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TRACY ISSEL: MICROSOFT

Leaders in the retail industry have long recognised the
need to deliver a consistent shopping experience across
all their channels. And with the latest technologies at
their disposal, retailers such as GameStop are able to find
more exciting and valuable ways to connect with and
serve their customers, both in-store, mobile and online.
In an exclusive interview, Jeff Donaldson at GameStop
explains how his company is revolutionising the instore experience using mobile and cloud technologies
from Microsoft. Among the other articles in this section, you can also discover how retailers are using data
analytics to make smart, insightful decisions.

97

F E AT U R E

The

return

of the store
Armed with the latest technologies, retailers have the pulling power
they need to attract customers into their stores and drive engagement

BY REBECCA L AMBERT

T

his year will bring incredible change and innovation in the retail industry, especially around
how retailers interact with their customers,
says Brendan O’Meara, senior director of Worldwide Retail and Consumer Goods at Microsoft.
Propelled by the latest mobile and in-store technologies, retailers are now able to bring the modern
shopping journey to life, creating instant, personalised experiences for shoppers on their smartphone,
online and in stores.
But they need to move fast. In its latest report,
Global Powers of Retailing 2015: Embracing Innovation, Deloitte says that “personalised websites and
e-mails have become the norm, and consumers are
looking for this personalisation to extend into their
in-store experiences.”
In January at the National Retail Federation’s annual convention and expo, Microsoft, alongside its
partners, demonstrated how it is helping retailers
to reinvent the in-store shopping experience for
customers and showcased some innovative scenarios to bring digital into the store.
One solution being presented was AvaRetail’s Shelf
Tracker – a system that uses the Microsoft Kinect
sensor to observe the behaviour of people in stores.
“Shelf Tracker allows every interaction with the
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shelf to be monitored and recorded in real time,”
says O’Meara. “What it’s actually doing is understanding where the shopper is in the store, the
merchandise they’re in front of and, if they’re
grabbing an item off the shelf, it can identify
what exactly they’re planning to purchase. This
gives retailers immediate insight into customer
purchasing behaviours and enables them to personalise the shopper experience. For example,
they can provide further details about a particular product they’re interested in.”
Also on show was the NEC Biometric interface
with the Kinect camera system, which can track
who’s in store. Using facial recognition, the application can determine an individual’s age and gender,
helping retailers to provide a more personal selling
experience. It can also provide 3D views of the customer to determine their level of engagement with
the products – and all of this information is stored
away for further analysis by the retailer.
Other ways in which retailers can create more
immersive shopping experiences is by taking advantage of beacons. Together with Avanade, Footmarks demonstrated what is possible with beacons
beyond broadcast messages and coupons, showing
off a new social shopping experience that allows
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customers to use the beacons to leave messages for
family and friends who are likely to visit the same
store. So if you’ve forgotten the milk, you can simply remind your partner who will get a message
when they visit the store later.
“Most retailers who are using beacon technology
are using it to track the movement of shoppers in
the store and, at best, to target them with relevant
geo-spatial offerings,” says Avanade’s chief technology innovation officer Florin Rotar. “We believe that
this is a one-sided approach, so we have teamed with
Footmarks to innovate scenarios where a shopper
can instead use the beacon to leave a message for
another family member who would likely go to the
same store on a later occasion.”
As Chad Brown, CEO of retail omni-channel
platform provider Xomni, explains, the key to delivering great in-store experiences is to deliver a
personalised service, using technology to enhance
rather than complicate the shopping journey.
“In the golden age of retail, customers used to walk
into their local store and the owner would know

exactly who they were,” he says. “As a result, he was
able to offer products he knew they needed or wanted, and give them useful advice. And although that’s
what we need to return to, we must make that experience relevant in the modern world.”
Highlighting GameStop as a great example of
what retailers can do today to attract customers
into their stores (see page 100), Brown says that it
is those that find ways of responding to the customer and personalising their shopping journey so
that they are presenting the right product, price or
promotion at the right time are the ones that will
come out on top. “This requires technology that is
flexible enough to enable new in-store scenarios
that blend mobile, beacons, store devices and online-powered back-end systems,” he explains.
“More than ever, retailers must find innovative
ways to connect and engage with their customers,”
says O’Meara. “Implementing technologies like
these will help retailers maximise customer satisfaction and promote sales, giving them another
way to compete in the modern retail landscape.”

AvaRetail’s Shelf
Tracker uses Kinect
to track customer
activity in store
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Next-generation store
GameStop is harnessing the latest developments around cloud and mobile to
revolutionise its in-store experience. We speak with Jeff Donaldson about how the
company is pushing the boundaries of innovation to better serve its customers

BY REBECCA L AMBERT

S

peciality retailers like GameStop are used
to dealing with passionate customers.
The company, which has more than 6,600
stores across 15 countries, serves some of the
biggest video gaming fanatics in the world –
customers that are enthusiastic about the products they’re buying and expect a high level of
service when they walk into a store or go online
to make their next purchase.
It’s Jeff Donaldson’s job to ensure that GameStop
is on track to deliver the greatest experience possible to these customers. As senior vice president of
the GameStop Technology Institute – a business
unit formed in March 2014 to drive technological innovation across the company – Donaldson
is committed to accelerating the retailer’s pace of
change, and he has been achieving that by working
with universities and some of the leading technology companies in the world, including Microsoft,
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to create new customer interaction technologies
and business applications.
“Our aim is not to just to keep up with the
latest trends, but really advance the state of the
experience we’re offering, and deliver it in a valuable and useful way to both our customers and
staff,” says Donaldson. “We don’t want to be fast
followers; we want to lead the way.”
One key area Donaldson and his team are
focused at the moment is bridging the gap between digital and the bricks-and-mortar store
to better engage with customers. “I think it’s do
or die for retailers when it comes to bridging
that gap,” he says. “Customers’ expectations
are growing and retailers need to evolve in line
with their needs, using the latest tools at their
disposal to deliver the best retail experiences.”
At the National Retail Federation’s annual
tradeshow earlier this year, GameStop show-
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“What we’re aiming to do is
take what a shopper does
naturally outside the store and
connect it with the in-store
shopping experience”
cased some of the new ways in which it is using
Microsoft technologies to revolutionise the instore experience. Taking advantage of the Microsoft Azure cloud computing platform, the
retailer demonstrated how it can stream video
game and promotional content direct to customer and store associate mobile devices.
When they’re in store, customers with the
GameStop mobile app will be able to view exclusive content, such as trailers and promotional materials from GameStop’s catalogue of
video games, on their smartphones and tablets.
They can also choose what video game trailers they would like to see on the new 4K ultra
HD TVs that GameStop is rolling out across its
stores over the coming months. And when they
want to make a purchase, they will be able to
skip the queues and buy products in store via
their mobile device.

