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ADVERTORIAL

CAPTURING CUSTOMER OPPORTUNITY:

EXTENDING A
PERSONALIZED EXPERIENCE

Q

Has the mobility wave
crested or is it the key to
the future for retailers?
Mobility is here in a big
way – most grandmas have a mobile device today and it’s already
shaping the way that consumers interact with retailers inside the walls
of the physical store. Looking back,
a 2012 study found that 90% of
Americans already had their phone
within 3 feet of them 24 hours a
day. By 2014, 44% of respondents in
a separate study indicated that mobile influences at least 75% of their
purchases. Today’s consumers are
truly empowered with all types of
information at their fingertips. Savvy retailers will ensure a strategy
to engage more with these mobile
“device at hand” consumers.

Q

How can retailers deliver
personalized
promotions
and services in-store?
Consumers crave a seamless and interactive experience
across all touch points of a retailer;
making that experience valuable
is key. With omni-channel, retailers can offer tailored promotions,
discounts, or services particular
to the individual customer, driving
loyalty and recurring business. By
leveraging mobile, retailers can fur-

ther provide a differentiated shopping experience, and connect with
their customers not only when it’s
appropriate but wherever they are,
even in the aisle, and by the customers’ own terms. By having a
store platform designed to work
with real-time data enterprise-wide,
promotions can be designed based
on browsing history, purchase history (no matter the channel), location, and return history. Using this
data, a sports store won’t send a
golf promotion to someone who
only buys baseball gear. Now if
that same store is closing out its
baseball stock to bring in winter ski
gear, this customer would probably
love to know about the clearance
sale. Knowing your customer is no
longer a “nice thing” but a “must
have” to build brand loyalty.

Q

Since stores are a big part
of omni-channel plans, how
can retailers leverage new
capabilities to drive traffic
and conversions?
The POS needs to be at the hands
of the associates to better serve
their customers. With mobility and
personalization, retailers have a
great opportunity to build a customer for life. At the end of the
day, it comes down to being able

LEO SUAREZ
SR. VICE PRESIDENT, WORLDWIDE
MARKETING & STRATEGY
TOSHIBA GLOBAL COMMERCE SOLUTIONS

to provide the best possible service to each of your customers in a
way that is consistent across your
brand, and doing so in a differentiated and sustainable way. Through
today’s technology, a store can get
the associate out on the floor with
the customer to boost the brand
experience, with added value to the
experience by having the right systems in place to make the interaction personal and tailored for each
customer.

Q

What does the future of
POS look like in an omnichannel world?
For Toshiba, it’s about leveraging technology to transform
the shopper’s experience. Retailers
already have many POS options
today – whether a traditional POS,
kiosk, mobile device, or self-checkout – but omni-channel capabilities
enable stores to treat customers in
similar ways whether they are at
home, on the go, or inside a store
and with a personalized experience.

Toshiba Global Commerce Solutions is retail’s first choice for integrated in-store
solutions. Our innovative commerce solutions for checkout, consumer interactions
and retail operations are changing the retail landscape. Visit toshibacommerce.com
or engage on Twitter @toshibagcs
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Tracking important trends that lead to retail
success is the mission of the annual Store
Systems Study produced by RIS News and
the IHL Group, a collaboration that has delivered the industry’s first benchmark report in
early January for the past 12 years.
In last year’s report, we saw a shift away
from a heavy emphasis on mobile technologies, especially mobile POS, toward a bigpicture approach that can best be described
as omnichannel. That shift continues its
momentum into 2015, but a new wrinkle
emerges — a sharp rise in the number of
retailers who are upgrading core back-end
technology systems that support distributed
order management (DOM). This report examines why this and other key technology
trends are occurring. In addition, we analyze
macro trends in the economy and the retail
marketplace that will have a big impact on
2015 investment strategies.
Closing out 2014 and heading into 2015,
the economic signs indicate a continued
but slow improvement in North America,
with a lower unemployment rate predicted
by many financial analysts. The biggest impact, however, will come from the dramatic
plunge in gas prices at the pump. This does
not solve the growing disparity between
income groups that has weighed down the
spending power of the middle class, but
the sharp drop in fuel prices definitely adds
spending money in everyone’s pockets.
Heading into this promising environment, retailers plan to increase their IT investments in the coming year, especially
in the enterprise IT portion of the budget,
which is forecast to grow 4.0%. However,

