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INTRO

Mobile Generation
The mobile device has defined a generation. Decades into the future when we look back at the dawn of the new millennia and try
to boil down the experience into a few snapshots, images like
the one on the cover of this report will come to mind. Scores of
people experiencing their reality through their smartphone, not
knowing what life was or could be without it.
As the obsession with the mobile device continues to grow
retailers are embracing it and leveraging the technology to define
the customer experience. In order to keep pace with consumers’
digital-first mindset retailers must outfit the enterprise with the mobile firepower
that allows for a seamless and profitable shopping experience.
This mobile revolution is not just occurring on the sales floor. Yes, savvy retailers are equipping their salesforce with mobile devices to aid in clienteling, save the
sale, go anywhere payment and more — but the true power of mobility may well be
felt behind the scenes. From the store manager that is no longer tied to his desk to
the warehouse worker that is able to pick, pack and ship at speeds unheard of just
a few years ago the mobile device is truly redefining retail.
Welcome to the mobile-focused retailer reality, and welcome to the RIS News’
Mobile Products & Solution Guide.
For the sixth incarnation of this report we embarked on a bit of a reboot adding analyst commentary to our tried and true executive roundtable approach. The
report examines the mobile landscape from three distinct, yet often overlapping
perspectives: operations, commerce and marketing. In the coming pages industry
insiders will explore the current state of retail mobility, provide insight into how
retailers can best leverage the technology, and provide a glimpse into the future
landscape.
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The Mobile-Infused
Enterprise
By leveraging mobility throughout the organization retailers are able
to streamline operations and gain valuable shopper insight
The power of mobility continues to be felt
throughout retail — from the executive offices
on down to the sales floor mobility is making
its presence known and having a tangible, positive influence on operations. The ability for every
member of the enterprise to access vital information anywhere, anytime has freed managers from
the backroom and associates from the cash wrap
allowing them to spend more time where they are
needed most: the sales floor. In addition, thanks
to a host of next-gen shopper monitoring tools retailers are gaining valuable real-time insight into
consumer demand and leveraging it to customize
the path to purchase.

Q

Mobile workforce management is a key to
successfully executing omnichannel operations in-store. What key features should a
retailer consider when deciding on a solution?
Smart retailers today are strategically concerned about minimum wage. Mobile
plays a key role in combatting this within the store.
A key consideration should be what can be easily
done versus what will take some time. Retailers
have been successful with easy implementations,
like back office functions, e-mail, plan-o-gramming,
etc. Bigger bang for the buck will come from the
information housed in legacy applications and enabling it for mobile. From my experience, retailers
haven’t done so well here, but are actively working
towards it. Other key things to consider in general
would be:
• Use Case. Will it be used for inventory control,
manager functions, endless aisle, task management, planograms or mobile POS? With the myriad
JOHN PRUBA N :
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Cory McElroy,
Director of Product
Management, HP
Retail Solutions

of mobile devices hitting
the marketplace, some
are better than others for
specific use cases and
smart retailers know why.
John Pruban,
• WiFi. It is and will
President, Level 10
remain king of mobile
deployments. Weak or
unreliable WiFi will ruin
employees’ and customers’ experiences and thus
the project’s reputation.
• Peripherals. Straps, cases, sleds and charging
stations cannot be overlooked. Many broken (or perceived to be broken) devices are due to poor UAT,
non-optimized scanning functionality, and undeclared charging processes.
• Initial and Ongoing Support. The TCO
is one thing we’ve seen many retailers overlook.
The hurdles in deployment, training and ongoing
maintenance of mobile devices are all unknowns to
many retailers and mistakes in these areas can be
extremely costly. Security, configurations and plans
for timely service need to be examined upfront.

