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TRACY ISSEL: MICROSOFT

Mobile technologies are having a big impact on the
retail store experience, but they’re also revolutionising the hospitality experience too – think tablets
replacing in-room paper compendiums, customers
checking in via their mobile phones and so on. In this
issue, we report on the latest developments in the hotel sector in our special feature with Greg Jones on
page 140.
In our lead story, you can also hear from LiveTiles
about how it is helping retailers to build intuitive user
interfaces that offer employees the same technological
experience they enjoy at home.
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The

creative
factor
Workers want and expect access to the same types of tools and
user experiences at work as they do at home. But delivering
consumer-friendly IT in the workplace can be costly and
complicated, especially if it’s developed in house. The team at
LiveTiles present an alternative solution
BY SEAN DUDLEY

G

etting an entire workforce excited about
the technology they use is no easy feat.
Indeed, despite platforms such as SharePoint and Office 365 being quicker and more
cost effective to roll out than they have been
in the past, getting users enthused about using
them is a different matter altogether.
However, with the addition of an extra layer of
‘user-friendliness’, workforces can begin to make
the most of their enterprise IT. This is where
LiveTiles comes in.
LiveTiles is a software tool that can be introduced
to a company’s SharePoint environment, be that
on-premise or through Office 365. With this extra
layer, organisations can rapidly build and deploy
modern business solutions and user interfaces, including intranets and extranets, for their staff.
“LiveTiles starts to provide a level of creative
freedom,” explains Simon Tyrrell, chief product
officer at LiveTiles. “It allows users – regardless
of how much technical knowledge they have –
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to build v isually-exciting, compelling, flexible
user interfaces.”
“We’re bringing simplicity to store workers and
managers, allowing them to access, view and retrieve
the information they need, and collaborate,” adds
Karl Redenbach, CEO and co-founder of LiveTiles.
“We’re trying to break the barriers of complex technology and make it really easy for associates and
managers to use our technology. This speeds up the
whole process of delivering a great solution to staff.”
As IT has begun to influence almost every aspect
of our lives, users expect more from the apps and
programs they use. They expect regular updates
and enhancements and if this doesn’t happen,
there’s a risk they’ll look for an alternative.
“People use technology in their home lives all the
time,” says Redenbach. “When they order restaurant food, when they search on the internet, when
they book a taxi – there’s a whole raft of ways of getting information and carrying out tasks. Workers
are now going to start expecting that same level of
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maturity with their own internal work information
and day-to-day life in the workplace.”
The team behind LiveTiles believes in putting
creative freedom and power into the hands of the
business and end-user, and getting companies to
try things and develop their ideas – all within a
few minutes. Using the solution, companies can
avoid the risk – not to mention the expense – of
developing a custom-built user interface in house
or having to contract it out to a UI specialist. In
fact, Tyrrell says that LiveTiles is so quick and
easy to use that even if a company has a go at
creating a new user interface and later realises it
wasn’t what they wanted, they won’t have wasted
valuable time and resources. “Our philosophy is
about bringing a bit of sex appeal into it, a bit of
design, and not thinking that enterprise software
has to be boring, but that it can be wacky and out
there if that’s what’s going to appeal to the people
that are going to log in and use it,” he adds.
One area LiveTiles is seeing particular traction
is the retail sector. “In retail, companies and staff
need to react quickly to trends which are constantly changing,” says Redenbach. “It’s a case of
constant evolution, but that’s the beauty of what
we do at LiveTiles – we allow the users, associates
and managers to make changes very quickly.”
Before the cloud computing revolution, it was
very expensive to license an entire workforce as
everything was on-premise. Following the cloud
revolution, however, retailers can now deliver technology outside the head office. And in the retail
sector, the vast majority of staff are not in the head
office but out in the stores and on the shop floor.
“Cloud computing gave businesses the ability to
cost effectively roll technology out, taking away