the spending forecast for store systems is
just 2.9%, a figure not seen since 2008 when
the economy was wallowing.
Some strong conclusions we can draw
from study data include:
• Retailers plan to continue expanding
their store counts by 3.2% and conduct 3.1%
more store remodels than in 2014.
• Store upgrading and expansion plans
parallel the increase predicted in IT spending with omnichannel and payment systems,
showing accelerated growth; not so with
spending on big data and the cloud.
• Only 20% of retailers are planning a
new POS decision in the next 12 months,
which is down from 32% last year. Top retail segments for POS investment are food/
drug/C-store retailers for POS software (25%
plan to purchase in the next 12 months) and
specialty softgoods retailers for POS hardware (30%).
• Nearly two-thirds of retailers (63%) anticipate having their future POS architecture
consist of a distributed order management
system with a POS front-end. This is one of
the major findings in the study.
• The smallest retailers (less than $500
million in annual revenue) are showing the
greatest desire for POS purchases in the
coming year, with 28% looking to purchase
POS hardware and 22% POS software.
• More than half (55%) of retailers cite
omnichannel strategies as a key priority in
2015. Retailers estimate that IT spending
for omnichannel will outpace store system
spending by a 2:1 margin.
• More than one-third (34%) of retailers
plan to adopt tablets for non-mobile POS
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T ITL E/ PO S I T I O N

6%

15%

VP-Level
(non IT)

Other

19%

26%

Under $500
Million

54%

Specialty

31%

CIO/CTO/VP
of IT

65%

Food/Drug/
C-Stores

Over
$1 Billion

Lee Holman

Greg Buzek

Lead Retail Analyst

President

IHL Group

IHL Group
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C-Level
(non IT)

26%
Other

16%

$500 Million
- $1 Billion

purposes in the next 12 months.
• Specialty softgoods retailers
are already the greatest spenders on
mobile capabilities and they plan to
increase spending on mobile POS
hardware and software next year —
38% plan to make a purchase.
• Finally, 34% plan to add tablets
for managers. Food/grocery retailers
have the biggest tablet plans with
40% saying they will purchase tablets in the next 12 months.
As retailers continue their push
into the omnichannel world, the connection between physical stores and
headquarters has been expanded to
include all sales channels the retailer
operates in. The former store-centric
approach to retail technology is giving way to a new reality, one that
connects everything to everywhere
in a way that closely parallels the
most important element in the retail
universe — the digitally empowered
shopper. •

5%

37%

IT Director –
Manager

METHODOLOGY
In this year’s study, 64% of responses come from retailers with more than $1 billion
in revenue, such as the Gap, Toys ‘R’ Us, Limited Brands, Best Buy, Sears, Target
and Walgreens, to name a few. Of those, 30 had revenue in excess of $5 billion.
While we value every response we also recognize that the plans and strategies of
large retailers push the needle of change in the industry. We also recognize that
smaller retailers emulate the big guns that surround them. That said, the fact that
the study has more responses from smaller retailers this year is encouraging and
indicates these retailers are seeking to wring every advantage out of their retail
technology decisions.
Tier two retailers (annual revenue between $500 million and $1 billion) are well
represented with 16% of responses. Another 19% consist of retailers with less than
$500 million in revenue. Past reports indicate that these smaller retailers tend to
be forward-thinking innovators and have the agility to move quickly to implement
their IT plans. Many are also among the fastest growing retailers in the U.S.
As in previous years, specialty retailers (hardgoods and softgoods 27% each)
and food/grocery retailers (21%) are the three biggest segments in the survey. Together, they account for 75% of responses, which is a bit lower than in previous
years as C-stores and department stores grabbed slightly larger shares.
Approximately 63% of survey respondents indicate that their job responsibilities are IT-related, with the most common position/title being CIO/CTO/VP of IT
(37%). In second place are those who list themselves as IT director/manager (26%).
Another 11% indicate they are C- or VP-level executives. This break out gives us
confidence that study results come from decision makers who have the necessary
knowledge to offer insight into up-to-date plans for their organizations.