Q

Retailers can grant every member of the organization assess to key operational data via
mobile devices. How has this ability changed
retail operations?
When members of retail organizations from the CEO down to the store associate
have anywhere, anytime access to critical real-time
data, they hold the key to not only their ability to
meet customer needs but also the ability to impact
their bottom line. This means that a retailer can
quickly minimize the impact to their business from
CORY MCELROY:
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a change in market conditions, a product recall or
an out-of-stock situation. Additionally, access to
this type of data via mobile devices allows retailers to evaluate the effectiveness of their business
initiatives and take action to create operational efficiencies and increase productivity. For example,
a store manager can assess the number of sales
associates against revenue at any given time and
make adjustment in order to meet performance targets. With mobility, organizations are empowered
like never before to transform the way they work
and the experience they provide their customers.
In making their workforce mobile, retailers have had to dedicate themselves, in many
cases, to optimizing legacy applications. As with
any new, unknown technology, these mobilization
projects have put a time, budgetary, and resource
burden on the IT department. But the overall ROI
of enabling employees to better connect with both
the corporate office and their customers is already
proving itself at some major retailers in the areas of
efficiency and increased in-store sales. Keys to success here have been making interfaces easy-to-use
for a generation of employees who have always
known what it is like to have a mobile device in
hand, and smart tunneling that allows employees
secure access without logging into VPNs.
PRUBAN:

Q

easy access to product information, merchandise
layouts, and task instructions, it allows them to
complete tasks in much less time. Wearables can
also be used to identify store associates at the POS,
allowing them to more quickly log into the system
to complete transactions.

Q

How can the use of RFID in-store help retailers
gain valuable insight into shopper behavior?

The use of RFID technology will help to
shape the way retailers gain valuable insight into
shopper behavior by allowing their associates to
do what they do best — interact with customers.
The use cases we’ve most commonly seen for RFID
technology is inventory security and control. By letting RFID tags do the heavy lifting, it has the ability
to truly change a retailer’s supply chain starting at
the store level.
A technology that has been around for some
time, but can continue to revolutionize retail, not
from only predictive insight, but rather reactive
interaction, is beacon technology. The ability to
detect a customer’s device and push targeted messaging, coupons or upsells, based on their previous and current omnichannel behaviors, is a game
changer.
PRUBAN:

Using RFID in the store allows retailers
to gain real-time insights about valuable shopper
behavior and purchase pattern insights that can
then be utilized to tailor their offering and ensure
they are meeting customer expectations. For example, RFID can enable retailers to track the items
customers are most interested in versus the ones
they are passing up. RFID can detect how many
times an item has been picked up and put back. For
example, in apparel how many times a customer
selected an item, tried it on, but did not purchase it
is a valuable insight to have. It might indicate that
the price is too high or maybe the item isn’t right
for the target market. Having this type of insight
is critical to retailers as they continue to hone in
on meeting and exceeding customer expectations.
By combining consumer behavioral data with other
data such as POS item movement, retailers have
the ability to deliver meaningful information in
real-time to associates that can immediately affect
the customer experience. •
MCELROY:

How can retailers use wearable technology
to increase their operational efficiency?

Similar to other mobile devices, wearables have the ability to empower retail store managers and associates with critical information right
on the store floor. The added advantage of wearables is the ultra-mobile hands-free aspect that not
only allows for more agility but also enables location triangulation capabilities. Store managers can
gain the flexibility to get out of the back-office and
interact with customers and store associates while
still monitoring store performance and receiving
real-time notifications to alert them to things like
inventory shortages, etc. A store manager can also
better manage their sales floor coverage with the
location capabilities that wearables can offer. For
store associates wearables can be extremely beneficial for back-end tasks and communications between a team of associates. When an associate has
MCELROY:
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Transform the Experience
Meeting consumer demand for a feature-rich mobile shopping experience

KEN
MORRIS
is principal at
Boston Retail
Partners, an
independent retail
consulting firm helping retailers identify
and solve
their business and
technology challenges. For more
information visit
https:// bostonretail
partners.com.

There has been a huge technology shift in
the past few years and mobile technology is
the driver. Mobile capabilities enable retailers to break down the barrier between the
online digital environment and the physical
store. The proliferation of tablets and smartphones has created new opportunities for
retailers to enhance the customer experience to meet the expectations of their very
informed and technology-savvy customers.

MOBILE CAPABILITIES

Retailers are increasingly using mobile devices to transform the customer experience in
three key areas:

Source: Boston Retail Partners, “2016 POS Survey”