LiveTiles believes in putting
creative freedom and
power in the hands of the
business and end-user
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PROFILED: DIXONS CARPHONE

Transforming employee
collaboration
Electrical and telecommunications retailer Dixons Carphone
has recently worked with LiveTiles and rhipe Solutions to
overhaul its internal communications.
Together, the companies created a platform that can be used
by the retailer’s more than 40,000 workers to communicate
with each other and share their expertise.
Taking advantage of the flexibility of the LiveTiles solution,
Dixons Carphone was able to add various features and
functionality to the platform based on employee feedback. It
introduced a People Directory, which consolidated contacts
from three disconnected directories and allows users to
connect with others via Yammer or Lync based on skills profile
or role. It also developed a Digital News portal and a modern
landing page, and plans to create an HR Self Starter page for
new employees in the near future.
Thanks to LiveTiles and rhipe Solutions, Dixons Carphone
has been able to transform its internal communications and
collaboration efforts, and is able to keep design and content
fresh on an ongoing basis.
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the deployment complexity of infrastructure,”
explains Tyrrell. “When you’ve got that kind of
workforce, however, the majority are not tethered to a desktop computer. They’re going to be
on phones or tablets because they’re out there
dealing with customers.”
In order for retail staff to keep their finger on
the pulse while out on the shop floor, it’s important that vital information is delivered in an accessible and dynamic way.
Tyrrell says: “That’s really what LiveTiles provides. You can very quickly develop a solution
that shows certain information to the store
manager, and then has another page for the
store worker. That page might be really stripped
back and purpose built for a phone – it’s not
going to be accessed from a laptop because they
simply don’t have one.”
With LiveTiles, users can not only build pages for their workers quickly, but can also easily
adapt and update them going forward.
“If you’re going to build pages and want to update them every week, you need something that’s
easy,” says Tyrrell. “You can’t be going back to your
IT team or external IT provider and schedule in
developers to cut the code and go through change
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control. You need to be able to go into design mode
and tweak things. Even with something as simple as
moving an item around or changing a colour, users
see things evolving and want to check out what it is.”
Redenbach and Tyrrell are fully aware that
these trends in what users expect and demand
from their technology will continue to evolve.
In light of this, LiveTiles is looking into new
technologies and emerging trends to identify
how best to meet the demands of the organisations that use its technology.
The company has just released the third version of its LiveTiles for SharePoint solution,
which has drag and drop responsive design and
“is as simple to use as building a table in Microsoft Word”, according to Tyrrell. LiveTiles
is also continuing to evolve the mechanisms
to enable users to build modern, dynamic
content. “We’re looking into things like animation effects, and we’re always keeping an
eye on design trends,” says Tyrrell. “The web is
now moving towards things like physics-based

a nimation for example. We’re starting to incorporate that and we’re trying to stay ahead of the
curve and understand where the web is going
next. When a user is at home using a website,
we’re thinking about what that website is likely
to be doing, and what parts of it makes sense
for us to bring in as part of our products.”
Redenbach believes that by allowing organisations to offer staff in the workplace the
same technological experience they enjoy
at home, LiveTiles is enabling companies to
make a real difference to the day-to-day lives
of their workforce.
“With the consumerisation of IT, people have
apps and access to information that hasn’t necessarily made its way into the workplace just yet,”
he says. “We’re allowing retailers and organisations to offer that same experience to the worker.
Workers are demanding this now, and I’m of the
opinion that retailers will need to start to adopt
this type of technology if they want to attract
and retain the best staff.”

