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2012 CROSS-CHANNEL TECH TRENDS STUDY

THE FUTURE IS NOW
The hard work of blending physical and digital channels is under way.
For retailers it involves solving a complex set of challenges.
but for consumers, It’s just shopping.
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The Store: Where Cross Channel &
One-to-One Interaction Converge
Integration remains key to delivering unique customer experience

Linda Palanza
Chief Operating Officer
OneView Commerce

Q

What is different about POS, the core application in retail, in today’s multi-channel world?
Palanza: Today’s POS solutions are charged
with embracing the technological shift necessary to underpin the evolving store environment while providing intrinsic support for all
other channels from the store. To the shopper,
the channels are becoming much less distinct
and their ability and desire to move across
channels without notice increases daily. POS
is now the lifeblood for delivering the cross
channel experience in the channel that, for
most retailers, generates the lion’s share of
sales and profit — the store. But, today’s cross
channel POS solutions bear little resemblance
to the cumbersome, siloed, myopically focused
POS applications still running in many stores.
Today’s POS provides a foundation on which
commerce across the retail landscape can
operate and equips retailers to deliver endless
aisle, turn showrooming from challenge into
opportunity, and empower store associates.

Q

How can retailers leverage the imperative to deploy mobile POS in a way that
leapfrogs current limitations and prepares for the future?

Palanza: It is critically important for retailers not to look at mobile POS in a vacuum. If
the mobile deployment simply delivers another
bolt-on point solution, retailers will add yet another functional and technological silo to their

operation. As a result, they will face the same
maintenance, integration and deployment issues that are inherent in their existing technologies. If mobile POS deployment is a key
priority, as it is at many retailers today, it must
go beyond a one-off developed “point solution”
and instead focus on providing full POS capability deployed to the device of the retailer’s
choosing — mobile, fixed, or even POS outside
the confines of the traditional store.

Q

How is today’s view that POS is a direct
link to the shopper experience impacting
store technology, customer service and
operations?
Palanza: This view is leading to a structural
shift in POS. Where many have indicated, “POS
is dead,” the truth is to most retailers that would
be akin to driving a car without a steering wheel.
Brick and mortar stores are about transactions
driven by experience. If the retailer is forced to
compromise on either of those elements they
put risk on their business. Today’s cross channel POS solutions have evolved by recognizing
and maintaining their position as the lead system to manage transactions in the store, but
now interact across the entire retail landscape
to deliver the retailer’s unique customer experience — wherever, whenever and however a
customer chooses to shop. POS solutions that
are ready for the future aren’t limited to just
point of sale, but instead provide the launching
pad for delivering, maintaining and enhancing
the customer experience across all channels.

Q

With so many channels in the omni-channel world is it possible to build a single
cross-channel platform to manage all of
them and if so what would it look like?

Palanza: In a word, yes. But the key to do-

ing so and doing it effectively is ensuring that
retailers aren’t limited by predisposed conditioning to remain constrained by cumbersome
legacy systems. Key elements of the cross
channel platform are enabling the reuse of
existing and new enterprise assets, producing
a reduction in IT spend, delivering faster time
to market to adjust to customer behaviors, responding to change and supporting the delivery of the retailer’s complete and continuously
evolving customer experience in every channel. The well-designed cross channel platform
is the enabler among systems and provides the
control to ensure connection to the system of
record, without forcing only one view of the
implementation — the retailer’s individual view
is priority and the commerce platform is flexible
enough to see it, hear it and respond to it.

Q

Personalizing the shopper experience in
all channels is critical to driving loyalty.
What tools are essential to carry out personalization initiatives?

Palanza: First and foremost, personalization
requires consistent information across channels. As the channels blend, the elimination of
data replication is critical for retailers to interpret the direction of the customer experience.
Functionally, retailers can leverage a services
oriented architecture to share business processes and data across channels and facilitate
reuse of their high-value enterprise services. In
the end, accurate and readily available data is
key to understanding customers and delivering what they expect. By enabling this level of
cross-system interaction, and frankly retailers
should demand it, individual components such
as loyalty, clienteling and cross channel point of
sale are equipped to extend the customer experience — wherever, whenever, however. l

OneView Commerce revolutionizes the cross channel retail landscape. OneView’s Enactor Retail for Store delivers cross-channel point of sale and combines with the Enactor Commerce Platform to transform how retail
systems are developed and, most importantly, how those systems interact. This connection gives retailers the
power to interconnect disparate applications and enable seamless cross channel experiences from the store up.
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by gaurav pant

Battle for Cross-Channel Supremacy
Retailers step up tech investments to orchestrate channel-appropriate engagement with the customer

I

n RIS News’ sixth annual Cross-Channel Tech Trends Study, we explore the
opportunities and challenges retailers continue to face in their move
from a multi-channel world to a crosschannel one. The difference is in terms of
how cross-channel focuses not on pushing
the same offers, products and messages
across multiple channels, but on integrating them seamlessly and orchestrating
channel-appropriate engagement with the
customer. The channel is the center of the
multi-channel world; the customer is the
centerpiece of cross-channel engagement.
The study is based on a survey of 50
retail executives, as well as in-person interviews with several retail leaders. While
individual chapters explore detailed findings in key areas, below is a summary of
high-level takeaways from the survey:
• Cross-channel initiatives set to get
CapEx infusion. To gauge whether retailer
technology budgets align with their crosschannel priorities, we asked survey respondents to report the percentage of technology
budget allocated to cross-channel initiatives
in 2012 and what they expect it to be in
2015. The findings suggest that retailers will
step up their cross-channel initiatives significantly over the next few years.
43% reported that less than 10% of the
IT budget is allocated toward such initiatives
in 2012, while only 5% expect this to be the
case in 2015. On the other hand, a budget
allocation of more than 30% is expected to
grow from 11% in 2012 to 35% in 2015. In
fact, 15% of retailers expect to spend more
than 50% of their technology budget on
cross-channel initiatives. Additionally, 80%
of retailers will look to upgrade their e-commerce platform in the next 24 months.
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Change in technology budget used for
cross channel efforts
43%

2012

2015

32%32%
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15%
12%
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Year-over-year cross-channel tech budgets will sharply increase.

Customer engagement channels

Facebook

98%

Twitter

74%

Pinterest

56%

YouTube

51%

Google +

30%

ShopSavvy

7%

Foursquare

7%

Shopkick

2%

Social networks are the platform for customer engagement and in this realm
Facebook is the top priority.
RIS
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executive summary
TOP 3 metrics used to measure cross channel performance
• Cross-channel excellence requires
organizational structure re-alignment.
Most retailers aren’t organized for the
cross-channel world; 46% of retailers
don’t have an assigned executive responsible for the cross-channel experience. It
is extremely difficult, and politically hazardous, to re-engineer a company to give
an executive overall responsibility for the
cross-channel experience. However, an
evolution to this structure is inevitable
if customer experience, process execution and revenue alignment are to be truly
cross-channel.
• There is a need to define and measure cross-channel success. You won’t
improve what you don’t measure. We asked
survey respondents to rate the top three
metrics they would use to assess crosschannel performance. Respondents seemed
to group the metrics into three bands –
top, middle and bottom.
Online and mobile conversion rates
(67%), sales growth by channel (67%), and
online and mobile traffic (64%) emerged as
the top three. From among the middle band,
we expected overall share of wallet (27%) to
be rated higher. Market basket size by channel (9%), social media sentiment analysis
(2%) and campaign conversion rates (2%)
rounded out the bottom.
It is interesting to note that top line measures like growth, traffic and conversion were
rated higher than margin-related metrics.
It may be more effective for retailers to
focus on fewer strategically aligned metrics
rather than a higher number of scattered
measures. Here is our pick of the top five
metrics critical to success. Some may be
more difficult to measure and track than
others, but there is merit in pursuing them:
1. Cross-channel revenue (difficult to
track and measure)
2. Share of wallet
3. Growth and margin by channel
4. Conversion rates
5. Delivery percentage
• Online and mobile will drive a bulk
of the growth, but the store continues
to be relevant. Survey respondents expect