POS. Mobile POS frees associates from the
checkout desk to enable more personal interaction
and it simplifies the customer’s experience. According to BRP’s “2016 POS Survey,” 20% of retailers have implemented mobile POS and 78% plan to
utilize within three years. We are seeing a growing
trend of retailers implementing a flexible mobile
POS option where a tablet inserted in a docking
station can be a replacement for traditional POS.
Mobile POS offers a lower initial upfront cost and is
disposable, enabling retailers to eliminate annual
maintenance costs.
Guided Selling. Retailers can leverage the knowledge and skills of an “A” associate through mobile
apps, ostensibly turning their “B” and “C” associates into “A” associates. According to the 2016
POS Survey, only 14% of retailers currently offer
suggested selling based on a customer’s previous
purchase, however, 72% of retailers plan to offer
this service within three years.
Customer Engagement. Leveraging consumers’
mobile devices to identify them as they walk into
the store enables retailers to enhance the shopping
experience through more personalized services.
Once customers are identified, retailers can send
personalized offers and recommendations to their
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Mobile POS
Guided selling utilizing
mobile devices

20%

14%

Customer identification via NFC 10%
• Implemented

58%

58%

40%

• Implemented within 3 years

smartphones and provide interactive product suggestions. According to the same survey, only 10%
of retailers can identify customers via near field
communications (NFC) today, however, within three
years 50% of retailers plan to have this capability.

Keys to Mobile Success

There is no debate that mobile is a key component
to enhancing the customer experience. Below are
a few best practices to ensure your mobile deployment is a success:
• Identify customers as they enter the store and
know everything about them and their environment: personal preferences, purchase history,
key dates, browsing history, and cart abandonment information.
• Train sales associates and educate customers
on using mobile technology.
• Have the right infrastructure: network, WiFi,
middleware and order management.
• Ensure real-time visibility and access to product information across the enterprise.
Mobile is clearly the new frontier changing retailers’ customer engagement model, operational
budgets, in-store procedures and layouts. Mobile is
definitely the future of retail, consumers demand it
and retailers are focused on meeting consumer expectations by enhancing their mobile capabilities.
Are you keeping up with your customers’ desires
for mobile features? •
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Making the Right
mPOS Decision

Ron Chan,
Director of
Marketing,
Posiflex

With a host of mobile payment options in the marketplace retailers
need to choose the solution that is right for them
Retailers’ current POS fleet is getting older by the
day and when the time comes to upgrade their systems many retailers are opting for solutions that
are able to fully leverage the power of mobility.
Mobile payment options continue to flood the market and retailers are faced with the difficult decision
of choosing which solution best aligns with their
business model and strategy. In order to make sure
their mPOS investment hits the mark savvy retailers are conducting a multifaceted assessment of
their available options, ensuring that the solution
they choose has the necessary features and ends
up in the hands of an associate, not hidden in a
drawer behind the cash wrap.

Q

Retailers are clearly headed toward a mobile-first future. How come we have yet to
see wide-scale acceptance of mPOS on the
sales floor?
RON CHAN: One thing we all need to remember
is that mobile is just one part of the overall POS
transaction. While consumers say they want smartphone mPOS solutions, retailers are instead using a multi-functional hybrid POS tablet solution
that better suits their customers’ shopping habits.
These highly functional hybrid tablets can be used
as a stationary device, a mobile device, or even a
self-service device for employee-assisted or customer-directed functionality. And this is where retailers are finding the best value for the cost.
According to Business Insider, merchants who
have mobile card readers do not actually use them.
They are used through consumer-oriented smartphone or tablet devices that have limited durability during peak shopping seasons. Overall, these
devices are not rugged enough or designed for
heavy retail use, which is why POS hardware com-
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panies must develop and
build for commercial reMichelle Tinsley,
tail requirements. While
Director, Mobility
retail adoption is subject
& Secure Payment
to change, mPOS terminal
providers must first define
Solutions, Internet
hardware solutions that
of Things Group,
drive industry adoption.
Intel
This means coming up
with mobile payment solutions that are durable, high functioning and easy
for the customer to use.
We also have to look at payment trends. According to Javelin Strategy, while monthly consumer
adoption of mobile wallets nearly doubled over
the past three years from 11% to 21%, monthly
frequency of wallet purchases per person declined
25% from 2013 to 2015. This means providers are
attracting first-time mobile wallet users, but failing
to demonstrate clear value that drives repeat purchasing behavior.
So in reality, while mobile payments may seem
to be the wave of the future, consumers are still
using other more traditional methods to purchase
goods and that is what retailers need to focus on.
The last few years have been a
time for retailers to experiment and figure out how
they wanted to use mPOS solutions. We are seeing retailers move out of pilots and into full scale
rollout based on multiple use cases on one HW/SW
solution. Today there is a lot of choice in the ecosystem for solutions and retailers can match the
screen size, OS and applications to what will best
serve their needs. Most retailers are finding that
giving employees easier access to product information and e-commerce inventory from the store
MICHELLE TINSLEY:
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is highly valuable and improving employee productivity and workflow. Mobile workers, who aren’t
tied to the checkout counter, can engage with customers when they are needed most; typically, it’s
this interaction that is allowing for customer up-sell
and higher revenue for the retailer.

