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Tools of the Retail Future
JAMIE GRILL-GOODMAN

W

hile online shopping tends to get the retail
spotlight, the physical store is just as important in today’s omnichannel retail world.
As new technology becomes available, stores are
able to optimize and modernize operations, which
is the key to brick-and-mortar’s success in the future. POS, mobile workforce and analytics are all
critical components to the store of the future. This
special report explores these three tools of next-gen
store operations and how they can work to improve
the customers’ experience by personalizing their
shopping journeys and improving the associate/
customer interaction.
POS: Modern POS must be fast and must provide
an outstanding user experience. The point of sale
has morphed from a way to accept payment into a
key component to providing an engaging customer
experience. Mobile wallets are one still emerging
payment solution designed to not only speed the
checkout process but also enhance the user experience. Additionally, associates equipped with
wearables are able to increase their engagement
with shoppers, thanks to what amounts to mini
computers strapped to their wrists.
Mobile Workforce: Retail associates’ increased
workload and responsibilities makes it extremely
difficult to provide differentiated service. Wearable
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communication devices with voice controls not only
allow for traditional in-store communication, but
provide a suite of tools to boost associate performance. Unified solutions that connect labor-related
processes save managers countless hours and
streamline a number of workforce management
processes, while driving a dramatic increase in associate satisfaction.
Analytics: Today’s brick-and-mortar shoppers of
fer retailers a wealth of data and retailers today are
looking to boost their investments in in-store and
predictive analytics to develop a true 360-degree
view of the customer. Tools such as RFID, beacon
technology, and real-time data analysis can provide
a robust picture of the consumer and predict how
they will shop. Turning in-store analytics into action
is a must for today’s retailers in order to optimize
inventory and develop loyalty with the consumer.
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Speed and Convenience at the POS
S H O R T E N E D C H E C K O U T T I M E S A L L O W A S S O C I AT E S T O F O C U S O N W H AT T H E Y
DO BEST — SELLING
BY TIMOTHY DENMAN

S

peed and user experience. Those
are the tenets of the modern POS.
As retailers continue to embrace the
customer-centric retailing model, the
point of sale has become more than a solution to accept payment but rather a key
component to providing an engaging and
differentiating customer experience.
There have always been two kinds of
shoppers: those that view shopping as an
event, content to browse the store aimlessly in search of something they didn’t
even know they needed; and the buyer who
rushes to the product(s) he needs, collects
them, and makes a beeline for the cashwrap
and exit. But these two distinct shoppers
share one key trait in common — once they
have decided upon their purchases and are

55

%

Retailers cite moving
customers out of stores
faster as a top POS goal/
objective for their next
major POS upgrade.
Source: RIS News, “Goodbye POS,
Hello Unified Commerce”

“We made a strategic decision to design Walmart Pay
to work with almost any smartphone and accept almost
any payment type.”
— Daniel Eckert, senior vice president, services, Walmart U.S

ready to checkout they want to complete
the process as quickly and seamlessly as
possible.
Retailers recognize the need to provide
shoppers with a POS experience that minimizes the amount of time needed to pay for
their purchases. In fact, 55% of retailers cite
moving customers out of stores faster as a top
POS goal/objective for their next major POS
upgrade, according to RIS News’ “Goodbye
POS, Hello Unified Commerce” report.
Tap and Go
One innovative and still emerging payment
solution that is designed to not only speed
the checkout process but also enhance the
user experience is mobile wallets. The mobile applications store a shopper’s credit or
debit card information, allowing them to
pay for their purchases by simply tapping
their smartphone, tablet or smartwatch to
a near-field communication equipped POS
unit. The technology helps alleviate the time
consuming and sometime awkward act of
digging payment out of a pocket or purse,
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while adding another layer of security to
the transaction, as mobile wallet applications are either password or biometrically
protected.
While the amount of commerce conducted via mobile wallets is currently only
a small fraction of the revenue collected in
stores, its use is expected to grow exponentially over the next three years. It is projected
that mobile payments will account for $27
billion of commerce at the physical point of
sale in 2016, and skyrocket to $210 billion by
2019, according to emarketer’s “US Mobile
Payments Forecast: Driven by User Growth
and Broader Acceptance, Transaction Value
Will Triple in 2016” report.
While Apple Pay and Android Pay are the
two recognized leaders in the mobile wallet
space, there are plenty of challengers for the
crown, and at least one retailer is getting in
on the act developing its own proprietary
solution. Walmart launched Walmart Pay
in select stores in December 2015, with a
nationwide roll out to be completed within
the first half of the year.
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“The Apple Watch app brings a true endless aisle to our
customers. Since roll out, in-store customer engagement
and conversion rates are higher, and the number of
endless aisle transactions has increased significantly.”
— John Hazen, vice president, omnichannel commerce and digital innovation, True Religion

