competitors’ products — ahead of walking into a store to 
make a purchase, there is a good chance their knowledge of 
a particular item may surpass that of the associate standing 
in front of them. In this case, a fast, easy, mobile-first learning 
platform can assist with closing the sale. 
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“If an associate gets a question about 
the return policy or about a particular 
technology that goes into a pair of shoes,” 
Williams said, “if the associate doesn’t 
have that information top of mind, they can 
do a quick visual browse and search on a 
mobile device to provide all the information 
a customer needs. And they can learn 
without ever leaving the customer.”

The goal is to ensure that once an associate 
hits the sales floor, they have information 
at their fingertips to serve the customer 
through assisted selling and serving 
capabilities. And if they need additional 
support, they have communication and 
collaboration capabilities to easily reach out 
to peers for answers. This way, connected 
associates are able to serve connected 
consumers with at least the same level of 
capability — if not more — allowing them 
to surprise and delight shoppers with their 
knowledge and insights.  
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Increase associate engagement 
at work

04. 

An age-old problem plaguing retail is the disconnect between 
corporate offices and sales  associates who — even with the 
rise of ecommerce — serve as one of the most important touch 
points between brand and consumer. But the consequences of 
this disconnect are huge. Not only could it impact a retailer’s 
bottom line, but it also can cause associates to feel disengaged, 
leaving them to seek employment elsewhere. 

“The former way of thinking about this was a lot of analog, 
paper-based processes, where a manager comes in, has a team 
meeting, and says, ‘Hey, everyone needs to do this.’ Or maybe 
the responsibilities are put on a piece of paper on a bulletin 
board in the back office,” Williams said. “And there are all types 
of challenges associated with that. What if an associate was 
not present for the team meeting, or forgot to check the board? 
They might not be aligned with their manager or what corporate 
is expecting of them.”

That’s why store/headquarters alignment is so critical. 
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This bottleneck of communications coming 
through a manager is confusing and fragmented, 
and leads to associates feeling disconnected and 
unmotivated, he said. 

Technology can help solve this problem. Taking 
a page from social media design, Williams said 
he has seen retailers implement a curated 
feed that associates can access through their 
mobile devices. This way, not only are they 
provided important information from corporate, 
but they also receive it in a way that is tailored 
for their specific department or location. Then, 
associates can comment, like and interact with 
that information, providing valuable feedback to 
management that helps everyone succeed.

We learned from speaking to many retail 
associates that sometimes the opportunity 
to learn or review company news and 
communications was often less than 5-10 
minutes per day. So how do we show only the 
most relevant content and make the material 
ultra-digestible and efficient during such a small 
window of time? 

Sometimes the opportunity 
to learn or review company 
news and communications 
was often less than 

5-10 
minutes per day.
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The answer? 

“Our key customers and product teams together were inspired 
by the look, feel, and speed of browsing content on Instagram / 
Snapchat so we decided to give our store associates an equally 
delighting experience where we targeted content down to the 
store, role, tenure, and department,” Williams said, “where I can 
scroll through, I can double tap to like, I can click in, and I can 
engage with corporate.” 

Studies show that Millennials and Gen Z employees want to 
feel that their work is valuable and that their contributions 
matter. Likewise, Gen X and Baby Boomer employees want 
their expertise and achievements recognized. Crafting the right 

learning approaches makes it easy for associates to interact 
with their employer in a constructive way, and also provides 
insights from the frontlines.

Chan Liban has seen retailers benefit from this approach, and 
also use this capability as a recognition tool.

Communication with Bigtincan goes two ways: 

“Associates and managers can post recognition with a photo, 
and then corporate team members then corporate team 
members could like or comment back,” she said. “That really 
builds the relationship and makes it feel like ‘Hey, we really care 
about you.’ It makes a big impact.”
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As new capabilities emerge, the most technologically 
advanced employees will be the first to adopt them. 
That’s why it’s important for a good learning partner 
to also stay ahead of innovations that will help these 
employees be the best at their jobs. 

Bigtincan is already implementing barcode scanning 
and augmented reality (AR) capabilities inside stores, 
so associates can have even more ways to access 
information quickly. 

“It’s all about retention in learning,” Williams said.  
“That’s the next piece. How do we make these learning 
experiences more memorable and engaging for  
each associate?”

Chan Liban agrees. She has been working with retailers  
to implement VR capabilities as well, giving associates  
the ability to pull together information in an immersive  
and visual way.

“There are a lot of uses,” she said. “And we’re just at the 
beginning of it.”

Looking toward 
the future
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Bigtincan is helping the world’s leading brands facilitate the buying 
experience of the future.

Everything we offer is designed to be smart, flexible, and easily 
adapted to unique business processes with highly personalized 
experiences that people and brands love. We’re on a mission to 
help companies deliver branded buying experiences that are 
engaging, personalized, provide value, and guide people to the 
best decisions with confidence.

World-class companies like Nike, Guess, Prudential, and Starwood 
Hotels trust Bigtincan to enable customer-facing teams to 
intelligently prepare, engage, measure and continually improve the 
buying experience for their customers. 

For more information about Bigtincan (ASX: BTH), visit:   
www.bigtincan.com or follow @bigtincan on Twitter.

Learn More
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http://www.bigtincan.com
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