Q

What effect have mobile wallets had on the industry? Are they a nice-to-have or a must-have?
TINSLEY: Mobile wallets have introduced a
new way to pay, which moves the payment tender from physical (cards or cash) to digital. This
digital transformation brings new opportunities as
transactions can now be at any location that has a
digital interface. The industry ecosystem is evolving, with a new set of payment providers who will
introduce new business models. For retailers this
presents new challenges, as there is added complexity due to the increasing number of payment
methods. There is an expectation from customers
that they should be able to determine their method
of payment, which means retailers must be ready
to accept these digital payment signals. In the next
few years digital wallets will become so pervasive
that retailers would be remiss not to take payment
from this source.

Q

What benefits beyond speeding up the
checkout process can retailers gain from an
mPOS rollout?
CHAN: There are several additional features retailers could benefit from if they pursued an mPOS
rollout. For starters, these systems are a more affordable alternative for smaller retail merchants
who are looking for simple mobile solutions. However, these retailers should ask themselves if affordability is enough. While it may be a good solution in the short term, the life cycle of the mPOS
needs to be reviewed to ensure it will meet their
needs for the long term. Swipe charges should be
an additional consideration. A “free” POS is never
really free, as hardware costs are integrated into
credit card processing commissions.
Another benefit is simplicity of use. These mPOS solutions are easier to deploy than larger POS systems,
making it easier for retailers to launch a business.
Consumers are also getting more comfortable
with retail mobile technology. This doesn’t mean
they are using smartphone-based mPOS payment
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options; however, it does show a general level of acceptance for mobile technology in the retail space.
One major shift in POS technology is a mobile
hybrid tablet, which can transform into multiple
form factors such as a barcode scanner, and/or a
full-featured portable terminal with an integrated
printer and inventory management capabilities.
For example, these units can be used to line bust
during peak hours, then be moved and used as a
traditional terminal during sidewalk sales. These
devices give a fresh form factor to fixed terminals
at checkout. They also provide retailers with an alternative to strictly mPOS solutions.
We are seeing a few key use cases driving the value of mPOS rollouts. First, retailers are
seeing bigger basket sizes as consumers are being
sold companion items with the purchase. Secondly, they are enabling greater reach of their inventory by allowing the sales person to clientele with the
consumer — offering them the right size or color
selection by tapping into inventory that is either in
a warehouse or e-commerce location. Lastly, workers are able to convert the “casual shopper” into a
purchase by enabling them to buy on the spot and
avoid the lines.
TINSEY:

Q

With the rise in app-based shopping retailers need to ensure the payment process is
as seamless as possible. What features must
retailers consider while designing their mobile app
payment experience?
TINSLEY: As retailers develop mobile apps geared
towards creating a user experience that allows for
seamless customer interaction they can’t forget to
design for security as well. Today’s systems enable new methods of encryption that will keep the
data secure through the transmission to the retailer website and to the authorizing banks. Retailers must move beyond protecting the credit card
number and pin and also protect key personally
identifiable information about their customers.
Adding biometrics to the purchase process may
not only speed up the authentication but will also
ensure that security is tied to a person and not just
a card number. As IoT technologies are creating
new opportunities in retail, we encourage retailers
to design in higher levels of security into their mobile app solutions. •
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M-Commerce, It’s More Than Sales
While monetizing mobile is the end game don’t forget about building engagement