When customers are
in store, they will be
able to log into the
GameStop app and
buy products via
their mobile device
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For GameStop’s store associates, the technology gives them a tool to provide an even more
personalised shopping experience. On their devices they will be able to access information for
those customers who have opted in to receive
and share information as part of the app, such
as their unique shopping history. This gives
them an opportunity to learn more about each
individual they’re serving and provide them
with personalised recommendations and offers.
“What we’re aiming to do is take what a
shopper does naturally outside the store and
connect it with the in-store shopping experience,” says Donaldson. “In effect, the store
responds to them every time they visit and
rewards them, giving them a reason to come
back time and again, and access the content
they want to see in an easy and enjoyable manner. The thing is, we love video games – they’re
part of our DNA. And we want to make sure
our customers really understand that and get
the chance to experience exactly what it means
to play an AAA title.”
The GameStop Technology Institute worked
with Microsoft partners Confiz and Xomni
to create this new in-store experience. Confiz
served as the system integrator, allowing the
retailer to connect Azure Media Services with
the app on customers’ mobile devices. Xomni, meanwhile, delivered the entire product
catalogue, which allows customers to browse
available products in real time and make purchases via their phones in store.
Over the coming months, GameStop intends to go live on the technology in a number
of test stores across the US.
This latest endeavour is not the first time
GameStop has worked with Microsoft. “Our
partnership goes back almost two decades,
so we’ve come to know each other well over
the years. Since we work on so many things
together, both as a reseller and a customer, it
was easy to establish the potential in this latest
development. One real advantage of working
with Microsoft is its partner ecosystem – it
has a network we can plug into to find the best
solutions and companies to work with.”
With a keen eye on the future, GameStop is
betting big on its in-store experiences. “We want
to be the first to show our customers how the
gaming industry is evolving and the stores will
be the first place they can come to see those developments,” says Donaldson. “We think that 4K
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gaming will happen and we want our customers
to see just how awesome that will be. The same
goes for augmented reality. At some point in the
future, we’re looking to bring that to our in-store
experience too. As long as the experience is contextual, relevant and personal – without being
too intrusive – then customers will want to interact and shop with us.”

OmniChannel Experience
Management
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Capitalising on
new trends in retail
We speak with Microsoft’s Tracy Issel about what opportunities are out
there for retailers to better serve their customers

W

ith all the latest technologies on show,
from in-store customer tracking tools
and beacons, to mobile POS devices
and interactive HD touchscreens, this year’s
National Retail Federation show provided a
great opportunity to see what trends are shaping the face of retail. In particular, Tracy Issel
believes that POS modernisation, internet of
things and data analytics all have a major role
to play in the industry.
“Retailers want to provide a seamless customer
experience across all channels, which requires an
integrated view of customer information across
these channels and the supply chain,” says the
general manager of Worldwide Retail at Microsoft. “What’s more, mobile device usage is growing, and retailers must engage with their customers in multiple ways through devices.”
Joined by its customers, including GameStop
and TGI Fridays, Microsoft demonstrated exactly how it is helping retailers to keep up – many
scenarios of which involved mobile technologies.
According to Issel, figuring out how to apply
mobile innovations within physical retail environments is something retailers are now beginning to get their heads around. “I think we
are currently in the third wave of innovation
around this,” she explains. “First, early adopters led the way, then retailers started using
devices as a band aid to any problem. Now, we
see the power of big data and insights leading
to greater personalisation and the addition of
a device completes the cycle. Combining these
powerful tools, like GameStop and TGI Fridays have done, brings meaningful and limitless opportunities.”
Issel also sees massive potential in another areas: logistics. “There is huge demand out there
to deliver goods and services quickly, with con-
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“The theatre of retail
means employing
the right elements of
mobile technologies
and sophistication,
as well as insights, to
execute wisely”
sistently high quality, across all channels,” she
explains. “As a consumer, I want this, my omni-basket experience, to be seamless and easy.
Getting all of this right is a huge task for the
retailer and brand, and leveraging the right
technology is crucial.
“And then there’s overcoming the issue of
how to deliver all of this at the right price,”
she adds. “Retailers are constantly challenged
to innovate what personal and value means to
that consumer. The theatre of retail means employing the right elements of mobile technologies and sophistication, as well as insights, to
execute wisely.”
If she were at the helm of a retail company,
Issel says that not only would she put the customer at the centre of all strategies, but she
would also focus more on her own people and
look to hire more women in senior management positions. “Today’s young leaders need
development initiatives to get them into more
senior management positions faster,” she says.
“I would also challenge leadership teams to
work together and adapt across diverse groups
and settings, giving them a more realistic view
of the customer base.”
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Cloud-powered

user

experiences
Customer demands are changing – and fast. To keep up, retailers need a flexible,
scalable platform that grows with their business, as we find out from Xomni

I

t could not be more critical for retailers to
bridge the gap between digital and their bricksand-mortar stores than it is today, says Xomni CEO Chad Brown. “When you think about
what the store does for the online channel, and
vice versa, it should be about creating a sense of
continuity,” he explains. “Bring those channels
together and you truly maximise your return on
investment, and satisfy the customer.”
Xomni – a company whose name stands for
‘Experience Omni-channel’ – is achieving this
vision through a cloud-based omni-channel
experience enablement platform. The company
caters for creative interactive agencies who want
to leverage the Xomni Cloud to gain access to
retailers’ existing systems, add new data sources
(think IoT), orchestrate the data and leverage a
consistent API to develop applications. Xomni
Cloud also incorporates retail-specific functionality that makes building visually rich concierge,
assisted selling and self-service applications easy.
“The idea of using a cloud platform to develop
applications isn’t new,” says Brown. “However,
we are not talking about one-size-fits-all applications. The Xomni model is unfettered UX and
scenario development that enables contextual
and personalised experiences without compromising massive scale. If our channel partners can
dream it, they should be able to build it.”
This March, Xomni launched the third generation of its cloud platform, complete with significant scalability enhancements. “We base our
performance requirements on what a retailer

106

w w w. o n w i n d o w s . c o m

might experience during peak shopping days,”
says Daron Yondem, CTO of Xomni. “For example, a tier-one retailer’s requirements include
60 queries per second and 11 gigabytes of data.
With the release of Xomni Cloud v3 we can scale
well beyond the industry’s current need.”
Cost effective and quick to implement, the
solution incorporates a blend of typical retail
functionality along with some novel capability
designed to accelerate innovation.
One such feature is OmniPlay. Highlighted in a
recent GameStop win (see page 100), OmniPlay
allows individual assets, product views or the
customer presence to be passed from one device to another, assuming certain rules are met
(geofence, beacon location or device capability).
In this implementation, video content can be
initiated from a consumer or associate device
and sent to a 4K display in store, significantly
increasing the ROI of a passive digital sign by
making it interactive.
The GameStop experience is a compelling
one, however, as Brown notes, one challenge
that Xomni faces is the perception of complexity. “The term omni-channel inspires thoughts
of user-centric, integrated, immersive and, by
connection, complicated experiences,” he says.
“First, Xomni makes integration with existing
systems easy; second, although Xomni provides
a seemingly endless list of features and supported scenarios, no one said you must use them all
in one application! We encourage the use of what
we call ‘micro experiences’ to engage customers
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in a meaningful but simplistic way. From there,
you can encourage a deeper engagement.”
With the launch of Xomni Cloud v3, all the
tools are there to build deep ‘macro experiences’
and more pointed ‘micro experiences.’ Version
3.1, which is targeted for a June release, will build
on this thanks to the adoption of API Management – a new feature of Microsoft Azure.
“APIs bring innovation and agility, and at
the same time drive a lot of data that can and
should be used to improve user experience,” says
Evgeny Popov, principal program manager at
Microsoft. “That is why we teamed up with Xomni
to deliver a powerful end-to-end retail platform.”
“Really, Xomni Cloud v3.1 should be called
v4 as we consider it to be a major release,” adds
Brown. “It’s significant for many reasons, but
primarily because it will allow us to easily incorporate super innovative third-party technology
partners such as My Style Genie.”
A new Xomni Technology Partner, My Style
Genie is an expert in dynamic recommendations and has technology capable of putting
together coordinating products that are highly
relevant based on personal style, preferences,
use, or even margin.
“Through this partnership, retailers are able to
provide the high-touch personalised service of
days gone by in store, mobile, outbound or on-