The payment solution works with any
iOS or Android device, and can link to any
major credit, debit, pre-paid or Walmart gift
card — all through the Walmart mobile app.
The Walmart app has over 22 million active
users each month and ranks among the top
three retail apps on Google and Apple app
stores — making the potential impact of
Walmart Pay incredibly significant.
The solution works a little different than
the major mobile wallet providers as it does
not leverage NFC technology, but rather the
mobile device’s camera to activate payment.
Once the Walmart app is open and Walmart
pay is engaged, shoppers simple scan a
code at the register with their phone’s cam-

28.5

%

Retailers consider enabling
associates to sell products
not carried in stores a top
mobile POS objective.
Source: RIS News, “Next Wave
Mobile POS”

era and payment is tenured.
“The simplicity and ease of Walmart Pay
comes not only from how it works, but also in
how it’s been built,” said Daniel Eckert, senior
vice president, services, Walmart U.S. “We
made a strategic decision to design Walmart
Pay to work with almost any smartphone
and accept almost any payment type — even
allowing for the integration of other mobile
wallets in the future. The result is an innovation that will make the ease of mobile payments a reality for millions of Americans.”
Look, No-Hands
While the capacity to tenure payment at the
cash wrap via a shopper’s own smart device
is clearly a game-changing innovation, the
ability to initiate payment anywhere in the
store via a wearable device is the next level
of mobile payment. When the Apple Watch
deputed in April 2015 it brought with it the
promise of wearable-equipped retail associates able to increase their productivity
and engagement with shoppers thanks to
what amounts to mini computers strapped
to their wrists. While we are just beginning
to scratch the surface of the true value of
wearables in general, and the Apple Watch
in particular, some innovative retailers have
already began putting the hands-free technology into the field.
True Religion is a premium denim and
denim-related sportswear manufacturer
and retailer that offers a wide product array
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but does not have the physical footprint to
display all of its merchandise in-store. While
the retailer has localized its product assortment according to consumer demands, its
typical 1,500-square-foot store is simply not
capable of stocking every possible style and
color to meet local demand. True Religion is
not alone in its struggles to open up its entire
merchandise array to in-store shoppers. In
fact, 28.5% of retailers consider enabling associates to sell products not carried in stores
a top mobile POS objective, according to
RIS News’ “Next Wave Mobile POS” report.
True Religion is providing its in-store staff
with Apple Watches equipped with an endless aisle application that grants associates
with one view of inventory and enables
them to view, filter and quickly locate the
exact size, style and color the customer is
looking for and “cast” the merchandise image from the watch to a large high-definition
monitor for the customer to view. The product image on the monitor is accompanied by
a bar code that the sales associate can scan
with their mPOS units and complete the order for the customer right on the sales floor.
“The Apple Watch app brings true endless aisle to our customers,” said John
Hazen, vice president, omnichannel commerce and digital innovation, True Religion.
“We’ve been able to meet the unique and
growing needs of customers and deliver better customer service. Since roll out, in-store
customer engagement and conversion rates
are higher, and the number of endless aisle
transactions has increased significantly.”
By embracing innovative technology and
new payment methods retailers are able to
improve the in-store experience for shoppers and facilitate more meaningful interaction between associates and shoppers.
In addition, by shortening checkout times,
in-store staff has more time to devote to
selling product and providing superior customer service. RIS
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R