With LiveTiles,
organisations can
offer staff the same
technology in the
workplace that they
use on a daily basis in
their home
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Enterprise
social for CPG
As social media’s influence over the way we live our lives proliferates, today’s consumer
packaged goods companies are recognising the power it has to evolve their businesses.
Microsoft’s Doug Caywood and ShiSh Shridhar tell us more
B Y L I N D S AY J A M E S

S

ocial media’s rise to fame has been remarkable. Just 15 years ago, the majority of today’s most popular networks didn’t even
exist. But now, over 74% of the online population use social networking sites, according to
the Pew Research Center, and, according to the
latest figures from Invesp, 71% of consumers
are more likely to make a purchase based on
social media referrals.
“Today’s customers make decisions based on
peer recommendations and online discussions
– in fact, according to Ernst & Young, 90% of
consumers trust peer recommendations, while
only 14% trust advertisements. Conversations
that were once had in person now take place
on Facebook or Twitter. People are more informed, and they’re getting their information
in new ways, from new sources,” explains ShiSh
Shridhar, Microsoft’s director of business development for retail.
This means huge change for consumer packaged goods (CPG) companies, who are making
headway in their journey to understand the
power of social media insights. “Retailers can
combine the proprietary data they own about
past sales patterns with the volume and sentiment of social media conversation around a
product or category to further refine their forecasts and better determine areas of investment,”
Shridhar says. “Analytics can be used to determine interesting correlations between specific
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topics trending on social media to spikes in
sales of products and categories. These correlations and patterns can be used to better forecast
demand at a hyper-local level.”
A great example is from BlackBall, a tea and
dessert company based in Taipei, Taiwan.
“BlackBall had built its reputation on the quality of its highly perishable ingredients, and getting them to the right place at the right time
was critical to the company’s success,” explains
Shridhar. “By monitoring customer feedback
on social media as well as sales data, the company can plan more strategically and execute
more effective promotions.”
But using social media to understand buying
patterns and customer behaviour is just the tip
of the iceberg in terms of what the technology
can offer. An increasing number of CPG companies are harnessing social tools within the
enterprise – and to great effect. “Employees
now expect to have social media capabilities
in the enterprise to allow them to have a voice
within the company, as well as to get things
done,” says Doug Caywood, Microsoft’s global CPG industry executive. “CPG executives
are increasingly harnessing the power of these
crowds to solve problems that may have been
left to an isolated few in the past. This shift
opens the door to empowering thousands of
others in the company to express their ideas
and suggest new approaches.

CONSUMER GOODS

“For employees, social media enables the
r eal-time flow of ideas and commentary at any
time of day or night, while also minimising
time spent on other forms of communication
such as e-mail,” Caywood continues. “We’ve
had CPG companies use our enterprise social
media tool, Yammer, to enable plant engineers
trying to solve an issue with a piece of capital
equipment by posting a question to an internal
community and quickly finding someone on
the other side of the globe that had dealt with
the same issue.”
A recent implementation at United Breweries
in India illustrates the point further. With the
implementation of Yammer and Lync – both
part of Office 365 – the organisation’s human
resources personnel can post a question or an

“Yammer is like a river flowing
through our company, bringing
employees from all locations and
departments into an ongoing
flow of communication”
online poll and get fast feedback from United
Breweries’ many locations – including ones
that are so remote, they can only be reached by
two-wheeled vehicles.
“Yammer is like a river flowing through our
company, bringing employees from all locations and departments into an ongoing flow
of communication,” said a United Breweries
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e mployee. “They love sharing what’s going on
in their jobs and geographies – and hearing
about what’s happening in others.”
The insights gained from employee engagement via enterprise collaboration and communication tools are invaluable. “Using this
information, companies can be proactive in
addressing any issues before they snowball,”
Shridhar says. “Companies benefit from getting real-time insights into employee opinion
and sentiment, and know when certain changes
were positive or negative. In addition, the analytics from enterprise collaboration can also
enable an organisation to become agile and
organically identify expertise within the organisation as people become proficient in certain
areas and skills.”
Overall, there’s no question that enterprise
social will become a fundamental part of leading CPG companies’ strategies in the years to
come. “Imagine how effective social media
tools can be for speeding the communication
to a community around a product recall, or to
a sales force on a change to an in-store promotion, or to an agency team on an in-flight digital marketing campaign,” Caywood concludes.
“The areas of opportunity are endless and only
left to the imagination of your people.”
BlackBall and United
Breweries are both
taking advantage of
social tools to plan
effectively and get
real-time insights
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Know thy guest
TA D W. R E M I N G T O N : I N T E R D Y N B M I