line,” says Laura Khoury, CEO at My Style Genie. “Our web service enables retailers to serve
shoppers as a trusted personal assistant to help
them find the best products for them, and suggest complete ensembles tailored to their objectives and style. The result is a win-win experience – customers are delighted with the personal
service they receive and retailers have increased
basket size and customer loyalty.”
Behind the Xomni-My Style Genie integration
is thebigspace, a specialist in retail consumer engagement and connected experiences.
“Our Omni-Channel Style Guide application
needed the power, speed and flexibility of Xomni and the dynamic integrated analytics of the
MSG recommendation engine to quickly analyse data,” says founding director Dick Lockard.
“Working together, we’ll be able to optimise the
customer’s buying decision and create highly
targeted and relevant connections while maximising profit for retailers.”
Of course, as Brown knows all too well, the future of retail is always evolving. “The question is,
what’s next?” he says. “If anyone tries to tell you
definitively what the future of retail engagement
is, they’re making it up. No one knows! This is
why flexibility is core to our platform. We’ll involve the best partners, give them the utmost
flexibility and see what great things happen!”

The Xomni platform
with My Style
Genie integration
is being used by
thebigspace to create
personalised shopping
recommendations
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Enriching engagement
Employing innovative mobile and beacon technologies to connect the in-store and
online shopping experiences will ultimately help retailers better engage with their
customers. We spoke with Tom Nix of Scala to find out more

D

id you know that the average mobile user
checks their phone around 150 times a
day? At least that’s what’s been reported in
the annual TomiAhonen Almanac, which means
that when we’re not sleeping, we’re looking at our
phones roughly every six minutes.
For retailers, getting us to look up from our devices
and interact with their brand is becoming more of
a challenge. Of course, we may actually be on their
website browsing their catalogue, or even making a
purchase, but reports show that consumers still tend
to be more profligate with their money when they’re
in store – conversion rates in-store typically average
around 20% compared to just 4.8% online, according to a 2013 report by ShopVisible.
“Retailers need to encourage the consumer to look
up from their device and engage,” says Tom Nix,
CEO of digital signage solutions provider Scala.
“They can achieve that with anything from an incredible store design to interactive digital signage,
but most importantly they need to connect that mobile experience with the in-store experience.”
Nix notes that automotive companies in particular are already doing this well. “Recognising
that many customers start the car buying process
online, auto manufacturers are upgrading their
dealership formats to provide a greater level of
continuity in that shopping journey – think 3D
configurators and video walls,” he says.
At the beginning of this year, during the National Retail Federation’s annual show, Scala
showcased a variety of solutions to help retailers revolutionise the in-store experience and
better connect with consumers.
On display was Lift and Learn, which uses a
combination of LCD screens and RFID technology to enable customers to compare and find out
more information about products in store. They
simply pick up a product and the embedded RFID
technology automatically triggers the nearby
screen to show associated information.

108

w w w. o n w i n d o w s . c o m

“With this solution, we’ve taken an experience consumers have come to love online – the ability to compare prices and spec – and brought it into the store
environment in a fun and interactive way,” says Nix.
Scala’s mobile info application called Fling is
also designed to drive in-store engagement. By
holding a smartphone near a beacon tagged
product, the article information of that product
shows up on the smartphone. The shopper can
then swipe that information up onto a large playback screen. Importantly, all of their activity is
being recorded in the back-end so that retailers
can learn more about what they’re interested in.
“The future has been written for us online,” says
Nix. “Today, after three clicks on an airline website
I can have tickets to Shanghai. I don’t mind sharing personal information for that type of seamless
experience. As long as they’re operating within the
bounds of trust, it’s the retailers that connect my
information with the shopping journey that will
win, providing me with a truly valuable experience
– both online and in-store.”

Scala demonstrated
its Lift and Learn
solution at the NRF
show in January

“Retailers need to
encourage the consumer
to look up from their
device and engage”
TO M N I X
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Securing a

better future for EMV
Emerging standards like the 2015 switch to EMV in the US are sending merchants
scrambling for new payments solutions. Thankfully, there are simple solutions out
there designed to help them maintain a secure network, safeguard cardholder
data and adhere to the latest security policies
B Y L I N D S AY J A M E S

W

hile the vast majority of countries
across the globe have been using
EMV-standard cards for some time,
the US has lagged behind. However, with cyber-crime continuing to threaten citizens across
the country, it has become abundantly clear that
US financial entities need to step up.
“Last year, millions of Americans became victims of identity theft,” said US president Barack
Obama at the recent Consumer Financial Protection Bureau in Washington. “These crimes
don’t just cost companies and consumers billions of dollars every year, they also threaten the
economic security of middle-class Americans
who have worked really hard for a lifetime to
build some sort of security. The idea that somebody halfway around the world could run up
thousands of dollars in charges in your name
just because they stole your number, or because
you swiped your card at the wrong place in the
wrong time, that’s infuriating.”
Stopping it requires issuers and merchants
across the US to shift to EMV. “We’re going to
begin making sure that credit cards and credit-card readers issued by the US government
come equipped with two new layers of protection:
a microchip in the card that’s harder for thieves to
clone than a magnetic strip, and a pin number you
enter into the reader just as you do with an ATM,”
Obama explained. “We know this technology
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works. When Britain switched to a chip-and-pin
system, they cut fraud in stores by 70%.”
In an attempt to make progress in this regard,
the major credit card brands are demanding that
new payment security standards be adopted in
the US as of October 2015. This means that after this date, those issuers and merchants using
non-EMV compliant devices that choose to accept transactions made with EMV-compliant
cards assume liability for any and all transactions
that are found to be fraudulent.
On the back of this, according to The Payments
Security Task Force, by the end of the year, 575 million chip cards will be issued by the end of 2015,
representing about 71% of credit cards and 41% of
debit cards. This represents real progress given the
scale and complexity of this overall effort.
However, in this new environment, it is more
important than ever that issuers and merchants
remain focused on security. “Navigating a payments landscape that continues to evolve means
that new threats emerge with increasing regularity,” says Christopher Kronenthal, chief technology
officer at FreedomPay. “What’s more is that while
EMV technology confirms that the card and the
cardholder belong together, it does not encrypt the
payment data passing through the merchant’s environment on the way to the payment processor.”
In response to this, the Payments Card Industry
(PCI) council has established a set of standards
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FreedomPay’s P2PE
solution is available
on Ingenico devices