etailers are defined by their associates. Front-line staff has the power
to make or break the customer experience — an engaging shopper/
associate interaction can lead to repeat visits
and long-term loyalty, while a single negative encounter can send a consumer running
toward the exit never to return.
With so much riding on associate performance each and every time they clock in for
a shift, forward-thinking retailers are equipping their workforce with the tools necessary to seamlessly handle an increasing
number of tasks, while keeping customer
service paramount. Store associates are
expected to stock shelves; run the POS; pick,

30

ONLY

%

Retail labor hours
allocated to in-store
customer service
and sales.
Source: EKN Research, “Changing
the Retail Labor Model for a New
Retail Environment”

“The solution allows our management team to be connected to our outfitters in a more meaningful and actionable way. This helps us fine tune our operational
processes and maximize labor savings.”
— Michael Copland, EVP and COO, Cabela’s

pack and ship online orders; and more — all
while providing a memorable and satisfying
experience for every customer.
Providing an engaging in-store experience is a key component of building
long-term, beneficial relationships with
shoppers. However, associates’ increased
workload and responsibilities make it extremely difficult to provide differentiated
service. In fact, just 30% of retail labor
hours are allocated to in-store customer
service and sales, according to EKN Research’s “Changing the Retail Labor Model
for a New Retail Environment” report.
While the increase of technology across
the retail enterprise is a primary factor producing strains on in-store staff’s time, it is
also the solution. Retailers are providing
their associates with the necessary solutions
to not only increase the amount of available
time to service shoppers, but also increase
associate satisfaction.
The Connected Workforce
The numerous tasks required of the modern
retail associate necessitate seamless peer-
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to-peer communication between associates,
and between management and associates.
For decades large format retailers have been
equipping associates with two-way radios to
facilitate communication at the store level
and provide superior customer service.
While the general concept has changed little
over the years, next-gen technology has allowed forward-facing retailers like Cabela’s
to take the technology to the next level.
The outdoor apparel, equipment and accessories retailer has begun outfitting its
associates with wearable communication
devices with voice controls that not only
allow for traditional in-store communication, but provides a suite of tools to boost
associate performance. The wearable technology can track employee location in-store
and monitor and measure individual associate’s customer service levels. In addition, the voice- activated technology allows
associates to remain hands free and keep
their eyes on their surroundings, and most
importantly the customer.
“The innovative service provides our employees with a simple to use solution for
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“Our system before was run by one manager and myself
for payroll, HR. Employees didn’t have access to their
timecards. The only way they could see their times is
if they went to their manager’s office and asked to see
their timecard or if their manager had a problem.”
— Leah Messenger, CPP, project/payroll manager, Aztec Shops

communicating with each other as well as
accessing critical, in-the-moment information from store management, product experts, headquarter teams and store systems
to quickly answer customer questions,” said
Michael Copland, EVP and COO, Cabela’s.
“Also, the solution allows our management
team to be connected to our outfitters in a
more meaningful and actionable way. This
helps us fine tune our operational processes
and maximize labor savings.”
Cabela’s is not alone in its belief that

16

%

Retailers cite workforce
management as a top
store systems priority
for 2016.
Source: RIS News, “13th Annual Store
Systems Study 2016: Brave New World
for Unified Commerce”