We live in a decidedly mobile-first world and
to bypass, or parallel process, the e-commerce revthe technology clearly has the potential to be
olution, further accelerating the pace of disruption
the connective tissue of the shopping experiof commerce.
ence. However, looking at it from the singular
Frictionless Checkout. Mobile payments have
lens of sales is both misleading and myopic.
the greatest promise of reinventing the broken and
GAURAV PANT
is SVP Research Global mobile commerce was less than 1% of
often frustrating checkout experience. It can deliver
Analyst for
retail sales in 2014 and will edge up to about
the one-click/one-touch checkout capability in the
EKN Research
2.6% by the end of 2017, while the growth
digital world (apps, social media, websites) and also
is astounding it only tells a fraction of the story of
the one-tap/Uber like frictionless checkout in the
how mobile is transforming retail commerce.
physical world. This is a red hot area growing globForce Multiplier. It’s a channelally at a CAGR of more than 30%, but with
of-channels that is increasingly the
an extremely fragmented market that is
primary entry point into the customripe for consolidation. There is no global
Global mobile
er’s stream of engagement. Engageleader in mobile payments, while PayPal
ment on mobile doesn’t come at the
and Google Wallet have the most global
commerce was
cost of another channel; it happens in
acceptance, Apple Pay is making signifiless than 1% of
conjunction with stores, online, social
cant strides both in terms of penetration
media and other (non-retailer) apps to retail sales in 2014 and expected adoption. Moving beyond
amplify engagement and commerce.
the disaster that was Current C, retailers
Retailers need to be where the en- and will edge up to like CVS (CVS Pay) and Walmart (Walmart
gagement occurs. From “Buy” pins on
Pay) are investing in building payment
about 2.6% by
Pinterest to WeChat shops, commerce
capabilities that help reduce fees and get
the end of 2017. more customer data.
will increasingly be embedded into
engagement platforms — be it social
It’s a brave new mobile-first world
networks, messaging platforms, marand doing the bare minimum won’t cut
ketplaces, shared economies, browsit for the “what-I-want-when-I-want-it”
ers or mobile wallets. While the share of revenue
customer. Winning starts with the humbling accepof these emerging engagement platforms is likely
tance that you cannot control how and where the
to be a meager 1% by 2017 globally, retailers will
customer will shop and that your app may have the
do well to remember that e-commerce was 1% of
shelf life of a fruit fly. Do the mobile app, but extend
sales in 2001, as was mobile in 2014. These emergmobile-web capabilities and integrate into your
ing platforms will gain critical mass even quicker.
consumers’ favorite mobile apps. Invest in buildGrowth Driver. In addition to being a force
ing engagement on mobile, not only on enabling
multiplier, mobile will continue to drive significommerce. As you look to the future experiment
cant direct growth for retailers. For global brickwith voice and other sensory input both natively
and-mortar retailers, the share of store revenue is
via mobile as well as through connected device
projected to decline over the next three years, yet
extensions.
remain over 80% of total revenue. Over the same
The true measure of success lies in understandperiod, online revenue is expected to grow 25%
ing the attribution and impact that mobile and digiand mobile revenue 188%. In emerging economies
tal have on the different points of engagement and
such as India and China, mobile also represents a
commerce. Retail performance is not about comps,
generational leap allowing a growing middle class
it’s about effecting the channel interplay flywheel. •
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Mobile Marketing’s Potential is
Still on the Horizon
Retailers are adapting their tactics and strategies to an evolving set of channels

As the digital transformation sweeps
through the industry, retailers — online and brick-and-mortar alike — find
themselves in unfamiliar and uncharted
ROBERT
territory. Retailers recognize that conEASTMAN
sumers are digital and mobile, and are
is research
constantly evolving their digital habits
manager at IDC
in response to new social and mobile
Retail Insights.
technologies and capabilities. Retailwww.idc.com
ers are put in the uncomfortable position of trying to adapt their tactics and strategies to
a changing set of channels, and to understand how
far they can push the bounds of mobile marketing in
pursuit of the Holy Grail of location-based contextualized mobile marketing.
Mobile marketing is just one type of digital marketing, which also includes such technologies as
search engine optimization, search engine marketing, social media marketing, content marketing, analytics, digital media planning, video marketing, ecommerce platform services, and e-mail marketing.
Consumers are increasingly using their mobile
devices, according to nearly every piece of research.
IDC forecasts that in 2016, 3.2 billion people will have
access to the Internet, with more than 60% of these
accessing the Internet via their mobile devices.
Retailers are eager to deliver relevant marketing
to consumers via the mobile channel. The challenge to make this content relevant, timely, and engaging remains, however, to be elusive on so many
levels, as retailers struggle to create marketing and
advertising that can fit into micro moments with
consumers, and resonate across channels.
Retailers are confronted with having to rapidly
innovate to rise above the noise level in a hypercompetitive environment in an industry undergoing a massive amount of disruption.