that seek to make payments more secure and easier for merchants to manage. “Specifically, PCI’s
point-to-point encryption (P2PE) standard meticulously defines the procedures that a payment
solution provider must adhere to and, in doing so,
enables merchants to process payments securely
while keeping their network environment completely out of scope for PCI security audits,” says
Kronenthal. “With P2PE, transactions are entirely
encrypted before they even enter the merchant’s
location, essentially removing cardholder data
from the merchant’s POS and network.”
Many vendors in the payments industry are
claiming to offer P2PE, usually bundled with a
POS system and/or payment terminal and/or
payment gateway. However, as Kronenthal cautions, merchants must beware of false claims and
misstatements. “Any P2PE solution that does not
adhere to the stated PCI requirements and has
not been listed by the PCI Security Council as
validated P2PE will not take the merchant’s POS
and supporting network infrastructure out of
scope of compliance,” he says.
FreedomPay has reinvented its business according to the strict standard required by PCI for

point-to-point encryption. The exacting process
of achieving PCI validation for P2PE has resulted
in FreedomPay building a platform that delivers
merchants immediate benefits around payment
security and scope reduction, as well as ongoing
opportunities to innovate and add value.
“Initially, we have partnered with Ingenico
Group and ScanSource to deliver all facets of
the P2PE solution,” says Kronenthal. “Ingenico’s
best-in-class hardware and ScanSource’s secure
distribution and key injection capabilities have
been fully vetted as part of the PCI P2PE assessment process, offering merchants in any industry the flexibility to roll out a variety of compliant devices, which support traditional magnetic
stripe payments, as well as EMV and NFC.”
As North America’s first fully-functional PCI-validated P2PE platform with EMV and NFC-ready
terminals, FreedomPay is setting the standard for
merchants to deliver a customer experience based
on security, functionality and intelligence. “It is
here, at the intersection of payments and data, that
FreedomPay is able to deliver on its promise to
merchants to make payments smarter, simpler and
more secure,” says Kronenthal.
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Planning for success
With over 17 years of experience in the retail industry, Keith Whaley brings a vast
amount of insight to his position as VP of retail strategy at JustEnough Software.
We find out more

T

here’s no doubt that Keith Whaley understands retail. Having graduated from Ohio
University in the mid-90s, he stepped into
a much sought-after place in a retail management programme at US grocery giant Kroger.
Here, he not only quickly worked his way up
to become a category manager, but also played
an instrumental role in developing the Kroger
Fresh Fair and the Kroger Marketplace store
formats – setups which still have a big presence
in the US today.
After Kroger, Whaley moved into the speciality
retail sector, landing a job with clothing brand
Abercrombie & Fitch (A&F). “In my eight years
with A&F, I led a team which created a model
that allowed the company to successfully build
assortments for its international, flagship and
tourist stores worldwide,” he explains. “That experience was a huge highlight because it allowed
me to be a part of taking a national retailer and
making it into a global brand. As part of that
process, we created all kinds of store models and
formats in which to engage with customers and
offer them compelling products that captured
what we believed was our fair share of sales in
the global market.
“We put tools in place to allow us to cater to
stores that were now three to four times larger
than the traditional mall-based formats that had
been dominant in the company for many years.
As it happens, we ended up implementing the
JustEnough Merchandise Planning solution.”
And this is where Whaley got a real taste of what
would become his next career move.
It was helping to drive that transformation that
struck a chord with Whaley, and which led to
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him joining JustEnough Software. “In my current role, I work closely with customers, prospective customers and industry thought leaders
to understand what’s happening in the retail environment and ensure that our products remain
the industry leading solutions retailers need to
deal with today’s and tomorrow’s complex planning challenges,” Whaley explains.
In this role, Whaley can really put his experience to good use. “That’s the one thing that I
think really sets us apart – we have people like
myself on the team that are able to talk the talk
but have also walked the walk,” he says. “We’re
not just selling software; we’re actually selling
processes and the technology to support them.
That’s a big differentiator for us.”
Indeed, JustEnough has made great strides in
setting itself apart from the competition by, for
example, tackling the challenges associated with
assortment and space planning head on. “Assortment and space planning processes within retail
are key components of merchandise planning,”
explains Whaley. “However, these two components have traditionally been viewed as separate
activities within the retail industry, especially in
the fashion and apparel industries. This type of
siloed approach can lead to misalignment, difficulty in stocking, poor execution and an overall
negative effect on sales and profit. What’s more,
in today’s environment it’s quite common for
retailers to create another team to manage their
digital space. This further disconnects the processes, creating even more challenges.”
Whaley says that in order to achieve success, assortment and space planning should be
integrated with proper organisational struc-
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ture. “Retailers need to focus on building
cross-functional teams that work together to
build assortments and manage their space with
common objectives, aligning their merchandising strategies to achieve those objectives,”
he explains. “Additionally, it’s important for
retailers to identify their space challenges and
account for those challenges in the assortment
planning process. By setting up and using key
measures that combine productivity and space
together, retailers can build and execute against
focused assortments that have proper breadth
and depth in the space they are managing.
Lastly, retailers need a system that is designed
to support an integrated structure. Systems
that contain built-in processes and workflow
addressing the two components together can
provide for better execution in the overall merchandise planning process.”
There are many benefits to this type of approach, including inventory optimisation, increased sales and margin rates, reduced re-working of plans, improved organisational alignment,
cost reductions in human resources and better
overall execution of a retailer’s plans.

“An integrated assortment and space planning
workflow will increase a retailer’s probability for
success,” Whaley says. “However, retailers still
have to understand that all their products will
not be winners. Strategic assortment and space
plans are not plans that contain ‘future actuals’,
but set up a retailer to achieve their goals and objectives. Shaking and baking during the season
is still required in order to get to the finish line.
This approach requires that retailers make decisions related to space planning that may differ
from the assortment plan that was created during
the pre-season planning process. Adjusting item
placements, item presentation quantities and
store layouts are activities that will occur more
frequently as retailers identify trends, manage
inventory constraints and maintain their desired
look and feel of the space they do business in.”
It’s this always-evolving environment that Whaley thrives in. “In retail, the environment is constantly changing and the strategies are constantly
evolving,” he says. “Every day in retail is different
from the last. I enjoy knowing that when I wake
up tomorrow, I’m going to be presented with new,
fresh and exciting challenges.”