associates are a key factor contributing to
operational efficiently and bottom-line
health. In fact, 53% of retailers consider the
role associates play in achieving business
and financial performance goals extremely
important and another 41% consider it very
important, according to RIS News’ “The
Employee Engagement Imperative” report.
Driving Efficiency With
Workforce Management
While providing associates with the necessary mobile technology at the point of
service is a key factor in building an engaged workforce and providing a superior
customer experience, having the back-end
systems to ensure the right associate is
scheduled at the right time is equally vital.
Retailers are well aware of the power of
workforce management solutions to supercharge operational efficiencies and provide
significant cost savings. In fact, 16% of retailers cite workforce management as a top
store systems priority for 2016, according
to RIS News’ “13th Annual Store Systems
Study 2016: Brave New World for Unified
Commerce” report.
Aztec Shops oversees all of the retail
operations for San Diego State University,
including the mall retail stores, campus
bookstores, convenience stores, Starbucks,
and more. With more than 1,000 full-time
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and part-time workers, consisting primarily
of college students with constantly varying
schedules, the retailer’s outdated manual
scheduling system was in dire need of an
upgrade. Under the manual system, managers needed a week or more to compile
associate schedules and struggled to ensure
policies were transparent and compliant.
Aztec Shops deployed a unified solution
that connects all of its labor-related processes, including timekeeping, HR and payroll, scheduling, and absence management.
Following implementation, Aztec Shops
has enjoyed numerous benefits including
improved compliance, detailed audit trails,
and better control of labor costs with the
elimination of “buddy punching.”
“Our system before was run by one manager and myself for payroll, HR,” said Leah
Messenger, CPP, project/payroll manager.
“Employees didn’t have access to their timecards. The only way they could see their
times is if they went to their manager’s office
and asked to see their timecard or if their
manager had a problem.”
Under the new system associates have
full access to the self-serve solution via the
web using either a desktop computer or their
personal mobile device. The automated system increased associate satisfaction, while
simultaneously saving managers hours of
mundane and ineffectual scheduling duties.
Associates’ True Value
No other aspect of the enterprise can have
a greater effect on the customer experience than a retailer’s workforce. By equipping associates with the necessary mobile
technology to effectively handle increased
responsibilities in-store, while simultaneously building an engaged and satisfied
workforce behind the scenes, retailers can
improve in-store operations and build longterm shopper and associate loyalty. RIS
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translating data into INSIGHT
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BY JAMIE GRILL-GOODMAN

D

espite the migration of shoppers online, brick-and-mortar stores are still
preferred by many and, as a bonus, offer retailers a robust wealth of data on
their customers and how they shop. From
gathering data on what the shopper wants,
to leveraging insights in-store, retailers are
searching for the perfect formula to collect
data and then embed it into their operations.
To help increase their actionable insight,
retailers report they will spend 6.5% more
in 2016 on predictive analytics than they
did in 2015, according to RIS News’ “13th
Annual Store Systems Study 2016.” Almost
half (46%) plan to invest in in-store analytics
software, according to RIS/CGT’s “Retail and
Consumer Goods Analytics Study 2016.”
One company hitting the mark on pre-

46

%

Retailers plan to invest
in in-store analytics
software.
Source: RIS News/CGT, “Retail and Consumer Goods Analytics Study 2016”

“We are interested in technology that is going to improve the
consumer experience in our stores”
Noah Treshnell, SVP retail Americas, Levi Strauss & Co.