4 cross channel study
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1. Online & mobile conversion rate

67%

2. Sales growth by channel

67%

3. Online & mobile traffic

64%

Cross-channel performance needs to be measured by individual channel and across channels.
the trend of declining store revenue and
increasing online and mobile revenue to
continue. Through 2015, they expect store
revenue to decline by 3% per annum, online revenue to grow 6% per annum and
mobile revenue to grow 48% per annum.
Social media is seen as an enabler to
customer engagement across channels,
and it is now fairly clear where you should
be in social. While the stock markets have
tempered their expectations from Facebook since the company’s IPO listing, its
reputation as the next frontier of customer
engagement remains strong among survey
respondents, with 98% including it in their
top customer engagement channels. Twitter follows with 74%, and Pinterest – in
recognition of its growing popularity – is
third at 56%.
Interestingly, Foursquare (7%), the
location-based social networking service,
and Shopkick (2%), the location-based
mobile coupon and promotions app, were
rated the lowest.
Though the share of stores’ revenue
contribution is steadily declining, it continues to be the largest contributor. Rather
than the oft-predicted demise of the store,
we see a rebirth and retooling of the
store’s role and relevance in the new crosschannel world — a store that is a delivery
hub, a lynchpin of localization, and a fun,
technology-enabled shopping experience.

Outlook for 2013
We asked retailers to identify the top

cross-channel technology trends that they
are actively tracking today in preparation
for deployment within 12 months.
• Mobile (38% of respondents)
• Consumer mobile (18%)
• In-store tablets & POS (13%)
• Payments/NFC (8%)
• Cross-channel integration (22% of
respondents)
• Integrated order to cash/order
management process (11%)
• Delivery (11%)
• Loyalty program & CRM (11%)
• Analytics (8%)
Over the next 12 months, retailers
will look to strengthen their foundation
through tighter integration of cross-channel processes and technology platforms.
Mobile will continue to reign supreme in
terms of increased adoption by consumers
and the enterprise, and increased revenue
contribution. E-commerce could see a second coming, given retailers’ planned investments. And social media will continue to be
opportunistically integrated across channels.
What remains to be seen is how aggressively retailers will utilize this foundation
to take steps towards true cross-channel
integration, including setting up the
right organizational structure, instituting
metrics that measure cross-channel effectiveness, and setting up shared technology investments across channels. It is on
these grounds, we believe, that the battle
for cross-channel supremacy will be fought
and won. •

Gaurav Pant is research director for Edgell Knowledge Network (EKN), a peer-driven, practitioner-reviewed approach to research and community. EKN uses market
research in a portal, offering methods to learn, network, and interact in ways not
currently available in the market.
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Looking for a better way to
connect with your customers?

Meet them in the aisle with Starmount solutions.
We bring the richness of the Web and the power of mobile into the store, where
retailers can create more personalized, relevant, and dynamic interactions with customers.
From mobile selling and omni-channel engagement to interactive kiosks and
digital signage, Starmount software solutions transform the store environment to
a more connected, engaging shopping experience that inspires customers to learn,
discover, and buy — anywhere in the store.

866.412.9587 | info@starmount.com | starmount.com
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Cross-Channel Strategies

Who Owns the Customer?
The growing power of the customer requires a high-level retailer response

T

here has been a power shift in
the consumer-retailer equation,
with the consumer firmly in the
driver’s seat. The consumer expects a consistency of experience across
all channels a retailer provides. Retailers
understand that for them to be relevant
to their customers, they need to be ready
to fulfill customer needs – discovering,
analyzing, purchasing and sharing –
whenever they want, and wherever they
are in the store, Web or mobile channels.

No Clear Ownership
Retailers agree that creating this seamless cross-channel experience is vital to
survival and growth. However, the disconnect between intent and action is immediately apparent when we see that close
to half of surveyed respondents report
there is no single owner for the customer
experience in their organization (46%).
Establishing a position such as this is
never easy, and may require navigating a
minefield of internal political equations.
It is no surprise then that 28% reported
ownership residing with marketing and
4% residing with e-commerce.
Regardless of how you look at the
numbers, one thing is clear – there is no
single, or even clear, definition in the retail industry of who is responsible for the
one thing that everyone agrees is critical
to success – customer experience.
The above data highlights an important but oft-ignored question – how
are retailers organized to tackle crosschannel, and how should they be? Addressing this question is as important as
the technical debate that typically surrounds cross-channel dialogue in retail.

6
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in which department does the top executive
responsible for customer experience reside?
2%

Don’t know
46%

2%

No single assigned person
responsible for customer
experience

Operations group

20%

Corporate group

4%

Cross channel
group/e-commerce
26%

Marketing group
Nearly half of retailers have not yet made it a priority to put an executive in charge
of the customer experience.

2012 revenue breakdown by channel
7%

2%

Mobile

Others

17%

Online
75%

Stores

Online sales continues to grow into a bigger slice of the overall retail revenue pie.
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Elevating the Cross-Channel Experience
With the right systems, data and approach, retailers and their customers both come out on top

Carolina Devia Angarita Director, Product Management,
Cross Channel, Ecomm.
Epicor Software Corporation

Q

How can retailers better leverage the
power of their e-commerce platforms
within the store environment?

DEVIA Angarita: Today’s consumers expect
a seamless, channel-agnostic shopping experience through which they browse, compare,
order and manage merchandise on their own
terms. As a result, today’s leading retailers are
leveraging technology that delivers that experience, by enabling online channels and even
their customers’ own devices to serve as fluid
extensions of the store and business as a whole.
That means letting customers order online and
pick-up and return in any store, collect and use
loyalty rewards in any channel, and even complete in-store transactions with their own smart
phones or tablets. It also means giving associates the power of wireless, enterprise-wide
connectivity so they can quickly go online to
locate and order items across channels.

Q

Cross-channel retailers require higher
levels of data visibility across their
enterprises in areas such as inventory
and order management. What criteria
should retailers use to determine which
departments or functionalities need top
priority?
DEVIA Angarita: Key criteria shaping functional and/or resource priorities include:
• Gross Demand, measured against
		 budget, to determine total spending per
		 merchandise category;
• Gross Margin Ratio, to ensure profit by
		category;

• Customer Returns Ratio, to help measure
customer satisfaction and define in-store
		 vs online assortments;
• Average Order Value and Price, to
		 understand item category trends and
		 manage inventory levels;
• Selling expense to sale ratio,  to manage
		 the cost of sales per product category;
• SKU velocity, which aids DC design as
		 well as order distribution and inventory
		 control; and
• Supply and Demand, so buyers and
		 allocators can understand which
		 out-of-stock products are queried the
		 most per location.

Q

How can cross-channel retailers more
effectively leverage their inventory investment even if the inventory remains
segregated along channel lines?
DEVIA Angarita: It bears repeating that
channel integration should be a primary goal
for any retail still running siloed systems. But
until that happens, brick and mortar stores
should be leveraged as fulfillment centers for
ecommerce orders. Similarly, when a customers’ desired item is out of stock in one location,
a single inventory stream that is virtualized for
each channel can provide an enterprise-wide
view of where that item is available. Another
useful practice is to measure profitability
across channels as a KPI. This eliminates “apples to oranges” comparisons when forecasting, helps identify where additional inventory
will generate the most profit, and aligns inventory across channels.

Q

What are some of the most effective tools/
procedures for retailers to harness insights from social media-generated data?
DEVIA Angarita: Effectively collecting,
managing and analyzing social media data

depends on engaging the resources and expertise of IT staff, to identify and deploy the
best available applications and ensure that
data can be made available from marketing to
other retail departments such as merchandising, planning and store operations.
Once those tools are in place, the data can
be used first and foremost to improve CRM;
specifically to track customer preferences
and refine segments. This capability may be
optimized with the use of Natural Language
Processing tools, which help interpret informal expressions. For marketing, it’s also
useful to quantify the interaction among traditional media/campaigns and social media
activity.

Q

What do you see as the biggest challenge
retailers face in becoming truly effective
cross-channel operators?