JustEnough
recommends that
retailers integrate
their assortment
and space planning
processes
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Why brick is
the new black
B A L J I T DA I L : J DA S O F T WA R E

The rapid rise of omni-channel retail has increased the importance of the
store when it comes to delivering an enjoyable and profitable shopping
experience for today’s connected consumer

D

espite the growth of online sales and mobile activity, around 95% of all retail sales
today are either captured or influenced by
the store. In fact, 78% of customers prefer to buy
in store because they can see and feel products
and, on average, these consumers spend up to six
times more than when shopping online.
One of the biggest trends in omni-channel is
in-store fulfilment, which allows customers to
buy online and collect products in a store. According to research from RIS News, 36% of retailers offering in-store fulfilment have recorded
an increase in foot traffic, while 32% reported a
rise in revenue from the associated up-sell and
cross-sell opportunities. However, RIS News also
found that a lack of integrated omni-channel
processes causes retailers to lose US$4.5 billion
per year in missed sales opportunities.

“Around 95% of all retail sales are either
captured or influenced by the store”
To remain viable, retailers must offer a superior
omni-channel shopping experience. This requires
them to have fully integrated supply chains, inventory visibility technology, intelligent fulfilment systems, labour productivity solutions and
distributed order management (DOM) systems.
Here’s an example. Jenna wants a new sweater
and after finding the ideal product online, she
visits a store to try it on. Unfortunately the store
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does not have her size, so she orders the sweater
from the website on her smartphone and chooses free two-day home delivery.
The retailer uses its DOM system and inventory visibility technology to locate the product and
finds it in a nearby store, its Memphis distribution centre and a supplier in Chicago.
Intelligent fulfilment technology analyses the demand on inventory at each location to determine
where to ship the sweater from. The system also
evaluates the demand on the labour force at each
site to ensure that staff could pack and ship the order
without detracting from revenue-generating duties.
The retailer also needs to weigh up the different
labour, transportation and delivery costs. Although
shipping from the nearby store would be quickest,
the labour and delivery costs could eliminate profit
from the sale and deplete that store’s inventory. Similarly, shipping from Memphis could reduce profit
because the retailer has a rigid agreement with a
third-party logistics partner. However, sourcing
the sweater from the Chicago supplier, which offers
free two-day shipping, meets both Jenna’s expectations and maximises the retailer’s profit.
The remarkable growth of online and mobile commerce has led many pundits to predict the demise of
brick-and-mortar stores. In fact, the reality couldn’t
be further from this. Bricks-and-mortar stores will
remain at the centre of the retail universe and it’s up
to retailers to deliver the true omni-channel shopping journey that consumers now expect.
Baljit Dail is chairman and CEO of JDA Software
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Putting

insight into CPG
Many CPG companies have yet to take full advantage of analytics capabilities
to run their businesses more effectively. A new solution from Accenture and
Avanade aims to change that, giving companies the tools they need to gain
valuable insights from their data
BY REBECCA L AMBERT

W

ithout the right data in their hands,
consumer packaged goods (CPG)
companies struggle to be effective. Yet
many organisations don’t have a sufficient means
of capturing and harnessing business-critical
information. One recent survey by Accenture
found that while companies have some localised
analytics capability, fewer than half use it regularly in their day-to-day operations or believe
it to be a differentiating capability within their
organisation. And only 25% habitually rely upon
analytics for more effective decision-making.
So what are these companies missing out on?
More than they probably realise, according to
Avanade’s senior director of consumer products
and retail Fabio Chiodini.
“Most critically, they lack a true picture of
what’s happening in their organisation as well
as all of the factors affecting their business,” he
says. “That means they’re unable to make smart,
informed decisions, which ultimately affects topand bottom-line performance.”
As Chiodini explains, the reasons many CPG
companies have not yet fully embraced analytics are threefold: they tend to lack sponsorship and governance of analytics within
their organisation. Their IT does not integrate
seamlessly, which makes gathering data from
numerous sources a costly and time-intensive
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exercise. And finally, many also struggle to
find analytics expertise in the market to point
them in the right direction.
While many CPG companies have yet to realise
any more than limited returns on their analytics
investments, there is a new solution available on
the market from Accenture and Avanade, which
can help them get back on track.
Drawing on their expertise, both in the CPG industry and in analytics, together, Accenture and
Avanade have created a cloud-based analytics platform built on Microsoft technology that is designed
specifically for companies operating in this space.
In a nutshell, the solution has three integrated components: Accenture CAS, a sales platform for the consumer goods industry, which
lays the foundation and captures all of the critical data on sales and distribution activities;
the Accenture Analytics Platform built on Microsoft Azure, which provides the horsepower
and platform capabilities; and front-end analytics capabilities based on the Avanade Touch
Analytics application that provides easy to use
visual analytics with mobile capabilities, plus
Microsoft Power BI.
“With this solution, what Accenture and Avanade are doing is proposing an end-to-end approach for CPG companies to track activity
and gain true insight into their operations,” says

CONSUMER GOODS

Chiodini. “Available as a service, our solution
brings together data from across the entire supply
chain, providing them with integrated analytics
capabilities that give them accurate, meaningful
insights into the performance of their business.”
Designed with flexibility and ease of use in
mind, the solution is capable of pulling structured
and unstructured data from numerous sources
and presenting it in useful, easy-to-understand
visuals via intuitive dashboards, which can be accessed on the go on a tablet or back at the office.
Suitable for field sales, key account managers
and senior executives, the system allows employees to quickly access the information they
need, and tailor it according to their role or particular task they are undertaking.
Together, Accenture and Avanade presented the
solution to CPG companies at this year’s National
Retail Federation conference in New York, demonstrating how the industry can take advantage of analytics capabilities to better understand their retail
distribution channels, execution, merchandising,
and pricing and promotions operations.
In particular, the companies shared how the
solution can be used to tackle one of the biggest issues CPG companies face today: getting the most

out of their merchandising and promotional deals
with retailers. Investments worth millions of dollars are at stake if their products are not properly
displayed, or their promotions are not correctly
executed by the retailers selling their products.
And it’s up to the CPG companies to check that
they’re delivering on these commitments.

CPG companies can
use the Accenture
Avanade solution
to track retailer
performance