dictive analytics in-store is RaceTrac. The
gas and convenience store retailer operates more than 420 convenience store locations spanning Georgia, Florida, Louisiana
and Texas. Accurate forecasting is a critical
component of RaceTrac’s financial planning
— if the company buys too much of one
product category, only to learn these items
ultimately collect dust on stores’ shelves, it
can potentially lose millions of dollars based
on one inaccurate decision.
After implementing a big data and predictive analytics solution RaceTrac was able
to identify key external factors that directly
affected each market’s demand and make
predictions based on real-time data analysis. The new solution allows the retailer to
create regional models for projecting guest
counts for its stores nationwide.
Predicting store traffic is a major concern
for retailers and, according to EKN’s “Customer Context Power” report, 1 in 2 retailers
are unable to predict their in-store customer
traffic patterns. Accurate forecasting leads
to having the proper amount of inventory
in stores, which is a growing concern as
omnichannel models begin to offer shipfrom-store and develop intense inventory
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visibility needs.
Thus, retailers have invested the most
resources in advanced analytics related to
their biggest asset, inventory — replenishment, demand forecasting and inventory
management all rank near the top in investigative or predictive analytics usage, according to the “Retail and Consumer Goods
Analytics Study 2016.”
One way retailers are combating in-store
inventory issues is with analytics garnered
from RFID technology. Apparel retailer
Levi Strauss & Co. is tapping into massive
amounts of in-store data via a next-gen RFID
reader piloted last year in its Levi’s Plaza
Store in San Francisco. Levi’s RFID antennas
are always on, gathering and disseminating
valuable SKU-level data on a constant basis.
Since the system never turns off and is always scanning for product, the solution is
able to locate and account for every product
on the sales floor.
“We are interested in technology that is
going to improve the consumer experience
in our stores,” Noah Treshnell, SVP retail
Americas at Levi Strauss & Co. said.
Athletic apparel company Lululemon
Athletica is beyond piloting and has fully
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deployed RFID to all its North American
stores. As an added bonus to optimizing
the company’s inventory, Miguel Almeida,
EVP of digital, noted that he’s excited to
see what the RFID and beacon technology
will help the company learn about guest
behavior as they’re buying and browsing
products in stores.
“The successful implementation of this
project not only enabled seamless inventory
management and labor settings in the store,
but most importantly will also unlock the potential for unique guest experiences across
channels,” said CEO Laurent Potdevin.
Beyond inventory concerns, retailers
see their analytics lagging competitors in
the areas of analytics skills/people (46%)
and analytics strategy (37%), according to
the “Retail and Consumer Goods Analytics
Study 2016.” Creating an analytics-driven
organization isn’t easy, but some retailers
are working on developing a clear plan and
the resources to execute their analytic strategy. Bed Bath & Beyond, for example, has
been investing in several technological areas, including analytics.

6.5

%

Retailers report they will
spend 6.5% more in 2016
on predictive analytics
than they did in 2015.
Source: RIS News, “13th Annual
Store Systems Study 2016”
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“The analytics group is actively supporting many areas of
our business including merchandising, pricing, marketing, logistics, store operations and finance with meaningful advanced analytics, business intelligence and reporting to help drive enhanced performance and gain deep
insights in how our customers interact with us”
Steven Temares, CEO, Bed Bath & Beyond

“Over the past few years we have driven
change throughout our organization to capitalize on advancing technologies,” said CEO
Steven Temares. “We have made tremendous progress in the transformation of our
company to better serve our customers in
an ever-evolving digital world. At the same
time our strategy remains rooted in our
customer-centric culture and commitment
to customer service to do more with our customers wherever, whenever and however
they wish to interact with us.”
Bed Bath & Beyond now has a structured
analytics department with robust quantitative capabilities and has made significant
investments to hire talented people, as well
as re-engineer key business processes, sell
new systems, and migrate, connect and
consolidate all of its data into one central
platform it manages internally.
“The analytics group is actively supporting many areas of our business including
merchandising, pricing, marketing, logistics, store operations and finance with
meaningful advanced analytics, business
intelligence and reporting to help drive enhanced performance and gain deep insights
in how our customers interact with us,” explained Temares, but he noted the company
is just scratching the surface in terms of how
analytics can move the business forward.
Bed Bath & Beyond plans to grow and
extend the teams’ reach within the organization to provide valuable insights based on
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analysis and information from both external
and internal systems. For example, further
utilization of predictive modelling tools will
enable the company to achieve improved
optimization to markdowns, pricing and
direct mail campaigns. The company will
also continue mapping customer interactions in-store.
Investment in BI/analytics is on the rise.
Retailers currently invest 13% of their IT budgets in BI and analytics, but will increase this
to 18% by 2020, according to the “Retail and
Consumer Goods Analytics Study 2016.”
While retailers see the benefits of gleaning
in-store analytics for use in a variety of store
operations, especially when customer personalization is at the top of mind, the path to
executing a clear analytics strategy is not yet
forged. In fact, 72% of retailers think better
analysis of data collected from individual
stores will have a positive effect on improving the customer experience in stores in the
next 12-24 months, according to RIS News’
“Imperfect In-Store Execution” report.
Clearly there is work to be done in order
to develop a true 360-degree view of the
customer. However, for retailers that put in
the time and hire the appropriate employees
to create an analytics-centric approach, the
benefits are plenty. From pricing and inventory optimization to targeted marketing
and loyalty, turning in-store analytics into
action is a must for today’s omnichannel
retailer. RIS
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Comcast Business provides customized technology solutions that are Built for Retail. Our advanced Data, Video, and Voice Services, along with our Managed Solutions, give retailers enterprise-grade technology from a single provider, on a smarter network.
Comcast Business provides 24x7 network monitoring, technical support and maintenance along with dedicated project teams.
Visit business.comcast.com/retail.