DEVIA Angarita: One of the biggest challenges is to incorporate cross-channel as
a culture, not just a technique, and to ensure that it becomes deeply rooted in the
corporate DNA. Toward this end, retailers
must focus on the fact that improving crosschannel capabilities is ultimately about being able to deliver a better experience and
more value to their customers, aligned with
their lifestyles, technology and expectations and supported by the right strategies
and supporting technologies. Retailers must
also remember that cross-channel retailing is not just about integrating systems but
also about collaborating effectively across
all business units. Both aspects of crosschannel retailing must be incorporated into
the core business strategy, championed by
the CEO and the executive committee, effectively communicated to company associates
at all levels, and included in performance
measurement. l

Epicor Software Corporation provides advanced solutions for retailers seeking to streamline processes, integrate channels, leverage intelligence and inspire customers, to maximize profitability. Our end-to-end suite
is designed to meet the evolving merchandise and service expectations of today’s connected, cross-channel
shoppers, and the business requirements of the most demanding softgoods, hardgoods and specialty retail
environments. For more information, write to retailinfo@epicor.com or call 800-992-9160.
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Cross-Channel Strategies

In the near future, we see the emergence
of a strong leader responsible for the
cross-channel customer experience. This
can be a strong differentiator for retailers, especially those who move early.

Changing Revenue Mix
As we look at the three components of
the cross-channel experience – store,
online and mobile - the broad trend in
revenue growth remains the same. The
store is dead; long live the store. For all
the talk about the growing irrelevance of
the store, surveyed retailers indicated a
less than anticipated drop in the stores’
share of cross-channel revenue when
comparing 2012 numbers (75%) with
2015 projections (69%).
That is to say, brick-and-mortar retailers will continue to bank on stores to
be their breadwinners. Mobile and online
both get a bump, with mobile expected
to experience 100%-plus growth given
its relatively small current base compared to online.
All three channels are relevant to
success and retailers have no choice but
to excel at each in a comprehensive way
rather than as separate channels.

E-commerce Is the New POS?
Over the course of the last few years, we
have observed an interesting question
come up more than a few times – since
e-commerce lies at the heart of crosschannel retailing, could it replace the
POS as the primary transaction platform
across channels? Survey respondents
were asked what their primary transaction platform for the future would be.
More than half (55%) responded that
they would use multiple, channel-specific platforms. Another 31% said they
would use their e-commerce platform,
while 14% would use their POS software.
A few years back it would have been
blasphemous to even suggest that an
e-commerce platform would replace the
POS, but this thought is gaining ground.
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2015 revenue breakdown by channel
20%

Online
5%

Mobile
69%

6%

Others

Stores

By 2015 the mobile channel will become a major revenue source reaching 5% of sales.

Primary future transaction platform across channels

31%
55%

E-commerce
platform

Multiple, channelspecific platforms
14%

POS software
Cross-channel executives feel comfortable in making the e-commerce platform the
primary transaction engine.

With the success of wide-scale mobile
POS deployments at Home Depot, and
more recently the news that Nordstrom
might do away with fixed POS units altogether in their stores, this trend is something retailers should sit up and take notice of. There is merit in evaluating how
e-commerce and mobility can unchain
your POS and provide greater flexibility
and support for cross-channel processes.
It is a tough cross-channel world.
Retailers are no longer only competing
with Bob’s down the street or whoever is
the leader in their format. They are competing head to head with Amazon and

the many other e-tailers that are never
more than a click away.
To succeed, retailers must establish the right organizational structure
to drive cross-channel and excel in all
three channels (store, online, mobile).
Offering the best in-store experience has
to be complemented by a strong mobile
strategy; having a great online presence
has to be supported by an integrated
store. This excellence in integration has
to be driven to meet consumer expectations, as well as a strategy to more
effectively compete with the pure-play
e-tailers like Amazon. •
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PivotLink CMO Joe Dalton shares new ways
to stay relevant to your customers and
improve marketing results with analytics

Joe Dalton
Chief Marketing Officer
PivotLink

Q

How can customer segmentation increase customer loyalty and revenue?
Dalton: When I last sat down with RIS, we
explored the critical role of analytics in accelerating customer-centric strategies for retailers. Today, retail marketers are applying innovations in Cloud analytics and best practices
to create a more sophisticated and accurate
picture of their customers – one that looks
not only at past purchases, but at what drives
their purchases and how their lifestyle influences those decisions. These insights lead
to more personalized and relevant marketing
campaigns that yield more profitable, longterm customer relationships. We’re excited
to showcase a lot of new customer analytics
strategies and success stories at our October
Customer Analytics Summit.

Q

What can a retail organization do once it
knows who its cross-channel customers
are, what they purchase and how often
they purchase?

Dalton: The number one challenge for retail
marketers is driving insight from massive volumes of data so they remain relevant to their
customers. A CMO study from RSR Research
recently linked four of the top five challenges
to analytics – both front-end customer in-

sight and back-end campaign/tactics.
Viewing customer transactions from POS
data is only the first step. Omni-channel retailers can now fold in new data to enrich their
understanding and develop more targeted
messages and offers. Freshpair is a great example of an online retailer that has raised the
bar by applying the latest segmentation and big
data analytics approaches to create authentic customer relationships based on how their
customers view themselves in terms of lifestyle
and image, not just what they purchase.

Q

How can retailers use external data
sources to augment their internal crosschannel data?

Dalton: One of the biggest breakthroughs is
the ability to merge first-party (internal) data
with vast sources of third-party data and use
advanced analytics to create a more holistic
view of customer demographics and lifestyles.
Marketers can associate store traffic and reviews, social media activity, weather influences, product reviews, and brand sentiment.
Look for software-as-a-service (SaaS) providers with experience relieving retailers from
the daunting data integration tasks typically
associated with third party data usage.

Q

As retailers plan to adjust to Big Data
capabilities, what should they be focusing on first?
Dalton: The retail industry is the largest producer and consumer of big data, yet many technologies focus on the semantics of how data is
structured and stored instead of making it easy

for business users to leverage that data for
more informed and accurate marketing decisions. Now that retailers have addressed
supply-side systems for sales, inventory,
pricing, warehousing and logistics, they can
shift their focus to using the data they collect
to create demand and build customer affinity
for specific products on a broad scale. Retail
Chief Marketing Officers can now leverage
integrated tools that make it easy to plan,
execute and analyze their online and offline
marketing programs to determine which are
more effective than others and incorporate
that learning to optimize the ongoing marketing lifecycle.

Q

Where are customer analytics headed in
2013?

Dalton: Consumers have more choices than
ever before and analytics-savvy retailers are in
a great position to harness that data to better
understand them and keep them coming back.
Retailers are investing in applications that help
them plan, execute and measure marketing
and advertising activities that directly impact
customer loyalty, performance and customer
acquisition effectiveness, resulting in measureable and optimized marketing spend.
As we head into 2013, it’s exciting to see
more customer-centric retailers achieving
true, end-to-end marketing optimization using analytics solutions that deliver a comprehensive view into omni-channel consumer
behavior, customer performance, marketing
program effectiveness and marketing portfolio attribution. l

PivotLink is the leading provider of consumer marketing optimization applications delivered via SaaS.
PivotLink serves retail and retail-related customers such as Car Toys, Kelly-Moore, Party City, Shaklee
and Timbuk2. PivotLink’s on-demand analytic solutions offer business users a comprehensive view of
omni-channel consumer behavior, customer segment performance, marketing program effectiveness
and marketing portfolio attribution. www.pivotlink.com
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store strategies

Rebooting the Store
Store fulfillment capabilities and local presence become cross-channel differentiators

I

n the world of cross-channel conversation e-commerce gets the
glitz, mobile gets the buzz, and
stores get the rap. Many articles
have been written about the demise of
the store, and the recent trend of showrooming has only amplified this line of
discussion. In a moment of vulnerability, stores might ask their cross-channel
girlfriends, “Do I look fat?”
Stores have often been cited as the
main bottleneck in executing crosschannel strategies, as they are the hardest to integrate – from both a technology and process perspective. Case in
point: the majority of retailers (56%)
have no or minimal integration between
their POS and e-commerce platform,
while 23% have no integration at all.
Only 13% have tight integration.
There is a need to re-examine how
and where stores fit into the overall
cross-channel experience. The ubiquitous “store of the future” concept
doesn’t need re-imagining as a showcase
of technology bells and whistles; rather,
it needs a reboot in terms of customer
utility.
Our analysis and qualitative feedback
from retailers suggests the cross-channel store of the future will need to be:
• A delivery hub: Retailers need to
leverage their huge store network to deliver product that they have anywhere in
their system and faster than their competition (read Amazon). In addition to
making relevant products available on
the shelf, the store needs to be enabled
to act as a delivery hub and enable features like buy online/pick up in store,

10
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level of integration between pos & e-commerce platform
23%

None
33%

Minimal integration
(one-way passing
of data)

13%

Tight integration
(bi-directional
data, one master
database)
31%

Moderate integration
(shared data)
A majority of retailers have no or minimal POS/e-commerce platform integration.