“With this solution, what Accenture
and Avanade are doing is proposing
an end-to-end approach for CPG
companies to track activity and gain
true insight into their operations”
According to Thomas Ettlich, senior manager at Accenture CAS, one major way in which
the Accenture Avanade solution can help is
by giving CPG companies, and their account
managers, transparency into all of the agreements and promotions they have in place with
retailers, providing them with a powerful tool
to ensure each promotion is being executed as
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per the agreement. The solution integrates this
information with the tools account managers
use to manage their account relationships and
sales calls.
That means that when an account manager walks into a particular store, they can very
quickly check what promotions should be running, how sales in that store are performing, how
the products should be displayed, and so on.
This, ultimately, helps field teams to sell more.
Accenture CAS also gathers data on field
sales activities, from owned or third-party distributors. Companies can use this information to track performance, improve
route planning and order efficiency, limit
out-of-stocks, and feed market and customer insights into the system. Traditionally,
CPG companies found gaining insight from
unstructured data sources, such as raw sales
data from distributors, a key challenge. With
this solution, the Accenture Analytics Platform, collects the data and information from
other sources, analyses it, and helps them to
proactively work with distributors and create
a more efficient supply chain.
“Usability is definitely the game changer here,”
says Ed Bobrin, who leads Avanade’s Global
Analytics Studio. “In many instances, we are
helping companies and their account managers
gain insight into their business data for the very
first time. And with the solution’s intuitive user
experience, workers can access and manage the
data themselves. With its touch-based user interface and customisable dashboards, Avanade
Touch Analytics is ideal for accessing and sharing key information on the go. From simple
visual representations, users can easily pick up
nuances in the data and quickly see the bigger
picture. This is particularly important for account managers that may have short windows
of time to access the information they need.
What’s more, they can access this information
whether they’re online or offline.”
Of course, there are instances where employees, particularly managers, want to drill into
more detail and interrogate the data to understand more about what’s going on across the
business. “This is where Microsoft Power BI
and the Accenture Analytics Platform come
into play,” explains Luke Pritchard, director of
Avanade’s Global Data and Analytics practice.
“These two components are ideally suited for
scenarios where managers want the opportuni-
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ty to get more detailed information.”
Accessible via a browser, the Accenture Analytics Platform data warehousing solution integrates across the Microsoft technology stack
– including Azure, SQL Server and SharePoint
– to provide detailed information about core
business processes, such as trade promotions
management and retail merchandising.
“The trade promotion portal, for example, is a
very sophisticated application,” says Pritchard.
“With this, users can see the data they need
in calendar style views, graphs and charts, detailed dashboards, and even match the data up
with pictures of the products in store.”
Ultimately, Accenture and Avanade have set out
to create a flexible, easy-to-use, industry-specific solution that CPG companies can deploy in a
way that suits them best – whether that be on
premise, via a software as a service model, starting out with a single module, or quickly scaling
out to several markets and geographies.
“Most customers now see data as one of their
core assets; we’re helping them to turn it into
a true business differentiator,” says Chiodini.

Employees can
quickly access the
information they
need thanks to the
touch-based user
interface
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Realising

the value of

data analytics
Intel explains why retailers need to use analytics tools to
gain actionable insights from their data

BY REBECCA GIBSON

I

n the past, the most successful retailers were
the companies that offered high quality
products at the best prices, or the best promotional offers, or were simply situated in the
prime position on the high street. However, the
explosion of digital technology, e-commerce
websites and changing customer demands have
made it more difficult for brands to attract and
retain customers in the same way. “Today, the
elements that previously differentiated brands
have become commoditised and most retailers
face minute-by-minute competition from many
brands of greater sizes, so they must find new
ways to foster brand loyalty,” says Jon Stine,
global director of retail sales at Intel.
Although many retailers have deployed connected devices to boost customer experience and
brand affinity, Stine explains that most have not
yet implemented the accompanying analytics
tools they need to make use of the valuable actionable data captured by these devices.
“Every consumer, product and business process leaves a distinct data trail in both physical
and online stores, which is known as the internet
of things (IoT),” he says. “However, retailers often have no idea what information they are col-
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lecting via these infrastructures, let alone how
to leverage it to improve business processes and
customer engagement. In future, the most successful retailers will be those who deploy analytics tools and use data insights to better understand customers’ needs and align their products
offerings with market demands.” Not only does
Intel provide mobile devices, RFID technology,
in-store sensors and more to help retailers capture this data, it also offers analytics tools that
help make it more accessible. The company’s
suite of application programming interfaces
management tools enables retailers to acquire
actionable data by securely connecting previously siloed data sources.
“The Intel IoT platform provides retailers with
new and secure data streams that can be incorporated into a wide variety of business decisions,
opening the door to a whole range of new innovations and revenue opportunities,” explains
Chris Hunt, IoT solutions architect at Intel.
Plus, retailers can use Intel’s range of IoT gateways to create efficient local architectures and
leverage hyper-local data filtering and analysis
tools to aggregate the data captured by their IoT
networks. “Our ecosystem of on-premises and
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cloud-based third-party retail analytics firms
can also provide retailers with the ability to rapidly prototype and develop the algorithms that
drive insight,” adds Stine. Intel’s IoT platform
also allows retailers to gather and analyse data
from disparate sources more easily.
“Retailers are unable to use the data they have
gathered because they are operating on legacy
enterprise infrastructures that are comprised
of different data silos and solutions from various technology providers,” explains Shailesh
Chaudhry, director of business strategy in Intel’s
Retail Solutions Division. “Intel’s IoT platform
enables retailers to collect data from various
devices and securely deliver it across their entire networks, including edge devices and the
cloud. This allows them to analyse data to optimise profit, deliver personalised experiences and
meet customer expectations.”
Retailers are also starting to recognise that
consumer-owned devices can provide valuable
insights into customer behaviour. “Data from
these devices can help retailers to track the flow
of customers in their physical stores, monitor
stock levels, and even record the frequency of
visits from their most loyal customers,” Stine explains. “This can be combined with external data
about market trends and individual customers
– such as purchase history or online habits – to
help retailers understand how to optimise inventories, enhance the in-store experience and im-

prove cross-channel processes.” When retailers
realise the potential of the valuable data stored
in their connected devices and IoT infrastructures, the possibilities for improving the customer experience, boosting loyalty and driving revenue growth are endless, Stine says. “Yesterday’s
retailing world was dominated by the merchant
princes, but tomorrow’s world will be dominated
by the insight kings and Intel is excited to see the
value that retailers will create with simple but effective technology implementations.”

Intel is helping
retailers to collect
consumer data to
deliver personalised
experiences

Predicting customer behaviour
US company Big Cloud Analytics (BCA), which provides real-time marketing prediction solutions,
uses multiple algorithms running on the Intel IoT Gateway platform to aggregate multiple
sources of historical and real-time data to provide retailers with predictive analytics capabilities.
“Intel’s IoT Gateway platform provides a secure environment to bring all raw sensor data
together and transform it into easily digestible, actionable insights that can be used to
personalise customer interactions, drive sales, optimise pricing structures, develop targeted
marketing campaigns and more,” explains J. Patrick Bewley, BCA’s chairman and CEO.
For example, retailers can use BCA’s analytics tools to provide sales associates with access to
a complete profile of a customer the second they walk in the store, allowing them to predict
their behaviour based on past purchasing history, identify potential cross-sell and up-sell
opportunities, or even forecast whether they are likely to become a long-term customer.
“Most brands already collect data, but are not sure how to leverage it, or combine it with
other internal and external data, to gain new insights about their brand, customers and market
trends,” says Lisa Cangro-Essary-Coons, global solutions executive at Intel. “Together, BCA and
Intel enable retailers to insert real science into every customer interaction by providing them
with the real-time analytics they need to understand the ‘shopping genome’ of each customer
and develop ways to assist and excite them, while boosting revenue.
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Keeping the
customer satisfied
SteadyServ Technologies and Intel have developed a new solution that
not only helps bars and restaurants stay on top of their inventory, but
delivers crucial insight into customer trends in near real time