SUPPORTING SPONSORS

At Aptos, we engage our customers differently with a deep understanding of their needs as retailers, collaborative long-term partnerships, and a direct stake in their success. We also enable them to engage their customers differently with innovative solutions
that enable singular commerce and seamless experiences at every touchpoint. Learn more at aptos.com and info@aptos.com.
Brother Mobile Solutions offers a family of mobile label and receipt printers that make it easy for retailers to quickly print anywhere
in the store. Without wires. Without cords. Without a lot of training. Whether you’re printing shelf edge labels, markdown tags,
queue-busting QR code tickets, MPOS receipts, order pickup tickets, or warehouse and inventory labels – you deserve the legendary
Brother reliability and the latest in Bluetooth®, Wi-Fi®, and Windows®, iOS®, and Android™ compatibility. Order a RuggedJet to
try yourself for free at: www.brotherdemo-retail.com or learn more at www.brothermobilesolutions.com.
Ceridian is a global human capital management technology company serving more than 50 countries. Our offerings include the award
winning Dayforce HCM, a single application cloud solution for Workforce Management, Payroll, Benefits, Human Resources, Talent
Management, Document Management, and Analytics - providing retailers with real-time visibility across all areas of the business.
Visit www.ceridian.com to learn more!
ECRS provides an Omni-channel, end-to-end retail success suite that maximizes profitability and operational efficiency for grocery stores/supermarkets, natural/specialty food retailers, and liquor/wine merchants. With ECRS as your success partner, you
will enjoy...Faster, more accurate customer checkouts - Beautiful, modern store technology - Seamless shopper engagement
across all channels - Business intelligence - Enterprise-wide operational efficiencies - Single platform for data consistency Reduced maintenance and support costs - Reduced costs from third-party vendors - and A team dedicated to your success.
Contact: www.ecrs.com; 800.211.1172; solutions@ecrs.com
Drive Employee Engagement and Operational Excellence with Kronos for Retail. Kronos® is the most widely deployed workforce
management solution available. With over 35 years of industry experience, we’ve designed our solutions to meet the unique
needs and challenges of retail organizations. Learn more at kronos.com/retail. Kronos: Workforce Innovation That Works™.
Visit www.kronos.com/cloud
Manhattan Associates makes commerce-ready supply chains that bring all points of commerce together so you’re ready to sell and
ready to execute. Across the store, through your network or from your fulfillment center, we design, build and deliver market-leading
solutions that support both top-line growth and bottom-line profitability. By converging front-end sales with back-end supply chain
execution, our software, platform technology and unmatched experience help our customers get commerce ready—and ready to
reap the rewards of the omni-channel marketplace. For more information: www.manh.com
Starmount solutions power the store as the center of the omnichannel retail experience, creating a data-rich commerce platform
to engage shoppers, streamline operations, and support seamless cross-channel customer interactions. Combining the best of instore, online, and mobile shopping, Starmount empowers associates, drives more sales, and accesses/fulfills inventory from any
location. Contact: www.starmount.com
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