23%

ship from another store
promotions linked to the
and same-day delivery.
local high school basketEven though 41% of reball team, served to online
tailers currently don’t offer
customers earlier than a
of retailers have
in-store pickup of online
pure online retailer, can
no integration
orders, a fairly healthy
make an impact. In addi37% do. This group of between their POS tion to deploying social
and e-commerce
leaders will set the agenda
listening platforms, retailon how delivery needs to
ers need to continue to
system
evolve, and delivery will
seek out information and
define the next phase of
feedback locally to custhe cross-channel evolution.
tomize their offerings.
• A lynchpin of localization: While
• One with its online avatar: The
online retailers localize their assortstore will not be just a physical location
ment based on IP addresses and online
that exists in a strip mall somewhere, it
behavior, brick-and-mortar retailers
will have its own online instance and
have the additional benefit of boots on
be tightly integrated into the overall
the ground. Utilizing the stores to get
online commerce and engagement strata pulse for local tastes is important.
egy. This will mean offering a range of
Something as simple as products and
products that are not available in the
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What is the future of multi-channel retailing?
Survey shows what consumers really want in a multi-channel world

Chris Lybeer
Vice President and General
Manager of Retail Marketing
and Mobile Solutions,
NCR Corporation

Q

The retail landscape has faced many
changes and uncertainty. How does NCR
strategically address the changing market and value to retailers?
LYBEER: Retail is rapidly evolving. Consumers
have taken the center stage in the experience.
And you see many vendors consolidating, leaving many retailers to wonder if they can count
on these partnerships. Luckily for our retail
partners, NCR’s heritage is based on innovation
and commitment to retail. Our success began
128 years ago with the retail cash register. And
we’re here for the long- haul, helping automate
how retailers and consumers interact.
In response to our retail strategy, we deliver
value to our retailers by continuing to innovate
within the store and beyond by focusing upon
the greater multi-channel experience. With
NCR’s converged retailing, or NCR’s c-tailing™
solutions, retailers can provide consumers a
ubiquitous experience based on where and
how they want to interact.
We pride ourselves in understanding the
consumer, and we annually do research to
inform our strategy, innovation and solution
roadmaps. NCR commissioned The NPD Group
to conduct a benchmark consumer study to
gather data in nine countries to determine
which multi-channel capabilities were most
desired by consumers. NCR’s Customer Experience Consulting group then assessed which
capabilities were currently provided by the
industry-ranked top retailers and those retailers cited as “favorites” in the NPD consumer
study. (NCR Global C-tailing Research 2012.)

We gained valuable insights that will allow us
to continue to provide strategic direction to our
valued retail partners.

Q

Tell us about the key learnings you uncovered in the benchmark study?

LYBEER: One example happens to be a major
solution focus for NCR, the coupon to card feature. Our research revealed the importance of
having coupons applied to frequent shopper/
loyalty cards, instead of having to carry paper coupons: 78% of North American grocery
responders want this feature, but only 35% of
North American grocery retailers are currently
providing it.
Total coupon savings in 2011 exceeded $4.6
billion1 and ranged from instant redeemable
savings to multi-part offers. The popularity and
disparate sources has caused retailers to set
parameters on what they will/won’t accept, and
it has increased the importance of partnering
with third-party content providers. This consolidation has resulted in more offers on a retailer’s
site and a greater volume of offers for customers to opt into electronically.
NCR Advanced Marketing Solution coordinates electronic opt-in (coupon to card) and
any associated loyalty (points, etc.) and connects them with the retailer’s touchpoints, so
that the customer is able to redeem, view and
manage their profile online at a retailer’s traditional POS, mobile or self-service touchpoint.

Q

and we expect this percentage to continue to increase. Today’s consumers are time-starved and
digitally enabled, so they are receptive to new
ideas that can maximize their time and make it
faster, easier and more convenient to shop.
We polled consumers and found that 26%
of non-grocery and 44% of grocery consumers would like to scan items while shopping
and pay for them without waiting in line. As the
global leader in self-checkout, we view in-aisle
scanning as a logical and complementary extension of self-checkout. It’s just another convenient option for consumers who prefer selfservice, want to save time, and be in control of
their shopping experience.

Q

Does the increasing smartphone penetration signal the end of in-store selfservice kiosks?

LYBEER: That seems like a logical assumption;
however, that’s not what we are seeing in the
marketplace. Redefining the “customer experience” has been a push in the retail industry
for the last few years, as retailers are focused
on driving store traffic, increasing customer
loyalty, and combating “show rooming” (when
customers browse in a store and buy online).
Studies indicate that 86% of consumers are
willing to pay more for a better customer experience—proving the importance of enhancing
the in-store experience.2 l

There’s been recent media hype about
consumers being able to scan items while
shopping and then pay for them without
having to wait in line. Is this capability something consumers are demanding,
and do you see this as a growing trend?

To learn more, visit NCR at the National Retail
Federation (NRF) show on Monday, January 14,
at 1 p.m. for a Big Idea’s speaker session entitled:
Beyond multi-channel retailing, revealing what
global consumers say they really want in a multichannel world.

LYBEER: In North America we found that 52% of
consumers are using their smartphones while
shopping to perform a variety of functions,

References
1
2

Statistic Brain
Rightnow.com – Customer Experience Impact Report 2011

NCR Customer Experience Consulting conducted a benchmark study to gather data in North America to
determine which of the multi-channel capabilities selected as most desired by consumers were currently
provided by the “top” and “consumer favorite” retailers (NCR Global C-tailing Research 2012). NPD was
commissioned to complete 300 surveys in North America with grocery and non-grocery retailers gaining
insights into multi-channel service offerings.
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store strategies

store via the endless aisle concept, and
having a separate identity on social networking sites.
• A fun and digital experience: On
the one hand, socially active, mobilesavvy, always-on consumers demand a
more fulfilling store experience. On the
other, it is easier than ever to disappoint them, with their expectations
spoiled by richer online experiences and
access to product knowledge at their
fingertips. Retailers will need to activate a few key capabilities in stores to
provide a sticky experience. These include personalized sales and customer
service, richer product information via
sales associates and digital displays, faster checkout via mobile points of
sale, and integration of
social chatter and mobile
convenience in the store
of retailers
environment. Toward this
don’t offer
end, retailers are already
in-store
beefing up the technology
pickup
in-store to drive the experience: 48% have interactive displays, 40% have digital coupon
readers, and 30% provide QR code scanning and shopper WiFi. NFC (Near Field
Communications) deployment is low, but
other payment methods are coming to
the store soon.
The most transformative element
in the store will be mobility; not just
enabling customer mobility through
apps, aisle trackers, location-based
rewards and coupons, but store mobility. Mobility enables the store to drive
efficiency in processes, and for store
associates to be more informed so they
are able to drive a higher level of personalization. Knowing that the last
tangerine tank top is still available in a
size 6 in the backroom, and having the
execution ability to hold it for a
customer to pick up, is a win.
The demise of the store has been
greatly exaggerated, and these bread-

41%
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Where are items purchased online picked up?