BY SEAN DUDLEY

I

magine finishing a hard week of work and
looking forward to a pint of your favourite beer
only to find that when you get to your local bar
or restaurant it is not available.
Enough to ruin your weekend? Perhaps not.
But enough to affect your customer satisfaction
levels? Most definitely.
With many establishments now offering a wide
range of beer brands and styles, keeping tabs on
inventory levels, setting the right range of beer
options and establishing the optimal pricing
levels, not to mention keeping tabs on customer
purchasing trends, can be a complicated task.
A new solution from SteadyServ Technologies
and Intel is providing bars and restaurants with a
much-needed insight into their own operations,
helping staff to stay one step ahead of the game.
Manual methods, including guessing, are often
used to determine the estimated amount left in a
keg, and staff have to stay on top of tasks such as
orders from brewers. This leaves significant room
for human error and inefficiencies to creep in.
In order to carry out accurate and efficient inventory management, bars and restaurants require a system that allows kegs to deliver vital
information, which helps management teams
understand what is happening in their establishment, as well as the surrounding neighbourhood
and areas around them. Having this information
helps managers make simple and effective decisions about what they should do next. Up until
now, this has not been available, so guessing was
the next best option. SteadyServ and Intel eliminate the guesswork.
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The SteadyServ iKeg is a cloud-based inventory
management and intelligence system that delivers
near-real-time insight and information to users.
Using radio-frequency identification tagging and
weight sensor technology, the iKeg solution collects consumption data from kegs. This is then processed through an Intel Internet of Things Gateway
solution, which aggregates, filters and encrypts
data before sending it to the cloud.
The SteadyServ cloud infrastructure then analyses sensor data, as well as point of sale and external
data, to provide actionable insight reports to users.
These reports can be accessed via an internet portal
or mobile application.
Sales representatives from distributors have
access to the system and certain intelligence, so they are as
up to date on popularity, consumption and depletions as the
bars and restaurants are. This
means they can see what is going to be ordered, which beers
are doing well and which are
not, thereby becoming much
more useful as a knowledge resource to the bar manager.
SteadyServ is now engaging
many of the largest worldwide
brewers to become involved with
the solution, and is providing
them with insights previously not
possible. Due to the solution’s real-time capabilities, brewers can
look at a specific marketplace and

The iKeg solution
collects consumption
data from kegs

H O S P I TA L I T Y

Intel’s IoT Gateway
underpins SteadyServ’s
iKeg system

identify where it is outperforming competitors,
and areas where it is underperforming.
Carl Bruggemeier is CEO of CZH Hospitality,
a management company in charge of several restaurants and hospitality projects across the US.
CZH Hospitality was one of the first adopters of
the SteadyServ iKeg system, and Bruggemeier
says that the solution immediately struck him as
an excellent addition to his company.
“For me, it’s all about having near real-time
information about all of my draft beer products at my fingertips,” Bruggemeier says. “I can
get a variety of reports and information on my
handheld device. The system allows me to understand my customer’s purchasing trends, look
at my inventory and compare the information
from SteadyServ with the reports I get from my
point of sale systems, so that I can verify that I’m
getting all the money I should. It has become an
invaluable management tool for all the young
people that work for me.”
Thanks to the SteadyServ system, Bruggemeier
and his staff are able to get a clearer picture of
customer needs and preferences, helping them
meet their demands more effectively.
“The most important thing it has done for us is that
we don’t run out of the beers our customers wish to
purchase,” Bruggemeier says. “This makes the customer very happy because previously we might have
run out of a very popular and great selling product.
There are two outcomes from that – you have an angry customer and you miss out on potential revenue.”
The solution also helps inform weekly purchasing
decisions, such as what beers should be on offer.
“We can look at a trend and say ‘our customers are telling us they like pale ales’ for example,”
Bruggemeier explains. “We may only have one
or two available, but with this information we
can go and find others to complement what we
already sell. This helps increase customer satisfaction to thereby increase our revenues.”
Bruggemeier not only uses SteadyServ in the
restaurants and bars he controls, but recommends it to all his clients. “For many years the
hospitality industry lagged behind others in the appropriate use of technology, and I think we suffered
because of it,” he concludes. “I think systems like
SteadyServ and the explosion of this kind of technological improvement and availability of data is going
to make those that adopt it eminently more powerful in their marketplace and completely responsive
to their customers’ needs.”
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Supporting
innovation
Siemens PLM Software technology supplies the framework for
innovation on a global scale at Unilever

1

50 million times a day someone, somewhere
in the world chooses a Unilever product.
Unilever’s brand portfolio spans 14 categories of home, personal care and food products
and includes brands such as Lipton, Knorr, Dove
and Omo.
For the past ten years, Unilever has partnered
with Siemens to create a global specification
management system that serves as the first major component of its product lifecycle management (PLM) system supporting its product innovation process.
“The partnership with Siemens has provided
us with a cornerstone in our approach to PLM,”
says Huw Evans, R&D director of information
in Unilever’s Home and Personal Care Division.
“Quite frankly, if we hadn’t been working with
Siemens, I don’t think we’d have achieved what
we have so far.”
Specification management has been helpful to
Unilever as it strives to innovate in the face of
rising raw material costs. Using SIMATIC IT Interspec specification management functionality
from Siemens, Unilever has achieved global visibility for all raw material specifications, allowing
an order of magnitude reduction in the number
of specifications in the organisation.
Purchasing fewer materials in greater quantities gets the company better deals with suppliers too, which allows it to invest the money it’s
saving back into driving value for innovation. “It
takes a certain amount of R&D time to develop,
manage and maintain any individual specification,” says Evans. “If you’re reducing that by an
order of magnitude, clearly there’s R&D time
that can be reinvested elsewhere.”
Another innovation best practice is knowledge
re-use. Teamcenter digital lifecycle management
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software from Siemens facilitates knowledge reuse by providing a single source of product information – something Evans believes will not
only facilitate the innovation process, but it will
also support the faster cycle times that the current competitive climate dictates.
Unilever uses the NX digital product development system from Siemens to design its packaging too. “Packaging is a very large component
of our product. It’s certainly the first thing that a
consumer sees so it’s a big driver of choice,” Evans explains. “Getting that right is very important. NX is underpinning our common way of
working in the packaging function.”
PLM at Unilever is not an IT project, according
to Evans. He refers to it “as a technology-enabled
business change project that evolves with Unilever’s business priorities.” In a company such as
Unilever, where innovation is always a high priority, PLM solutions from Siemens are providing
a solid foundation for future growth.