Hospitality CEOs need the CIO’s help with timely and accurate information
dissemination to differentiate their properties from the competition and from
other brands within their group

C

IOs have access to tools today to help
their organisations excel in revenue
generation, cost control and employee
performance. IT must take control of enterprise data and provide end-user presentation
tools that allow employees to quickly use data
to delight guests, stop unnecessary spending
and generally excel.
Trending are best practices around the organisation of data and software application sets.
Guest, accounting, employee and corporate performance data can be consolidated across the
enterprise using software tools such as customer relationship management (CRM), enterprise
resource planning (ERP) and corporate performance management (CPM).
CRM systems are becoming popular aggregators of guest information across the enterprise. They integrate data from property
management systems (PMS), POS systems and
more into a central guest data repository for
the organisation to analyse in the aggregate
and down to the individual guest. To ensure it
is used effectively, this data should be provided to all those that come in contact with the
guest. Making data available via mobile devices is proving particularly effective in enhancing the guest experience.
Today’s modern CRM systems allow for twoway integration with other systems that contain
guest data. They serve as a hub for all information that is needed enterprise wide for offering
differentiated guest experiences through employee/guest interactions, automated message
workflows, targeted marketing, social media engagement and branding.
ERP systems of the latest generation similarly allow you to integrate all debit and credit

details, supply chain and employee data across
the organisation’s many systems. They provide
a common foundation for the consolidation
and reporting of financial, supply chain and
employee data across the enterprise.
CPM systems are used daily, weekly, monthly, quarterly and annually to help executives
and business unit managers determine if they
are on plan. If not, they can determine why
not. They need familiar and easy to use reporting, dashboard, planning, and collaboration

“CRM systems are becoming popular
aggregators of guest information
across the enterprise”
tools that work on top of an easy to develop
and maintain data warehouse that is populated
with the summary data from PMS, POS, CRM
and ERP. With all this information at their
fingertips, management can make informed
decisions that help them to differentiate
their properties to win new guests and retain
their loyalty.
InterDyn BMI understands the unique needs
of organisations within the hospitality industry. Through our solutions CRM4Hospitality,
ERP4Hospitality and CPM4Hospitality, we

offer integrated business intelligence solutions
that result in enhanced efficiencies, reduced
costs, the elimination of labour-intensive data
entry and data-driven insights.
Tad W. Remington is vice president at InterDyn
BMI, a Columbus Company
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Reimagining

the guest

experience

From in-room tablets to touchscreen tables in the lobby, hotels are trying
out new technologies to wow their guests and offer them a more convenient,
comfortable and personalised stay
BY REBECCA L AMBERT