35%

41%

Store of
customer choice

Do not
curently offer

2%

Retailer designated
store
10%

12%

Distribution center

Fulfillment center

Nearly two fifths of retailers are moving to make stores delivery hubs
for online purchases.

The ubiquitous “store of the future” concept
doesn’t need re-imagining as a showcase of
technology bells and whistles; rather, it
needs a reboot in terms of customer utility.
Which in-store digital capabilities do you
currently deploy chainwide?
Interactive displays

48.1%

Digital coupon reading

40.7%

QR codes
Shopper WiFi network access
Shopper check-in (Shopkick,
SMS Text, mobile app, etc.)
Near-field communication at POS

33.3%
29.6%
7.4%
3.7%

Interactive displays and digital coupon reading are headed toward
mainstream adoption.

winners of retail aren’t going out of style
anytime soon. The evolution of what a
store is meant to be in a cross-channel

world is what retailers will need to think
about, along with how they can increase
their share of the cross-channel pie. •
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Enterprise Data Model Facilitates
Cross-Channel Analytics
Nexvisionix Retail Intelligence delivers cross-channel analytics integrating internal & external data

Rick Dutta
CEO
Nexvisionix, Inc.

Q

What are the biggest business intelligence/analytics challenges faced by
today’s cross-channel retailers?
DUTTA: The biggest challenge may be bringing the data from all the channels the retailer
operates together to facilitate cross-channel
analytics and business intelligence. Only when
that capability is implemented can the true
value of all the retailer’s data be fully leveraged
for merchandising, marketing, and customer
analytics. Being able to further enhance that
combined internal data with external shopping,
demographic, psychographic and social media
networking data extends its value to the organization significantly. A comprehensive retail
enterprise data model, the platform on which
the nexvisionix Retail Intelligence application
suite is built, facilitates a retailer’s ability to accomplish both these goals.

Q

Cross-channel retailers require higher
levels of data visibility across their enterprises for a number of departments
and functionalities. What criteria should
they use to prioritize which areas they
should focus on first?
DUTTA: Each retailer will have different areas of data visibility that are underdeveloped
within their organization that, if enhanced, can
provide significant opportunity for their business. Whether it is localizing assortments by

market or channel, understanding behaviors
of multi-channel versus single-channel customers and determining the effectiveness of
different messaging and offers that resonate
with them, or taking learnings from one channel and applying them to the other channels,
the ability to perform cross-channel analytics
is key. Not only can these analytics help identify opportunities; they can then be utilized to
measure the results of the retailer’s initiatives
and subsequent fine-tuning.

Q

Have retailers been able to gain valuable,
actionable insights from social mediagenerated data? Which tools/techniques
are proving most effective in this area?
DUTTA: A number of retailers are now incorporating external social media networking data
with their internal product and customer data to
validate insights and action plans built around
localized assortments, allocation and replenishment priorities, and cross-channel pricing
and promotion plans. There is a huge opportunity for retailers to utilize this data to gain
a near-real-time understanding of customer
response to these initiatives and develop their
subsequent reaction to that response. There
may be an even bigger opportunity to tap social media “influencers” to become members
of a virtual focus group for the organization.
At nexvisionix, we are providing these added
capabilities as a “service”, which allows the
retailer to gain the benefits without a large upfront investment in technology and personnel.

Q

What are some of the key benefits retailers can get from role-based analytics, particularly in enterprises operating across
channels and with multiple touchpoints?

nexvisionix provides insight driven analytics through defined decision-making process flows called
GamePlans® for retailers and brand companies. Our dynamic recommendation-driven analytics provide
Analytics to Action by bringing together a 360o view of your organization’s operations, from your Suppliers to your Customers, and incorporating external and social media networking data. nexvisionix offers
the most comprehensive set of pre-configured analytics across all retail functions – Merchandising, Supply Chain, eCommerce, Stores and CRM.
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DUTTA: Each decision-maker in a retail organization has a scope of responsibility and goals
that are unique to their role. With pre-packaged
role-based analytics, the nexvisionix Retail Intelligence application suite provides the crossfunctional information each role needs to make
their decisions. In addition, nexvisionix Retail
Intelligence ties those analytics together into
Alerts and GamePlans that help retailers implement consistency in addressing their business
priorities and processes in the decision-making
executed by those individuals, doing it in a way
that supports the company’s business strategies and objectives. These capabilities are also
accessible anywhere an individual may need
to work through the platform’s built-in mobile
device support.

Q

What impact will increased computing
power and Big Data-sized data sets have
on retail operations in the near future?
DUTTA: Retailers will need to have a very
strong enterprise data model with analytics
that are pre-integrated to external data sources
to effectively leverage and take advantage of
the capabilities that can be derived by combining their internal data from multiple channels
with external shopping, demographic, psychographic and social media networking data.
Speed is a key component in how agile retailers
compete. The ability to quickly convert Big Data
into actionable insights that allow the retailer
to better serve their customer will successfully
differentiate the retailer while building loyalty
and strong customer relationships. The retailer
should plan for continued investment as their
success with these new capabilities grows,
because the questions that follow will become
increasingly complex. l
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e-commerce strategies

Expanding Digital Horizons
Mobile, social and customer analytics converge in new e-commerce platforms

T

he online channel remains the single most important channel in the
cross-channel mix in terms of driving both revenue and customer engagement, and the e-commerce platform is
its central nervous system.
From being just a pure commerce engine in the late ‘90s it is evolving into
a flexible and dynamic channel management system. For some, it is even a viable alternative to the mighty POS as the
transaction platform of choice across
channels. The dynamic and hyper competitive world of online retailing has
forced retailers to push these platforms
beyond what they were built for, and the
results have been largely rewarding.

plans to upgrade current E-commerce platform
17%

No plans
4.3%

>36 months

48.9%

Within 12 months
29.8%

12-24 months

A Storm Is Coming
We are about to see a huge e-commerce
re-platforming wave in the next 24
months, with 79% of retailers looking to
upgrade their existing platforms during
this time frame; 62% of them have an
even more immediate goal — the next
12 months.
Looking ahead, capabilities in the
following areas will be important for
retailers to look at when considering a
new platform:
• Mobile integration
• Social integration (integration
& management)
• Customer management
• Advanced analytics
• Business process support for key
areas – i.e. distributed order
management.

Social Selling
Mobile is having a major impact on
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The risk of falling behind is so great that nearly half of retailers will upgrade their
e-commerce platforms within 12 months.

e-commerce, but it is covered in the section on page 18, so we won’t cover that
in much detail here. Instead, let us take
a look at social selling, the only trend
beating out mobile in terms of buzz.
Current retailer websites are already
well integrated with two clear leaders in
social media and community – Facebook
(79%) and Twitter (83%).
These two engagement channels are
being used to drive two-way conversations with customers, offer targeted
promotions and as a tool for customer
service. Twitter has been a particularly
effective tool in conversing directly

80%

of retailers will upgrade
their e-commerce platforms
in the next 24 months

with an individual customer and for offering a customer service alternative.
While most large retailers use it as a
tool for outreach and public relations,
a few have started experimenting with
store-specific Twitter accounts.
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Successful All Channel Retail
Co-opting Showrooming, integrating Supply Chains, and everything in between…

Kelly N Barnes
Sr. e-Commerce Solutions
Architect

Q

Clienteling software is often mentioned
as a multi-channel way to personalize
the shopping experience, but how does it
work in practice and what’s required?
Barnes: Clienteling places advanced, hightouch Customer Service capabilities into the
hands of any Sales Associate, including the
ability to personalize the shopping experience
with relevant, appropriate recommendations
and information. Clienteling accomplishes this
by providing 360-degree visibility into every
customer’s purchase history, preferences, and
information – across all selling channels. Automation of Clienteling activities (auto invite customers to come in and receive a special offer
on their birthday for instance) can be achieved
when Clienteling is combined with RedPrairie’s
Relationship Marketing product. Clienteling
runs on the same platform and database as the
rest of RedPrairie Commerce and is a browserbased application, thus the only requirement to
run it is an iPad/Tablet and a desire to service
customers exceptionally. Clienteling can be
easily integrated with any external data source
as well, thus customers using a Commerce
platform other than RedPrairie Commerce can
also take advantage of its advanced Customer
Service capabilities.