Using Siemens
technology, Unilever
has a single source of
product information
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Paperless
pharmacy
With its new automated accounts payable process, a US pharmacy
chain is saving money, time and paper

G

enoa, a QoL Healthcare Company is one
of the largest behavioural health pharmacy providers in the US with 250 full-service pharmacies in 31 states and the District
of Columbia. It has recently implemented new
document management software from Metafile
to streamline its invoicing processes.
In July 2014, Genoa made plans to merge with
QoL, causing the company to double in size. For
many years, the pharmacy chain had been using
a single member of staff to handle its accounts
payable (AP) process, which was manual and
undocumented. Invoices for more than US$500
were e-mailed to be approved by pharmacy store
managers. Additionally, invoices had to be printed, scanned, e-mailed and filed, which impacted
productivity and made it difficult to track where
invoices were in the approval process.
After the merger was confirmed, Genoa went
through a transition in staff and two AP specialists were hired to keep the department running
smoothly, but the undocumented process made it
difficult to transfer the knowledge of the manual
AP procedures to the new hires.
Too many paper documents and lack of a solidified workflow were the company’s pain-points.
With the merger approaching fast, it was important that the AP procedures be safely stored and
documented in a computer system. Genoa decided
to purchase a paperless document management
solution that would seamlessly integrate with its
Microsoft Dynamics GP system and help eliminate both paper and manual processes from the
AP department.
A document management system would decrease the number of manual processes the company had to endure and limit the number of hands
that each invoice had to go through. With a paper-
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less solution, it would be able to enforce approval
rules and avoid mistakes caused by the manual
processes. Employees would also no longer need to
print and file invoices, saving both time and paper.
With their new document management solution integrated with their Microsoft Dynamics GP
system, managers have the ability to see pending
invoices and approvals for their specific locations.
They can also search all invoices for their specific
location, increasing transparency. The efficiency
of being able to access the document management
solution from directly within Microsoft Dynamics
GP also made the transition smooth.
The company originally had the goal of automating 50% of its invoices but, with MetaViewer
Paperless ERP, it has been able to automate 100%.
The newly-combined company has also been
able to save money on staffing. Despite doubling in
size, the AP department has been able to keep the
same number of employees that they had before the
merger because MetaViewer has taken on much of
the workload and streamlined business processes.

A paperless approach
has introduced greater
efficiencies at the
pharmacy chain

P R O F I L E D : H U S Q VA R N A G R O U P

R E TA I L

Strengthening
service
Working with Avanade, the outdoor power products supplier is aligning
customer care and sales to deliver an improved customer experience

H

usqvarna Group is one of the world’s
largest producers of outdoor power
products and solutions. Through a dealer and retailer network, its products are sold to
consumers and professional users in more than
100 countries.
Disparate systems and manual processes across
almost 30 customer care locations were causing
a fragmented view of customer activities. Multiple systems – billing, warranty, spare parts, customer care, sales tracking and telephony – made
it difficult for service staff to proactively identify
customers and handle issues, plus customers with
multiple locations were handled differently in
each country instead of in an aggregated manner.
Husqvarna Group wanted a global solution
that would harmonise customer service and
sales operations and, ultimately, improve the
customer experience.
Husqvarna Group turned to Avanade for help
in developing a consistent way by which to run
its service and sales operations. Avanade evaluated the myriad systems in use at Husqvarna
Group and designed a solution to boost efficiencies for service and sales.
The on premises Microsoft Dynamics CRM deployment provides a unified view of various systems, enabling Husqvarna service reps to deliver
an optimised, consistent customer experience. In
addition, Avanade’s CRM for Contact Centre solution was built on the Dynamics CRM platform to
support Husqvarna’s multi-site, high volume environment. Today, the solution is being deployed to
1,100 customer care and field sales workers across
28 countries across EMEA and APAC.
Key capabilities in the solution include telephony integration, knowledge management
integration, FAQ functionality, agent perfor-

mance management, contact centre process
management, sales planning and follow up, and
mobile capabilities.
With mobile access, sales staff can view activities that need to be performed, organise customer
visits via maps and submit orders while on the
road – saving valuable time. Sales managers were
previously working with manual processes – using spreadsheets and e-mails to log sales and track
performance; those tasks are now fully automated. Managers can view multi-location customers
as a whole and report sales across geographies.
Now, with a unified view of customers, service
workers can easily identify callers and review
history prior to answering calls. The solution
has improved information integrity, allows for
more efficient management of customer issues,
simplifies reporting, and empowers sales leaders
to accurately track performance and campaigns.
Mobile capabilities enable sales representatives
to map out customer visits and plan activities in
a time-efficient way.

Husqvarna’s outdoor
products are sold
in more than 100
countries
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THE LAST WORD

A social outlook
Companies that embrace social interaction solutions are out-performing non-adopters
across a wide variety of business KPIs. Peter Ostrow, VP and research group director for
sales effectiveness and customer management at Aberdeen Group, tells us why

B Y L I N D S AY J A M E S

How is social interaction evolving in
businesses today?
We’ve seen a dramatic uptick in the use of collaboration platforms within the enterprise. Those
companies that embrace such solutions are experiencing 19% better customer retention rates
and 18% more effective on-time project delivery.
Meanwhile, external social listening has revolutionised the way in which modern enterprises
discover and care for their customers.
How are businesses harnessing social tools?
Savvy organisations have learned to empower
their market-facing staff with tools that streamline the process of gaining intelligence more efficiently and rapidly than ever before. External
participation – the active posting, sharing, blogging and tweeting executed by modern sellers
– also represents great opportunities for those
refined sales professionals who understand the
value of giving before getting: they curate valuable content, share best practices and develop a
reputation as subject matter experts.
Do enterprises face any specific challenges in
terms of social interaction and communication?
Organisations simply cannot stop the incursion of social tools into the enterprise. They
can either embrace the formal solutions offered
by business providers, or sit by while the viral
spread of the most popular platforms takes on

a life of its own. Another challenge focuses on
two kinds of control: security and messaging.
Indeed, we see the strongest-performing organisations putting more energy into establishing
formal policies around the use of social media
by employees. Establishing clear policies creates
more direct and constructive conversations in
those few instances where things get out of hand.
How do you see communication changing in
the years to come?
Everything boils down to one word: mobility. In a
remarkably short period of time we, as consumers,
have all grown accustomed to the mobile-first nature of most of the content we both consume and
create. However, moving from consumer to business
communications, mobile is much more complex to
deploy. Layers of on-premise business applications, slow-to-adapt IT departments, and
friction-inducing VPs of sales prevention litter the enterprise landscape in
even the most progressive of companies seeking to update legacy systems
to adapt to the 21st century norms of
all social, all mobile, all the time. The
future depends on a device-agnostic
user experience, which best allows
sales reps – whom we should consider
our internal customers – to get their job
done on their own terms. After all, isn’t
that the very definition of social?

“In a remarkably short period of time we,
as consumers, have all grown accustomed
to the mobile-first nature of most of the
content we both consume and create”
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Tear through the paper trap...

and pitch the paper clips.

It’s time - past time - for your company to go paperless.
Get rid of mounds of paper, increase efficiency, eliminate errors with OCR, automate
workflow and have real time visibility with full Microsoft Dynamics ERP integration.
From AP to AR and HR to the CFO - everyone benefits from a paperless world!
It’s time to tear through the paper trap with MetaViewer.

AX | GP | SL | NAV | CLOUD

Pitch The Paper Clips | www.metaviewer.com/for-Microsoft-Dynamics

of the most intelligent scooter on the road?

Dell services and solutions help growing businesses accelerate innovation.
With solutions that go beyond end-to-end, Dell is helping businesses on
the rise turn their dreams into realities. From application development to
cloud-based diagnostics that inform even the most intelligent super scooter
on the road. To see how we can help solve your most important business
challenges, visit dell.com/domore
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