IHL Group is an independent business-consulting organization
headquartered in Franklin, TN. It specializes in business consulting, professional and technology referral, market analysis
and business planning for retailers and technology companies that focus on the retail industry. Anyone who wants more
detailed data and analysis about this study can contact IHL
Group at www.ihlservices.com.
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Completing the Customer Connection
Delivering a seamless experience from online to stores and every channels in between

For the fifth straight year retailers
are making strong plans for store
growth. This is encouraging and
indicates retailers have confidence
in their business prospects in 2015.
General merchandise (GMS) retailers plan a 3.3% store growth while
food/drug/C-stores (FDC) will grow
by 2.9%. When looking at the data
for remodels, however, the situation
is reversed, with FDC retailers estimating they will remodel 3.4% more
of their stores compared to last year
and GMS retailers predicting they
will remodel 2.9% more.
FDC retailers are the ones most
interested in hiring. They plan a
2.7% increase in 2015. GMS retailers
report the second strongest plans
for hiring at 2.1%.
Last year, data indicated that store
IT spending would increase by 5.1%
and outpace enterprise IT spendY E A R - O V ER-Y EAR STORE COUNT
A ND R EM ODEL G ROWTH
Store Count
Store remodels

3. 2%
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6

6%
5

4

3

5.2%

Enterprise IT Budget Growth Is 4%
Overall
Store IT Budget
Growth Is 2.9%
Overall

3.8%
3.1%

2.6%
2

Under $500 Million

2. 8%
$500 Million $1 Billion

ing, which came in at 4.9%. This
year, however, store IT growth has
slowed and once again enterprise IT
spending is stronger (4.0% for enterprise IT spending growth and 2.9%
for store IT). Growth is growth, of
course, but the pace appears conservative this year. In fact, store IT
spending growth is the smallest increase we have seen since 2008.
As we have noted in previous
reports, retailers that have plans to
increase their store count for 2015
are also inclined to increase store IT
spending. Retailers in this category
are increasing store IT budgets by
34% over the average figure for
all respondents. The enterprise IT
spending growth for these retailers
is also higher, increasing 18% over
the average.
Looking at the data a different

STUDY

Over $1 Billion

way we see that 65% of retailers
plan to increase enterprise IT spending for next year. This is a decline
of 19% in total numbers of retailers
who plan to increase their enterprise
IT spending in 2014. The average
spending increase for this group is
6.5% over last year.
Looking at store IT spending from
the same perspective, we find that
57% of retailers plan an increase for
2015, which is down from 79% last
year. The average growth for retailers who are increasing their store IT

6

%

AMOUNT OF
INCREASE FOR
PLANNED SPENDING
ON OMNICHANNEL
TECHNOLOGY
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T OP S T ORE PRIORITIES F OR 20 1 5
Omnichannel Integration