Q

What is the impact of multi-channel
commerce on marketing and what technology tools are especially useful to
marketers today?
Barnes: If the intention of All Channel Commerce is to connect, enhance, and unify the

user experience across selling channels (and it
is), then Marketing must be considered as one
component in closing the All Channel loop. Marketing must endeavor to ensure that Promotions and Marketing Messages are consistent
across channels in order to help truly connect
the customer experience. Additionally, today’s
internet-enabled customer expects a relevant,
personalized experience – regardless of channel. Marketers must pursue closed-loop strategies with data analytics in order to achieve
this goal. Integrated, All Channel Commerce
platforms like RedPrairie Commerce offer Marketers integrated toolsets with advanced capabilities in these areas, including Clienteling,
Relationship Marketing, Store Center, Customer
Engagement Manager, and integrations to products like Google Analytics and Omniture for advanced data-analytics capabilities.

Q

If a well-tuned supply chain is one of the
secrets to be an effective retailer today,
what can retailers do to become allchannel ready?
Barnes: Rapid receiving, enterprise-wide
inventory visibility, and fast, accurate fulfillment are critical ingredients in a successful
All Channel Commerce recipe. Integration of
supply chain applications and systems with an
All Channel Commerce platform like RedPrairie
Commerce is key if the supply chain is to be
successfully incorporated into an All Channel solution that is holistically complete. In the
world of Buy Anywhere, Fulfill Anywhere Commerce, the ‘Fulfill Anywhere’ is a critical piece
of the overall equation. The first step in completing this equation successfully is getting enterprise inventory visibility across all fulfillment
sources – to include stores, warehouses, vendors and 3PL’s. This in turn leads to better utilization of inventory across the enterprise and
raises fulfillment rates, which in turns reduces

backorders and increases customer service
satisfaction rates.

Q

What technologies and strategies can
retailers adopt to ensure that embattled
stores survive and thrive?
Barnes: Perhaps no single trend illustrates the
concept of “embattled stores” better than the
phenomenon of “Showrooming” whereby consumers come to a store to touch, feel, and interact with products, only to consummate the purchase with an online-only retailer like Amazon.
com – usually while still in the store. Retail stores
are still a positive, however, as foot traffic is the
first step in converting a sale. But retailers must
bring more to the transaction than just product
and price. They must adopt strategies, such as
All Channel Commerce, High Touch Customer
Service, “Pop-up Stores”, In-store Experiences,
Gamification, Geo-Fencing, and QR Codes, that
will connect the customer experience and hopefully co-opt the Showrooming process.

Q

In some ways the store associate is the
forgotten resource in multi-channel retailing. What can retailers do to better
manage their workforces in the age of the
digital consumer?
Barnes: Cost of labor and optimization of
staffing levels continue to be two of the biggest
concerns for retailers — even in the digital age.
Unfortunately, these elements are still often
managed with outmoded and outdated spreadsheets and other “manual,” somewhat anachronistic approaches. In order to abandon those
staffing spreadsheets once and for all, retailers
need the assistance of modern, integrated, All
Channel applications and systems like RedPrairie’s Workforce Management product. Solutions like RedPrairie WFM bring the power of
the digital age to bear in effectively managing
labor costs and staffing levels. l

For more than 35 years, RedPrairie’s best-of-breed supply chain, workforce, and all-channel retail solutions have
put commerce in motion for the world’s leading companies. Installed in over 60,000 customer sites across more
than 50 countries, RedPrairie solutions adapt to help ensure visibility and collaboration between manufacturers, distributors, retailers, and consumers. To learn more about how RedPrairie solutions can optimize your
inventory, improve employee productivity, or increase sales, visit RedPrairie.com or email info@redprairie.com.

CCS_adv_1012_RedPrairie.indd 1

9/21/12 11:04 AM

2012 Cross-Channel Tech Trends Study

e-commerce strategies

A retailer’s e-commerce presence
and customers’ preferred social media
destinations are both ultimately online. The hard wall between the two is
invisible to the customer, and therefore
there has been a push toward offering
a seamlessly integrated experience. We
define social commerce not only as enabling transactions via social channels
but also embedding social elements into
e-commerce sites to increase the overall
stickiness and engagement. As much as
social media must drive commerce, so
must commerce become more social.
Currently 36% of retailer websites
provide the ability to share comments,
21% provide the ability to share images,
and 14% the ability to share videos.
The ability to rate products and share
reviews or comments is the most important social feature to embed on your
website as it directly impacts conversion. The other elements are good to
have, but should be implemented as
part of a broader social engagement
theme. For example, the ability to share
images needs to be linked to sharing
crafts projects or sharing dress designs,
and should finally be integrated with
Pinterest and Facebook.

Customer Management
and Analytics
As retailers try to identify a customer
across channels and deliver greater personalization, customer management and
analytics become even more important.
The definition and setup of what a
customer is in a cross-channel world and
how he or she is uniquely identified is
an important structural question that
retailers will need to address along with
their e-commerce refresh. The advanced
analytics capabilities that will enable
this include integrating various data
sources, handling unstructured data and
providing the ability to create microsegments and conduct advanced person-
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which social media sites and features have you embedded
in your website?

Twitter

83%

Facebook

79%

Pinterest

38%

Google+

29%

You Tube

29%

Comments

36%

Images

21%
14%

Videos
Gamification
Product Sets

7%
2%

It’s a Twitter and Facebook social media world, although Pinterest shows signs of
crashing the party.

alization on the fly. There is also merit
in exploring Big Data proof of concepts,
to drive some of the advanced personalization functions.

Business Process
Retailers should look to support a number of order and delivery managementrelated business processes out of the
gate, from “order online, pick up in
store,” to “order in-store, deliver to
home,” to what is emerging as the biggest investment area in e-commerce –
same-day delivery.
This is a second coming for e-commerce. Retailers will do well to learn
from the experience of the past, yet take
strides to truly make this the platform
of the future. A few key success fac-

Facebook and Twitter
are the dominant
customer engagement
channels. Pinterest is
the fastest emerging
alternative

tors emerge – tightly integrating with
customer data to drive a personalized
experience, making e-commerce more
social, mobile enabling and optimizing all functions available on the Web,
and re-examining the order and delivery
management process. •
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Make iT an Omni-Channel Conversation
Harness the Power to Delight Your Customers and Prospects

Curtis Roll
Director, Retail Solutions
Genesys

Q

How have today’s digital shoppers and
mobile devices altered the traditional
path to purchase that used to be thought
of as the foundation of retailing?
ROLL: Today’s digital shoppers have a variety of ways to purchase goods and services,
including in-store, Web, mobile, kiosk and
through a retailer’s contact center. Though
these channels may be disruptive to the ‘traditional’ foundation of retailing, it is clear that today’s consumers not only prefer these emerging channels but actually choose to use them
in combination, throughout a single transaction. We see the starting and ending points for
a purchase vary by target group, items being
sold and type of goods. Retail leaders are striving for a cohesive conversation regardless of
channel or entry point and require a differentiated solution to solve that challenge.

Q

What is the impact of “showrooming”
on stores and should retailers fight it or
embrace it?

ROLL: Showrooming has been an issue for
traditional retailers and their margins. We
now see shoppers, like the millennials, so
well connected by access to multiple mediums that brick and mortar stores are no more
than a showroom to pick out their favorite
items before going online to find the best
deal. Electronics retailers have struggled
with this for years and a few are responding
with strategies on how to engage with the
shopper who may be “showrooming” in the

moment, via a variety of strategies to convert the sale while they are in the retailer’s
store. Retailers need to understand who is
in the store, when they are price shopping,
and provide the ability to offer a proactive
engagement via a video session, chat or
a “chaperoned shopping experience”. This
can all be supported on a customer’s own device (BYOD - Bring Your Own Device) or via a
kiosk or in-store tablet, with rich integration
into a retailer’s online systems. With the advent of free wifi, geo-fencing, digital signage
and other technologies, retailers have the
ability to support these in-store conversations with full context, tying into a customer’s
historical relationship and preferences.