T

he lack of innovation in the hotel industry
has been lamented by many, but a recent
report has found that in an effort to keep
pace with their guests’ expectations, most hotels are upping how much they’re prepared to
invest in technology. Hospitality Technology’s
2015 Lodging Technology Study said they spent
just over 2% more of their total revenue on IT in
2014 compared to the year before, and the figure
for this year is expected to rise further.
“Hoteliers are embracing modern technologies
to differentiate their brands,” says Greg Jones,
managing director of the Worldwide Hospitality
Industry at Microsoft. “Most are focusing their
investments on one or more of three distinct areas
to help them deliver a better, more personalised
guest experience; run a more efficient, connected
operation and empower the workforce.”
According to the same Hospitality Technology
report, guest-facing technology will account for the
single largest investment area for IT in 2015. This
covers in-room technology upgrades, beefing up
in-room bandwidth and wireless internet access, as
well as introducing innovations such as next-generation electronic locking systems (RFID, mobile
key), smart TVs and infotainment systems.
Major brands, particularly those in the premium sector, are leading the charge. Guests staying
in certain Mandarin Oriental hotels will find Microsoft Surface tablets in their rooms, which they
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can use to request services such as housekeeping,
laundry and in-room dining; find information
about the hotel’s facilities; and leave feedback
thanks to custom-built Windows apps.
Enter the recently renovated lobby in the Hyatt
Regency Bellevue and you can browse hotel and
area information, view flights, surf the web, and
even play games like air hockey and 3D chess on
55-inch touchscreen tables.
“Hotels are beginning to use the power of digital
to create that ‘wow’ factor and connect with their
guests in more meaningful ways,” says Jones. “By
putting technology in their guests’ hands, they’re
able to offer them the digital experience they have
become so used to in their personal lives, while
providing that extra level of convenience that will
make their stay more enjoyable.”
Jones adds that in Hyatt’s case, it has also succeeded in turning what in many cases has become a dead space into a thriving meeting place.
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“It’s become a big challenge in the industry for
hotels to make better use of quiet spots such as
lobbies,” he says. “Rather than simply being a
space that guests pass through, Hyatt wanted its
lobby to become a go-to gathering place where
guests will want to spend time.”
By equipping staff in the lobby with tablets, Jones
also believes that hotels can succeed in creating a
more welcoming environment where staff can easily
approach or be approached by customers, knowing
that they have all the information they need at their
fingertips to provide the best possible service. “In future, we can expect to see more open greeting areas
instead of staff standing behind a desk,” he says.
As Microsoft and its partners demonstrated at
the Hospitality Industry Technology Exposition
& Conference (HITEC) this June, hotels can
now avail themselves of tried and tested technologies to make these visions a reality.
“We’re showing the industry how they can leverage the likes of Windows 10 and Microsoft’s cloud
platform combined with partner technologies
to create engaging in-room experiences where
guests are greeted by name as they enter the hotel,
can check in via their mobile devices, are able to
use their voice to turn on the lights and remotely
control the TV, and where they’re sent personalised offers and notifications straight to their device during their stay,” says Jones.
Hotels can use these technologies to connect
their back-end operations too. “Developments

around mobile technology, data analytics and the
internet of things are making predictive building maintenance a reality,” says Jones. “Thanks
to connected sensors and devices, staff can now
ascertain what is happening in each room –

whether a lightbulb needs changing or the air
conditioning needs servicing, for example.”
With so many new innovations coming to
market, it can be difficult deciding where to invest your money. But if he were running a hotel,
Jones says he would want to focus on two areas:
gaining better insights into what’s happening
within the property, and gauging social sentiment from guests in order to better serve them
and anticipate future demands.
As a third area of consideration, Jones adds that
he would also like to be able to use technology to
get closer to his peers. “We should be looking to
make it easier for hotel managers to get together
and collaborate,” he says. “There are some great
developments taking place within the industry;
by sharing best practices with each other, we can
really drive innovation.”
Unless you’re staying in the hotel at the Huis Ten
Bosch theme park in Japan this summer, don’t expect to be greeted and served by robots any time
soon. However, you can look forward to seeing
more hotels embrace technologies that make your
stay even more comfortable, convenient and memorable – a home-away-from-home experience with
all of the mod cons you’d expect, plus a few more.

Touchscreen tables feature
in the Hyatt Regency
Bellevue lobby while
Surface tablets replace
paper compendiums in
Mandarin hotels (top)

141

F E AT U R E

Advising the

shopper

NCR’s Sales Advisor application brings a host of benefits to the sales associate,
enabling them to deliver an enhanced in-store experience for the customer
BY SEAN DUDLEY