12

OCTOBER/NOVEMBER

2016

RIS

NEWS

LOCATION BASED MOBILE MARKETING EXECUTION
Plan to purchase this solution
Plan to upgrade or
enhance this solution
Researching or evaluating
this solution

7%
11%
14%
9%
18%
24%

No plan for any additional
investment this year beyond
maintenance

43%
33%

Source: IDC, “2016 Vertical IT & Communications Survey”

While many retailers have been trying to take a
direct line to consumers through their own branded
mobile apps, there are signs that these are competing for consumers’ limited mobile real estate with a
growing number of social media platforms. While
consumers return again and again to their social media applications of choice, the same cannot be said
for many retail applications. As spend on mobile
marketing continues to grow, research shows that
retailers may be directing a bigger portion of their
budgets to social channels. As social media platforms have taken “center stage” on mobile devices,
retailers need to increasingly think of marketing “to”
consumers rather than “at” consumers. Personalization is not just about aligning message to consumers’ gender, age, and style preferences, but also
about delivering marketing that sounds more like a
one-to-one dialogue than a mass marketing blast.
While mobile marketing can be used throughout the customer journey — inspiration, discovery,
selection, and fulfillment and support — retailers
need to deliver the right message to the right consumer at the right time to maximize offer acceptance and customer loyalty. •

MOBILE

GUIDE

2016

I N N O VAT I O N

The Do-It-All Tool
Leading retailers continue to leverage the power of the mobile device to redefine the path to purchase
BY TIMOTHY DENMAN

Connecting with shoppers has never been easier. It
also has never been harder.
With the vast majority of Americans walking
around with a smartphone in their pocket or purse
the ability to communicate with them both in-store
and out has never been greater. However, consumers are getting inundated with marketing and
promotional messaging on a daily basis, downplaying their impact, and relegating most to background noise. Fifty-one percent of retailers believe
that providing personalized offers to shoppers will
improve customer engagement, according to RIS
News’ “3rd Annual Customer Engagement Tech
Trends Study,” but the challenge remains breaking
through the promotional haze.
To effectively connect with shoppers on their
personal mobile devices retailers need to provide
content and experiences that enhance the path to
purchase. One way to do this is to design and build
in-store environments that are heightened through
mobility and seamlessly blend the physical and
digital worlds.
Aldo’s connected store at the Westfield World
Trade Center shopping complex is a shining example of the potential of shoppers’ personal devices
in the in-store environment. When entering the
newly-opened location, shoppers are met with a
push notification to enable the Aldo app, which can
be accessed on customers’ iPhones or via iPads
stationed throughout the store. The mobile app
instantly links customers to the store and grants
access to high resolution product imagery, descriptions, and social media sharing features. The app
also allows customers to check inventory, utilize a
try-on request feature, and scan product for information. A “wish list” feature enables customers to
easily locate their selected styles and be directed to
similar options available in the store.
“The in-store digital experience has been conceived as a complementary tool to facilitate prod-

MOBILE

GUIDE

2016

uct discovery and contextualize full fashion looks,
ultimately offering a more meaningful service,”
said Grégoire Baret, senior director of omnichannel experience, Aldo. “Technology should never
compete or replace the human aspect, we in turn
let it empower our sales associates and help them
strengthen their relationships with the customer.”

New Way to Pay

Mobility use cases are seemingly growing by the
day, with much of the innovation in the space centered on providing shoppers with an engaging,
streamlined shopping experience. Once customers
have made their purchase decision however, completing the transaction quickly and easily becomes
the top priority. In fact, 45% of retailers named
moving customers out of the store faster as a top
mobile POS objective in RIS News’ “Crossing the
Great Mobile POS Divide” report.
One way retailers are experimenting with shedding valuable seconds off of the payment process is
with mobile wallets. While Apple Pay, Google Pay,
and Android Pay get the lion’s share of the attention in the mobile wallet space, many leading retailers are bringing the payment method in-house,