Advanced CRM/Loyalty Programs

Mobile for Associates

Mobile Engagement for Consumers

Single Transaction Engine

Inventory Visibility

BI/Analytics for Store Associates

53%

51%

47%

36%

35%

30%

23%

Clientelling/Assisted Selling

WFM Software/Hardware

55%
55%

22%

spend is 5.5%, which is down from
last year’s 6.9%. Key purchases for
retailers who are increasing their
store IT spending are: payment terminals (46% plan to make a purchase
in 2015), digital signage (29%), tablets (28%) and mobile POS hardware
and software (25% each).
Fully 40% of retailers are anticipating flat store IT spending in 2015.
For these retailers, the key targets
are tablets (39%) and payment terminals (30%).
High Priority for Omnichannel
The technologies related to omnichannel retailing have been part of
this study for a number of years, but
only recently have retailers shown a
serious intent to invest heavily in it
for store-centric capabilities. Overall,
we find that retailers plan to spend
6% more on omnichannel functions
than they did last year. This is the
biggest increase for any technology
category covered in the report. The
heaviest investment will come from
mass merchants and department
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stores, both of which expect to increase their budgets by more than
9% year over year.
In 2010, we noted that retailers
had been fairly consistent when
setting their top store systems priorities for many years running. Five
priorities (better tools for associates,
PCI compliance, advanced CRM/loyalty, inventory visibility and speed
through checkout) had consistently
dominated the top five positions on
our annual priority list.
That started to change in 2011
when mobile strategies began to
move up. Currently, more than 70%
of respondents cite mobile (either
for associates or customer engagement) as a top priority. This is up a
bit from last year and reflects the fact
that the first wave of in-store mobile
deployments have been a net positive, so mobile initiatives continue to
be a heavy focal point for retailers.
In terms of specific areas, mobile
projects for associates are a top priority for 51% of retailers (up from
43% last year), and mobile applications for consumers is a top priority
for 47% (up slightly from 46%).
Omnichannel integration, the top
priority for retailers this year, has
been a part of this study since 2007
when we called it cross-channel integration. Back then it came in at number 14 on the priority list. No doubt,
the reason for the impressive shift is
driven by the consumer’s desire to
use all channels all of the time for
purchasing, receiving and returning
items. In response, retailers are taking steps to make this happen, which
is not an easy thing to do. Retailers
that get this right the quickest will
reap the greatest rewards. Department stores/mass merchant retailers
chose omnichannel integration as a

STUDY

top priority in the greatest numbers
(70%). They were followed by specialty softgoods retailers (69%) and
specialty hardgoods retailers (65%).
In an age that places a premium
on customer-first retailing it is clear
that a good CRM/loyalty solution is
essential, and this category is one of
only two of the original top five priorities still in the top five (the other is
inventory visibility). Since converting and keeping existing customers
is easier and less costly than acquiring new ones, advanced CRM/loyalty capabilities will likely continue to
be a top priority for years to come.
Inventory visibility is also likely to
be a perennial high priority and has
taken on added significance recently
with the push to roll out mobile inventory features for associates and
customers alike.
Single Transaction Engine
Perhaps the most interesting item on
the priority list is the single transaction engine for commerce in all channels. It was added last year and it
reflects the desire to unify functions
into a single platform as opposed to
operating multiple solutions that do
the same task – ringing up sales.
Specialty softgoods retailers are
seeking a single transaction engine
in the greatest numbers (50%) and
specialty hardgoods retailers come
in second (38%).
Retailers know that fulfilling the
needs of their customers is always
going to be their primary goal,
therefore every operational and
technological decision they make
will be based on a customer-first
strategy. The technology or terminology may be renamed, reformatted or recycled, but the overriding
goal will never change. •
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Making Stores Matter
The brick-and-mortar store evolves to meet the challenges of an increasingly virtual retail landscape

Over the course of the past year and
a half we have had more discussions about a sea-change in POS
with retailers and technology providers than we can count. Mobile
POS is part of the discussion but the
key point is related to an idea that
emerged around 1997 when e-commerce first started making a splash
and brick-and-mortar retailers were
shaping a response.
Retailers recognized that there
was a need to expand into e-commerce, but they created a problem
for themselves by establishing separate transaction silos for each sales
channel they were adding. They
were simply not taking the time to
build back-end systems from the
ground up that would encompass
“one version of the truth” for product information, customer profiles,
transaction data and order management. As a result, retailers were digging themselves a hole where they
were forced to support multiple systems that stored similar data and
performed similar functions.