E

mpowering retail staff to deliver a shoulder
to-shoulder experience for customers can
help ensure loyalty and recurring business
going forward.
By delivering information on shoppers’ past
purchase history, declared preferences and the
best offers to sales teams on the shop floor, the
Sales Advisor application from NCR helps staff
tailor the shopping experience for each customer.
Thanks to the Sales Advisor single service and
sales platform, retail staff have access to customer loyalty information and preferences, and are
therefore able to enhance and provide diversity
to the shopping experience.
“It’s really about ensuring the customer has
something they are confident in when they leave
the store,” says Scot DeLancey, senior director of
Solution Management at NCR. “Sales Advisor
changes the dynamic and makes the sales person
much more of a consultant than a cashier. Say a
shopper comes in looking for a skirt, and say the
skirt could go with four or five accessories. With
Sales Advisor, staff can begin to put together a
‘look’ for someone rather than just being able to
find the individual item. It helps the chances of
expanding the package that shoppers are going to
buy, and that they will walk out of the store happy
with the selections they have made.”
Using Sales Advisor, retailers are able to add another dimension to their loyalty programmes by
creating a relationship with their shoppers based on
recommendations not just simply a transaction.
“Shoppers feel like they’re being guided rather
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than sold to, and know that if they come back to that
store, they’ll find something that meets their needs
and that staff will help them find it,” DeLancey
says. “This dovetails with the increased upsell and
cross-sell opportunities by being able to zone in on
what the shopper really wants. Being able to do that
across the retailer’s portfolio of merchandise is a
way to help boost basket size and revenue.”
In-store promotions can also be delivered more
effectively with Sales Advisor. Staff can use the application through mobile devices out on the shop
floor to inform shoppers of current promotions.
These devices can also help identify, locate and
order items that may not be available in store. The
Sales Advisor application enables associates to find
an item as it’s connected to the retailer’s inventory management system, and reserve it or have it

A single service
and sales platform
enables personalised
promotions and
recommendations, to
provide an exceptional
in-store shopping
experience
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shipped to another store or the shopper’s home.
From an operational standpoint, Sales Advisor is
able to help staff get up and running in a short time.
“Sales Advisor allows us to train a workforce
with a high turnover or seasonal changes, getting
them acquainted on the wide variety of products
they can have,” says DeLancey. “This means the
training time for a sales associate can be much
faster in the store. You might be working with
associates who are brand new, but they quickly
have the ability to be very effective in supporting
the shopper when they come into the store.”
The flexibility of a tablet device means that staff
can locate stock both inside and outside of the
store, have full visibility of inventory, and meet
the needs of the customers across a number of
different verticals.
“One example is in the apparel industry, as
Sales Advisor can enable item recommendation
and guided selling,” DeLancey explains. “By
looking into past purchase history and a shopper’s ‘virtual closet’, sales staff can deliver accurate and timely advice on purchases.”
Another area where the application can help is
lawn and garden, with many shoppers not vastly knowledgeable in this segment. The ability to
deliver dynamic advice in specialised areas can

transform the
shopper experience
– recommending which plants
are compatible with each other and
which ones require full sun or shade for example
– and ensure they return in the future. Similarly,
specialist advisory services can be delivered in a
variety of industries, such as the home goods and
pet supplies segments, among others.
In order to deliver these benefits to sales staff
and have a dynamic presence on the shop floor,
NCR works with Intel to deliver the application
across a variety of tablets and devices with different form factors and capabilities.
DeLancey explains: “Not only are sales associates able to use our application on their range of
devices, but it can also enable advanced management as part of an overall sales network. Because
these devices are by nature mobile, we have to
make them protective and be able to locatable
and affordable. Intel is key for these aspects.”
Though the challenges of each specific retailer are unique, Sales Advisor is a comprehensive,
flexible tool that can help them build relationships
with their shoppers that enable them to stand out
in an increasingly crowded retail landscape.
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Intelligent, effective
promotions
D A N PA H O M I : J U S T E N O U G H S O F T W A R E

Planning promotions has become extraordinarily complex over the last few
years, thanks to the ever-evolving retail landscape. To succeed, retailers
need a centralised system that will eliminate any guesswork