51

%

Retailers believe
that providing
personalized offers
to shoppers will
improve customer
engagement.
SOURCE: RIS NEWS, “3RD ANNUAL
CUSTOMER ENGAGEMENT TECH
TRENDS STUDY”
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embedding the technology in
their mobile apps.
Kohl’s became the latest retailer to embrace the mobile
wallet craze when it launched
Kohl’s Pay in early October.
Like the widely used Apple Pay,
Kohl’s Pay allows the shopper
to complete an in-store transaction at a fixed POS terminal
using their personal mobile device. After inputting their Kohl’s
credit card information into the
mobile app on initial setup all
shoppers need to do is launch
the app and select Kohl’s Pay
and follow some very simple
prompts to complete their purchase.
Where retailer mobile wallet
solutions differ from the likes of
Google Pay however is the ability to combine a retailer’s loyalty program with the payment
experience. By using the retailer app for payment shoppers

Akamai
www.akamai.com

45

SOURCE: RIS NEWS, “CROSSING THE GREAT
MOBILE POS DIVIDE”

Brother Mobile Solutions
www.brotherruggedjet.com

•

Cegid
www.cegid.us

•

Celerant Technology
www.celerant.com

•

CradlePoint
www.cradlepoint.com

•

DirectSource
www.directsource.com

•

Elo Interactive
www.elointeractive.com

•

ENGAGE.cx
http://www.engage.cx

•

•

•

•

•

•

Gimbal
www.gimbal.com

•

Hughes Network Systems
business.hughes.com/enterprise

•
•

•

Infor Retail
http://www.infor.com

•

•

•

Ingenico Group
ingenico.us

•

Intel
www.intel.com

•

•

•

Island Pacific
http://www.islandpacific.com/

•

•

IQMetrix
www.iqmetrix.com

•

•

JDA Software Group, Inc.
www.jda.com

•

•

Jesta I.S. Inc.
https://www.jestais.com/

•

•

SEE AD ON PAGE 9

Koupon Media
www.kouponmedia.com
KWI
www.kwi.com
14
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•
•

SEE AD ON PAGE 2

Retailers name moving customers
out of the store faster as a top
mobile POS objective.

MOBILE OPERATIONS

Apptricity
www.apptricity.com

HP
www.hp.com/go/pos

%

MOBILE COMMERCE

•
•

•
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MOBILE COMMERCE

Kronos Incorporated
http://kronos.com/retail
Level 10
www.level10.com

MOBILE OPERATIONS

•
•

•

Manhattan Associates
www.manh.com

•

•

Magstar
www.magstarinc.com

•

•

Mercatus
www.mercatus.com

•

Mi9
http://mi9retail.com/

•

SEE AD ON PAGE 16

MicroStrategy
www.microstrategy.com
Moki Mobility
https://moki.com/

MOBILE MARKETING

are able to earn valuable loyalty points and apply personalized promotions and discounts
seamlessly to their purchase.

Biometric Authentication

•
•

•

•
•

Mobitor
www.mobitor.com/storex/

•
•

Mozido
www.mozido.com

•

PCMS
www.pcmsdatafit.com

•

•

Posiflex
www.PosiflexUSA.com

•

•

Samsung
www.samsung.com

•

•

SalesForce Commerce Cloud
www.salesforce.com

•

•

•

SAP
www.sap.com

•

•

•

SEE AD ON PAGE 11

Sierra Wireless Inc.
www.sierrawireless.com

•
•

•

Symantec Norton Shopping Guarantee
www.nortonshoppingguarantee.com

•

Tolt
www.toltsolutions.com

•

UTC Retail
www.utcretail.com

•
•
•

Verifone, Inc.
www.verifone.com

•

•

Zebra Technologies (Motorola Solutions)
www.zebra.com

•

•

Seventy-five percent of shoppers report having used a
smartphone or tablet to make
a purchase, according to RIS
News’ “Shopper Insight 360”
report. And while the smartphone is being used to streamline and supercharge payment
in-store, it is also being leveraged to secure the payment
infrastructure outside of the
store’s four walls.
Following six months of
pilots in the U.S. and abroad
MasterCard has gone live with
its MasterCard Identity Check
application in Europe. Dubbed
“Selfie Pay” the solution is designed to combat rising cardnot-present fraud by leveraging
a shopper’s own mobile device
to authenticate their identity.
The solution requires online
shoppers to show their face to
their smartphone’s camera to
compete a transaction.
In addition to the selfie option, the verification technology can also confirm a user’s
identity with fingerprint biometrics helping speed up ecommerce transactions by
avoiding
time
consuming
shopper password input.
Whether it is mobile payments, an interactive store, increased security measures, or
more, the mobile device continues to be the go-to tool for
leading retailers as they continue to redefine the shopping
experience. •

•
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