Rise of Distributed
Order Management
The idea debated back then emerges
today in the form of a commerce engine that unifies online and in-store
transactions with a POS front-end.
The commerce engine most often
discussed by forward-looking CIOs
today is based on a distributed order
management (DOM) model.
In this model, DOM serves as
the foundational layer for managing data and executing processes to
ensure customer orders are fulfilled
efficiently regardless of the channel through which they came or the
path through which fulfillment occurs. DOM can be married to a wide
variety of familiar POS front-ends,
so transactions and related activities
remain transparent to store associate (in the case of brick-and-mortar
transactions) and consumers (in the
case of online, mobile or call center
transactions).
Retailers are enthusiastic about
this new model for POS. Nearly twothirds (63%) of retailers see DOM

50

%

R E TA I L E R S W H O C A N ’ T
E F F E C T I V E LY U S E T H E I R
EXISTING SHOPPER
L O YA LT Y P R O F I L E S
IN-STORE
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FU T U R E P O S A R CHI T ECT UR E

63%

Distributed
Order
Management
Hub/POS
Front-End

37%

Traditional
Client/
Server POS

with a POS front-end as their future
choice for POS architecture. Fully
100% of department stores choose
it, although the respondent pool is
relatively small, plus 87% of tier two
retailers and 72% of specialty softgoods retailers.
We also find that nearly onequarter (22%) of retailers already
have a DOM-based system in place.
By the end of 2015, this figure jumps
to 50%. This is a big number and
probably warrants a reality check,
but one of the nice things about the
DOM model is that it is not a ripand-replace project for all retailers.
Those that have flexible and up-todate POS software in their stores
may just have to add DOM functionality and integrate it with their current POS front end.
State of Traditional and Mobile POS
With the advancement of mobile
POS over the past few years, we
have seen a reasonably steady de-
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emphasis on traditional POS systems, which historically have been
the most noticeable technology in
the store and also the largest piece
of the store IT budget.
In last year’s study we actually
saw a resurgence of investment interest in traditional POS systems
with 30% of retailers planning to
make a purchase of either POS hardware or software within the next
12 months. This year, however, the
number is 20%, which means that
2015 will rank as one of the leanest
years for traditional POS purchases
we have tracked. Key retail segments for POS hardware sales include specialty softgoods (32% plan
a purchase in the next 12 months)
and food/grocery (25%). For POS
software, 25% for food/grocery retailers plan a purchase in 12 months
and 23% for specialty softgoods.
The approach of the credit card
industry’s EMV mandate has caused
a sharp increase in activity in updating payment terminals. Last year,
the figure was 25% for retailers who
had payment terminal purchase
intentions within 12 months. This
year, the number jumps to 40%. For
PU RCHAS E I NT E NT
Traditional POS SW
Traditional POS Client
Mobile POS SW
EFT/Payment Terminals
Mobile POS HW
Tablets for Managers & Associates
Digital Signage
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D ISTRIBUTED ORD ER MA NA GEMENT A D OPTIO N T IME F R A ME
State of
Distributed Order
Management

22%
Up-to-date

28%
0-12 Months

19%
12-24 Months

4%
24-36 Months

about our omnichannel data is that
retailers have become deadly serious about getting it right. As channels have been added and customer
demands increased, retailers have
been working overtime to ensure
that they can meet expectations and
satisfy shoppers regardless of the
channel through which they engage.
As previously noted, study data
shows a higher adoption rate for deploying the technologies required
for returning an item ordered online
(52%) than for enabling buy online
and pick up in-store (31%). This reflects the difficulty retailers have in
accurately serving customers who
have visited a website and then taken
the time to follow up with a store visit.
The last thing a retailer wants to
do in this instance is tell a customer
the order can’t be found, the prodGetting Omnichannel Right
uct can’t be located, or it simply isn’t
The thing that really jumps out
ready for pickup. It is much easier to
accept a returned item than it is to
FOR S T OR E TECH NOLOGIES
coordinate a seamless pickup. That
said, picking up online purchases in
5% stores is expected to see heavy in41%
16%
10%
vestment in 2015 and 2016.
37%
20%
6% 6%
The ability to check the inventory
at other stores saw an increase from
22%
22%
17%
12%
last year, but the figure is only 10% of
19%
40%
4% retailers who are looking to deploy in
10%
2015. The penetration across verticals
is evenly spread, with obvious allow19%
23%
17%
13%
ance made for food/grocery and con18%
34%
16%
4% venience retailers.
The ability to order inventory
15%
27%
12% 8%
from another store is a logical addon to checking inventory at another
food/grocery retailers the purchase
intention figure is 50% and for specialty retailers it is 40%.
For mobile POS, purchase intent
for the coming year is down slightly
to 22% for hardware and 23% for software versus 26% for both last year.
Specialty retailers are the most interested with 27% expecting to make a
mobile POS hardware purchase in
the coming year and 23% expecting
to buy mobile POS software.
For tablets we see that 36% of
specialty retailers are planning to
deploy within 12 months and 40%
for food/grocery retailers. For digital signage solutions we see that
specialty retailers also lead the way
with 31% saying they will make a
purchase next year.