Q

Loyalty is worth fighting for since the cost
of acquiring new customers is so high.
What can retailers do to drive loyalty today?
ROLL: Retailers have many programs to capture and reward loyalty. We support and enhance these programs by allowing retailers
and their customers to configure “preferences” within our Omni Channel Suite. They
can define their customer experience across
a retailer’s enterprise one time and have these
preferences applied across shopping channels. For example, a traditional customer,
comfortable with making purchases in the
store or through the call center, may sign up
for voice alerts to notify them of sales events
and also receive them via email. They may
elect to define their experience via a voice
menu. The millennial, on the other hand, preferring multiple interaction mediums, may
create a plan where they can mix and match
their experience based on the interaction. As
a whole, consumers are becoming more so-

cially active and retailers need to be able to
identify and act on social trending (via, Twitter,
Facebook, blogs, Pinterest, etc) to serve them.
This entails not simply listening but monitoring
social sentiment, integrating this detail with
the entire customer conversation and then
delivering that complete context to any associate they may interact with, to deliver exceptional customer service. A customer’s social
interaction and the context of their engagement can be available to the retailer to drive
positive and relevant experiences. On the
inverse, when something goes wrong, retailers should be equipped with immediate and
actionable steps to ensure they connect their
best asset to the consumer who may feel that
they were left short. Our solutions allow retailers the opportunity to “change the game”.

Q

How can retailers join the conversation
with their shoppers and engage them
across channels?
ROLL: Retailers have invested in the best
technologies over time. Many have Omni
Channel executive committees focused on
creating seamless conversations across
channels. However, many of the best-ofbreed systems and platforms still suffer from
the multiple “shiny silo” challenge. Customers demand not only flexibility of interaction
medium, but the right to be recognized and
supported in a consistent fashion. Our approach is to create the most robust interaction and conversation platform and allow for
full integration into these existing technologies without being disruptive. A seamless
and cohesive conversation should bridge the
Web, contact center, consumer and employee mobile devices, social media and in-store
platforms, such as POS and kiosk. l

Genesys envisions a new interaction landscape that fosters a conversation with customers and prospects across any medium or location, maintaining context from beginning to end. The Genesys OmniChannel experience unifies activity on mobile devices, online stores, in-store kiosks and with product experts in the enterprise and storefront, enabling increased revenues and delighted customers.
See how at www.genesyslab.com/retail
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Year of Mobile Execution
Mobile commerce shifts from a nice-to-have to a must-have in 2012 and beyond

I

f 2010 was the year of discovering the promise of mobility and
2011 was the year of learning,
then 2012 has been the year of
executing. A tipping point for mobile
engagement was reached in 2012 with
58% of retailers now having both mobile Web and mobile app deployments.
Retailers clearly prioritized mobile Web
and apps as important customer engagement channels, but of the two apps
trumped mobile Web in terms of growth.
Web deployments in 2012 grew 50%
compared to 2011, while mobile app deployments grew more than threefold in
the same period. SMS capabilities grew
marginally, and weren’t the focus of any
concentrated investments.

58%

of retailers
have mobile Web
and mobile apps
Where Did Retailers Invest?
Last year, retailers were trying to address whether or not they should invest
in a specific mobile platform. This year
along with the growth in mobile Web
and app capabilities, 50% of retailers
now have a mobile-specific platform.
Now, let us drill deeper into the exact capabilities retailers invested in and
deployed in the mobile channel. The
most common features that have been
deployed are store locator, product locator (details and inventory) and product
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mobile presence hits a tipping point

2010

68%

2011

58%

2012

46%
29% 30%
14%
9%

Mobile Web

32%

14%

Mobile App

Text (SMS)

Mobile Web and mobile app deployments hit the mainstram in 2012 by penetrating
well over half the retail industry.

reviews. This set of features will become
the mobile DNA that all retailers should
offer. There is a drop in the deployment
of store locator and product lookup, but
this could be a function of the change
in the statistical makeup of the study.
The features that saw the most growth
this year over last were payments, product reviews and loyalty cards. Extending
commerce in the mobile channel is a big
step, because you are now providing a
customer the opportunity to purchase
wherever they are, whenever they want.
New payment methods are still evolving,
and in the future any combination of
payment methods may be used – from
existing online payment systems to ser-

2 top
trends

In-store mobility
and payments are
the most important
trends in 2013
vices like PayPal mobile, Square or NFC.
Foundational architecture and security standards will be critical to how
rapid and robust this adoption is. The
other point to note is that the customer
loyalty being driven in mobile isn’t the
traditional discount-based model but
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Driving towards Omni-Channel Vision
Peeling back the Layers of the Infrastructure

Rebecca Bucnis
Director Consumer 360
Teradata Corporation

Q

What is the Omni channel Vision that
retailers should strive for and how does
infrastructure play an important part in
supporting?
Bucnis: Omni-Channel retailing is the intelligent, relevant, seamless cross-channel marketing, selling and servicing of goods and services to consumers, where retailers provide
goods, at the right value at the right time to the
right customer, where ever the customer is. The
successful delivery of omni-channel retailing
ensures the optimization of customer needs,
where consumers can interact and view the
company at any time and place.
Ideal achievement of omni-channel retailing ensures the good exchange is based upon
a complete view of the customer, where the
supporting systems ensure effective, profitable delivery of goods and services to the customer, in exchange for loyalty and profitability
of the customer base.
Another way to say this in simple language
is: seamless availability of goods and services
to any customer at any time.

Q

When thinking about systems/infrastructure to support omni channel- is there a
methodology that retailers should think
about? Goals that they need to consider?
Bucnis: Omni-channel retailing is definitely
a journey and a goal state! As a good starting
points, retailers should understand where they

are and their end-state, so they can map a process to get there. As a guideline, below is a 3
step approach to addressing this.
1. INTEGRATE AND UNDERSTAND data across
multiple commercial channels or touch points
2. ANALYZE AND DISCOVER the value and
meaning of data – and learn the right lessons
3. ACT AND OPTIMIZE operations to lead the
business forward
In all cases, a retailer must start where they
are! Retailers really need to be able to manage any type of data, any time (even real time),
and anywhere (all channels).

Q

What are some examples or best practices that you see retailers implementing
to support omni channel strategies?

Bucnis: As mentioned, omni-channel retailing is
a journey. There are a few key areas that need to
be addressed from a retailing perspective. They
include customer knowledge and insight, product
management and availability, store operations,
analytic and data infrastructure to ensure seamless availability of goods and services.
Some best practices in these dimensions
include:
• Moving from selling products to servicing
		 customers i.e. from product-centricity to
		customer-centricity
• 360 degree view of customer or full view
		 of customer interactivity regardless of
		channel
• Customer interactive dialogues, with
		 personalized content and messaging
• Endless aisle availability of goods and
		 services — regardless of location
• Personalizing the store, where knowledge
		 of the customer is available for selling and
		 servicing (i.e. where employees are service

		
		
		
		
•
		
		
		
		

agents regardless of original channel of
employment — no longer check-out 		
agents, but store associates empowered
to sell all goods regardless of location)
Leveraging industry logical data models
and master data management solutions
that focus on customer data integration
to help you identify and integrate the data
you need across your channels.