• Up-to-date • 0-12 Months
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T I M E FR AM E FOR OM N ICH A NNEL A D OPTION
Return Online Purchases

52%

Check Inventory at Other Stores

48%

Order Inventory at Other Stores

2%

6% 9%
10%

11%

19%

39%

Ship from Stores

32%

21%

10% 6%

Pickup Online/Mobile
Purchases in Store

31%

19%

14%

Order Online from POS

25%

Split Ticket (Online/Store)

20%
18%

Holistic Planning across Channels

12%

• Up-to-date • 0-12 Months
store, and adoption rates for both
are on the same track. Interestingly,
adoption of order online from the
POS will more than double in the
next two years.
In the area of merchandise planning and allocation becoming truly
integrated in an omnichannel way,
we actually see a bit of a decline
from last year’s study. There will be
a moderate push to make this happen in 2015 and 2016, but retailers
will not hit the 50% mark of widespread adoption for several years.
Quantifying Omnichannel
Last year was the first time we attempted to quantify how much work
remained for retailers to achieve
their omnichannel goals for store associates, customers and technology.
The most telling statistic we pulled
from this year’s data is the fact that
in spite of investments made in databases, infrastructure and CRM systems, half (50%) of all retailers claim
that their store associates cannot
make use of their own shopper loyalty profiles on the sales floor. Clearly,
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13%

18%
17%

6%

9%

7%

17%

16%

6%

12%

9%

6%

• 12-24 Months

• 24-36 Months
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quicker pace.
The other key takeaway has to do
with how long some technologies
take to find their way into the stores.
Using the iPhone as an example,
there have been eight release dates
for new models since 2007. Of those,
there are only two instances where
the new releases were more than 12
months apart. This means that if a
retailer makes a purchase decision
six months after the most recent release of an iPhone model, the devices will either be obsolete by the time
it is deployed or, if the retailer plans
to deploy the next-generation model, the devices will not yet have been
designed, built and tested when the
order is placed. The lesson is that retailers with longer roll-out times are
at a disadvantage in an era of highspeed obsolescence. •

this needs to be rectified.
This raises the question about
how long it takes for retailers to
deploy technology and how much
time elapses between a purchase decision being made and D EPLOYMENT TIME (MO N T H S )
when the technology is actually A FTER PURCH A S E D E C IS IO N
deployed in stores. The first big
POS
Software
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takeaway in this inquiry is that
Visibility
Mobile
smaller retailers have a big ad- POS
Software
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vantage in deploying technolo- Hardware
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BI/Analytics
12.7
gy. Large retailers took an averSoftware
Mobile
11.7
age of 59% more time to deploy
Devices
12.1
11.3
similar technology than smaller
10
retailers.
9.8
Granted, the comparison is
not a simple apples-to-apples
one, since smaller retailers may
just need to wait for HP or Dell
to deliver a dozen POS terminals to a handful of stores while
a larger retailer will require
a national logistics plan for
Toshiba, say, to deliver 20,000
units to 2,500 stores. The fact
remains, however, that regardless of how efficient larger retailers are smaller retailers can
respond to change at a much
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Mobile Is All About the Experience
Mobile functions are the key to redefining and reinventing the in-store shopping experience
Mobile technology became a part of
this study six years ago. At the time,
it was more than just an adjunct to
POS, but not quite a primary focus in
itself. In the past two years, however,
mobility has taken front-and-center
prominence in retail. In many ways,
mobile devices have turned the history of retail in North America on its
head and caused retailers to completely rethink the way store associates interact with customers.
In our view there are four stages
of mobile adoption. The first stage
is the mobile device for the store
manager, which shows a 37% current adoption base. This scenario
provides the manager with a device
that allows him to leave his back office and move onto the sales floor.
By the end of 2015, more than half
of retailers (56%) will deploy mobile
devices for their managers.
The second stage of mobile adoption puts the same device in the
hands of a store associate in order to
encourage customer engagement.
Current adoption is 27% for this kind
of usage. Adoption going forward
may be somewhat cannibalized by
the third stage (mobile POS), where
the entire transaction is completed
in the aisle. Current adoption for this
usage has risen dramatically to 21%
and retailers say it will double by the
end of 2015.
Stage four occurs when the consumer performs the checkout function
using his/her own device. Currently,
11% of retailers say they have this ca-
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MOBILE TECH NOLOGY A D OPTION TIMEFRA M E
Mobile Device for Manager

37%

Mobile Device for
Associates (Non-POS)

27%

Mobile POS (Transaction Completion)

21%

Consumer Mobile Engaged
for Checkout at Store

11%

19%
13%

4%

24%

21%

20%

19%
5%
8%

24%
22%

9%

• Currently Use • Within 12 Months • 12-24 Months • 24-36 Months
MOBILE PAYMENT SOLUTION A D OPTION

32%

PayPal
Coupons on Mobile Screens

16%

Square

7% 5%

Groupon

5%

Apple Pay

3%

Amazon Payments
MCX CurrentC

11%
17%

5%

11%

7%

3%
3%

3%
40%

9%

8%

11%

5%

21%

3%

2%
2%
1%

• Currently Use • Within 12 Months • 12-24 Months • 24-36 Months
pability, about where it was last year.
Worth mentioning is the fact that
when it comes to mobile POS, Apple
products command the greatest share
despite not being “enterprise friendly.” Three of the top four platforms
retailers are considering for mobile
POS are the iPad (53%), the iPad Mini
(36%) and iPod Touch (24%).
Coupons on mobile screens have

STUDY

been the leader in adoption in recent
years, but Paypal makes a big leap
with 32% of retailers saying they currently use it. However, the real story
belongs to Apple Pay, which claims
current adoption of only 3%, but records a 40% adoption intention by
the end of 2015. This is a remarkable
feat for a service that was only announced in early September 2014. •
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What Lies Ahead
Security, EMV, predictive analytics and geolocation beacons appear prominently on the retail horizon
PF Changs. Sally Beauty Supply. Albertson’s. Sears. Michaels Stores.
Jimmy Johns. Neiman Marcus.
Home Depot. Target. In the past
year, they have collectively been responsible for data breaches that affected more than 130 million credit/
debit card accounts.
To combat breaches, retailers are
taking a variety of steps, according
to our data. Putting the payment
applications on a separate network
rose slightly to 42% and remains the
most frequently used payment security practice.
Point-to-point (P2P) encryption is
currently used by 34% of retailers,
which is about where it has been
for the past four years. Another 32%
indicate they will adopt P2P encryption in 2015. Tokenization of the card
transaction is used by 30% today and
another 27% say they will adopt it
within a year.
EMV today has been adopted by
just 12% of retailers, but a staggering 48% of retailers plan to adopt it
in 2015. The reason for the sharp uptick is the shift in counterfeit transaction liability to retailers planned
for October 1, 2015. EMV has been
used in chip-and-PIN form in Europe
and Canada for years to record low
in-store fraud rates, although fraudsters have made the shift to online
theft, which is not protected by EMV
technology.
Emerging Technologies
Predictive analytics is a software solu-
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Payment Application
on a Separate Network