Q

For retailers just starting to embark on
omni channel strategies, do you have any
additional advice? Areas to focus on first?
Bucnis: As a long journey, retailers must start
where they are. To get started, a thorough understanding of best practices, goal-state, and
an assessment of current capabilities is strongly suggested. These will include understanding
where you are starting.
• Benchmark where retailers are in terms
		 of the best practices
• Assessment of data infrastructure
• Assessment of customer seamless view
• Availability of endless aisle capabilities
• Creation of a roadmap to achievement
		 each of these goal-states
• Analytics that support understanding
• Employee training for new types of
		 delivery services
• Real-time availability of products and
		 services in the hands of all associates
To close Retailers should ask themselves what
is the cost of lost transactions, lost customers,
and lost revenue by not integrating your product, customer, transaction, inventory and other
operating data assets to get an integrated view
of your business. That answer should more than
justify the need for investment around infrastructure to support omni channel. l
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mobile strategy

more engagement-driven rewards, based
on a combination of social features like
check-ins, badges and gamification in
addition to the loyalty card-based earning, burning and tracking.
Looking ahead, we asked respondents
which trends they were actively tracking
in preparation for deployment in 2013.
The top two responses were:
• In-store mobility (mobile POS and
employee tablets)
• Mobile payments and NFC
The first priority is an especially important one to note. While we think of
mobility in terms of the consumer and
marketing apps, a lot of the value lies in
improving the experience in the store.
Mobile POS and tablets are no longer the
domain of the few. Retailers like Home

5%

amount from
mobile commerce
of total sales
in 2015

Retailer investment in mobile specific platforms
50%

14%
6%

2010

2011

High adoption of mobile specific platforms indicate Web versions of online sites are
a dying breed.

The mobile feature set emerges in retail with
store locator, product reviews and product
lookup at the top of the list.
features offered by retailers on mobile apps/sites

Store locator
Depot and Nordstrom have shown how
you can make mobility work chainwide
and deliver ROI. Mobile payments will
continue to grow at a healthy clip as retailers expect sales from mobile to grow
to 5% of total sales by 2015, up from
1% in 2012.
Retailers have recognized that mobile isn’t just another buzzword any
more, and inaction isn’t a strategy. We
foresee mobile becoming an integral
part of the overall cross-channel strategy, cutting across consumers and the
enterprise and quite possibly becoming
the single biggest driver of customer engagement. •

2012

23%

Product Reviews

Loyalty program

45%

42%
20%

Coupons

Shopping list

33%

17%

Product lookup

Payment

45%
51%

3%
3%

11%

2011
49%

2010

29%
28%

14%
9%

2012

24%

18%

11%
3%
6%

The mobile feature set emerges in retail with store locator, product reviews and
product lookup at the top of the priority list.
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growth and opportunity

Channel Surfing
Digital channels are growing but stores remain powerful tools for enhancing customer revenue

T
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Change in revenue percentage by channel
Store Revenue as a % of Total Revenue

18.2%
68.3%

2012

2013

2014

2015

Other Channel Revenue as a % of Total Revenue

6.8%

6.7%

6.6%

2012

2013

2014

6.5%

2015

20%

17.8%

ONLINE

70.4%

Online Revenue as a % of Total Revenue

16.7%

2012

2013

2014

2015

Mobile Revenue as a % of Total Revenue

5.3%

MOBILE

72.6%

STORE

74.8%

OTHER

he new normal in retail is a
complex and contrarian world.
Hit by the recession and high
unemployment rates, consumer
spending is down and purse strings are
tight. Consumers are spending carefully,
as they don’t expect things to get better anytime soon. However, out comes
Apple’s iPhone 5, selling two million
units on the first day of pre-orders, with
a serious shot at becoming the fastest
selling consumer electronics product in
history.
In the last quarter for which U.S.
retail sales data was published (Q2 of
2012), overall retail sales were down
0.4% over the previous quarter, while
online retail sales grew 3.3% in the same
period. When compared to the same period in 2011, the growth in overall retail
was 4.3% and the growth in online was
15.3%. As a matter of fact, online sales
have grown by more than 15% year over
year in each of the last three quarters,
beginning with 2011’s Q4.
So opportunity exists, but it’s getting
harder to tap it. The share of revenue
from stores is expected to decline from
75% in 2012 to 68% in 2015. Contrary to
what such a decline might suggest, what
this statistic doesn’t reveal is the value
of stores in terms of quality of revenue:
for instance, is a store visit more likely
to yield future traffic to other channels, and does the opposite hold true?
Nor does it show the store’s ecosystem
effect, e.g. does ship-to-store or pick
up in store enhance a brick-and-mortar
retailer’s online value proposition compared to a pure e-tailer’s?
Share of online revenue is expected

3.6%
1.6%

2.4%

2012

2013

2014

2015

Online and mobile revenue rises as store and “other” revenue drops by 2015.

70%

increase its contributo grow from 17% in
tion to overall revenue
of retailers
2012 to 20% by 2015.
– from 1.6% in 2012
share their pricing
This growth represents
to 5.3% in 2015 – repplatform across
a modest year over
resenting a more than
channels. 62% share
year increase of 5.5%
twofold increase in
their inventory and
to 6.5% over the next
share over three years.
three years. This con- fulfillment platforms
Process
servative estimate on
and Integration
the part of surveyed
Process and technology integration is
retailers suggests that e-commerce
the backbone of the cross-channel exsales for brick-and-mortar retailers are
perience. An interesting determination
approaching a steady state in terms of
of the degree of integration between
share of cross-channel revenue. Mobile
stores and online as channels is to look
as a channel is expected to significantly

RIS
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at which retail applications run independently and which are shared. Other
than a few areas of strong integration
– pricing (70%), inventory management
(62%) and fulfillment (62%) – surveyed
respondents indicated high levels of independence across other applications.
Loss prevention (85%), campaign and
promotion management (72%) and sales
audit (68%) are the top three in terms
of applications that survey respondents
indicated run independently in store and
online channels.
The data reflects the key features
that retailers have been focused on in
driving cross-channel consistency – pricing and product availability. We expect
these features to go up further as more
retailers look at exposing product and
inventory information across channels,
and get to consistent pricing.
The big push we expect and hope to
see is the combination of CRM, campaign
management and order management,
giving retailers the ability to recognize
and personalize channel experiences and
promotions. This would help across three
key areas – customer visibility across
channels, increased conversion rates
and higher engagement.

Revenue contribution
from online will grow
by 6% every year,
mobile by 48%.
Store contribution
will reduce by 3%
each year
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Applications across both brick-and-mortar
and online channelsShared
Independent

Pricing
Fulfillment
Inventory management
CRM/loyalty
Business intelligence
Payment systems
Call center
Allocation
Assortment planning
Customer order management
Sales audit
Campaign/promotion management
Loss prevention

70%

30%

62%

38%

62%

38%

51%

49%

49%

51%

49%

51%

43%

57%

38%

62%

38%

62%

34%

66%

32%

68%

28%

72%

15%

85%

Shared

Pricing

Independent

70%

30%

Fulfillment
62% maintain channel
38%
Other than a few areas of strong
integration, retailers still
independence for
many
applications.
Inventory management
62%
38%
CRM/loyalty
Business intelligence
In summary, a fewPayment
key takeaways
systems
emerge:
Call center
• The pie is stagnant. Overall spendAllocation
ing is flat, and retailers must find ways
Assortment
planning
to expand their share
of the customCustomer
order
management
ers’ wallet. Otherwise, e-commerce and
mobile will grow at the expense
of audit
the
Sales
store,
and
mobile,
in
turn,
may
eat
into
Campaign/promotion management
the e-commerce share. While some overLoss prevention
lap is unavoidable and even healthy, a
zero-sum situation will be dangerous for
retailers.
• Improve process and technology integration of key features. True
cross-channel retailing happens only
when your foundation – technology
and process – can support it. Retailers
have made good strides in a few areas
like pricing and product availability. The
effort now needs to be expanded to ad-

51%
49%

49%
51%

dress customer-facing
systems.
49%
51%
• 43%
The store is still relevant,
and is
57%
an important tool in the brick-and38%
62%
mortar retailer’s arsenal. While on62%will offer the
line38%
and mobile commerce
34%
66%
next wave of growth, appropriate attention32%
must be given to 68%
stores. What a
store
means
in
the
cross-channel
world
28%
72%
may change, but the quality of customer
15%
85%
engagement and the quality revenue it
drives is not going to disappear anytime
soon.
• Measure cross-channel revenue,
not channel revenue. Though we may
look at an individual channel’s share
of the cross-channel pie, each channel
makes a contribution to the success of
the other channels and this contribution must be evaluated. Hence, measuring overall cross-channel revenue and
quality of revenue is important. •
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