42%

Point-to-Point Encryption

34%

Tokenization of the
Card Transaction

30%

EMV

12%

Mobile Phone NFC Payment

10%

Host Card Emulation

9% 11%

3%

32%

18%

27%

14%

48%
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5%

23%
22%
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PURCH A SE INTENT FOR EMERGING TECH NOLO G IE S
Predictive Analytics
Cloud POS/Store Systems

14%
9%

28%
19%

Data Visualization

9% 15%

Augmented Reality

10% 5%

Beacons/Wayfinding

22%

20%

9%

9% 7%
18%

10%

3%
2%
20%

2%
2%

• Currently Use • Within 12 Months • 12-24 Months • 24-36 Months
tion that uses historical data to make
future decisions. Currently, 14% of retailers claim they use predictive analytics, and of these 70% are large retailers.
Department stores (40%) and specialty softgoods retailers (21%) are the
retailers that have the highest usage
of predictive analytics. More than onequarter (28%) of all retailers say they intend to purchase this capability in 2015.
Beacons and other location-based
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tracking technologies became big
news in 2014 with Urban Outfitters,
Apple Stores, Macy’s, Lord & Taylor, Timberland and others tracking
shoppers and pushing alerts about
promotions to their mobile phones
in a one-to-one marketing engagement. Currently, just 2% of retailers
are using beacons, but 22% plan to
deploy them in 2015 and another
20% in 2016. •
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THANK YOU TO OUR SPONSORS
Ti t le Sponsor
Toshiba
Toshiba Global Commerce Solutions is retail’s first choice for integrated in-store solutions. Our innovative
commerce solutions for checkout, consumer interactions and retail operations are changing the retail
landscape. Visit toshibacommerce.com or engage on Twitter @toshibagcs
Acuative
A global provider of retail technology solutions, Acuative simplifies management of the entire IT/network
lifecycle, assisting retailers to achieve their business goals. Bridging the gap between business strategy
and technical implementation, Acuative creates and executes technology strategies featuring our suite
of consulting, field, technical and managed services. Leading retailers count on our 24/7/365 proactive
support to keep their store systems up and running, minimize downtime and cut costs. Leverage our 30+
years of experience in converged networks, unified communications/IPT, wireless/mobility, data security/
PCI, data centers, digital signage, infrastructure management and IT service management to move your
stores forward. www.acuative.com
Epicor
Epicor Software Corporation provides advanced solutions to meet the evolving business needs of
forward-thinking retailers and the rising expectations of their technology-enabled customers, to drive
profitability and growth. In the cloud or on-premises, our converged commerce platform and extended
omni-channel offering of inspired solutions deliver inspired results. For more information, contact Epicor
at 1-800-992-9160 or retailinfo@epicor.com.
Epson America, Inc.
Get the mobility you need to keep business moving with Epson’s OmniLink™ POS solutions. Offering unmatched flexibility, OmniLink products easily integrate with existing POS systems. Plus, innovative ePOS
technology enables remote printing and control of up to five different peripherals from any mobile device.
For more information, visit us at epson.com/omnilink.
Kronos
Kronos® for Retail is the most widely adopted and deployed workforce management solution available.
And with over 50 years of combined retail specific experience, our solution is designed to meet the
unique needs and challenges of retail organizations. In fact, more than 1,000 retail organizations use
Kronos to foster growth and promote continuous improvement. Learn more about Kronos and our retailspecific suite of solutions at www.kronos.com/retail. Kronos: Workforce Innovation That Works™.
Source Support
Source Support Services provides global, next-day, on-site parts and IT support. We help get your store
IT back up and running quickly and seamlessly through flexible, cost-effective maintenance solutions
– all with a 99.5% customer satisfaction rating and full SLA compliance. For the best service at the best
price, put Source on your side today. For more information visit: sourcesupport.com/retail
Voltage
Voltage Security®, Inc. is the world leader in datacentric encryption and tokenization. Voltage provides
trusted data security that scales to deliver cost-effective PCI compliance, scope reduction and secure
analytics. Voltage solutions are used by leading enterprises worldwide, reducing risk and protecting
brand while enabling business. www.voltage.com
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