M

anaging promotions has become one
of the biggest headaches facing retailers today. Unfortunately, many organisations take a ‘spray and pray’ approach in
which they increase advertising or price change
activity, and simply hope for the best. While
some promotions may turn out to be successful, others may completely miss the mark – and
retailers are prone to making the same mistakes
again and again.
One of the biggest mistakes retailers make is not
taking the time to understand who the customer
is or what it is the customer wants. Even though
the amount of customer data has increased exponentially in the past few years, many retailers

“It’s clear that only those retailers
with the right tools will be able to
protect and ensure their future”
are still challenged in finding relevance in the
data. Because of this issue, promotions often do
not produce the expected results.
Effectively interacting with customers is also
a big challenge. This area is more complex in
today’s environment than that of ten years ago.
The number of channels that a consumer can
use is growing every day. It is no longer enough
to simply have a web presence. A retailer needs
to be able to connect with its customers via
mobile, Facebook, Twitter, Pinterest, YouTube,
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Google and many other places. This is why
understanding who their customers are is extremely important, so the retailer can focus on
the channels that attract their customers, without being spread too thin.
Once the customer is identified and the message is created, having an efficient way of executing those messages is crucial – but is often
another area where the retailer falls down. Efficiency, speed and accuracy are the key aspects
when executing promotions.
While technology can help with the main
challenges outlined above, it is a sad truth that
most retailers are still using old systems to solve
these problems. This is due to varying factors,
including lack of focus on these kind of tools
(often tools to resolve supply chain problems
take precedence) and a belief that this is an easy
problem to solve just by adding resources or
enhancing existing systems. In addition, their
go-to large technology vendors have not been
able to provide adequate tools to solve some of
the newer problems.
In light of this, JustEnough has created a centralised solution which allows all departments to
plan and publish promotions across all channels
down to the consumer level. It is the only enterprise solution available today which combines
planning and execution, and is offered either on
site or in the cloud.
By linking all departments, activities and channels across the enterprise, and replacing the
silo approach, the JustEnough solution enables
retailers to increase productivity, make better
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decisions and improve collaboration. By having
the data centralised and the necessary tools to
accurately analyse the promotions implemented
across different channels and campaigns, retailers can gain insight into their entire promotions
process and outcomes, resulting in better promotional planning and results.
JustEnough also offers a Deal Management
module, which increases the collaboration between retailers and distributors and helps retailers to make sense of all the offers and take
maximum advantage of them to improve results. In addition, the Promotion Management
suite operates seamlessly with our Retail Planning suite to include all aspects of merchandise financial planning, assortment planning,

allocation and replenishment. By streamlining
the entire process with a robust, easy-to-use
solution, JustEnough offers retailers an effective way to attract new and existing customers,
increase revenues and reduce inventory levels
and marketing costs.
Looking ahead, the promotions landscape will
only get more complex. Increased competition,
more channels, better informed consumers and
tighter budgets will put increasing pressure on
organisations. With all this in mind, it’s clear
that only those retailers with the right tools will
be able to protect and ensure their future.
Dan Pahomi is vice president of new business
initiatives at JustEnough Software
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Enhancing the
dining experience
TO M N I X : S C A L A

Digital menus enable food and beverage outlets to tailor content to local
customers, while ensuring they provide a consistent dining experience
across multiple locations

F

ast-casual and quick-service restaurants appeal
to customers because they offer quality food in
a short timeframe. However, sometimes this
speed makes it difficult for these outlets to create
an engaging dining experience for customers.
According to Networld Media Group’s 2014 report Digital Menu Boards and ROI: Finding the
break-even point for digital signage in foodservice,
around 29.5% of customers are influenced by
digital menus when purchasing a product, while
one in five make unplanned purchases after
viewing items on digital screens. Clearly, digital
menus have the potential to help drive revenue.
The question is, how creative can restaurants be
with the content they share?
Combining Microsoft’s embedded technologies
with the Scala Enterprise platform allows restaurants to easily manage complicated behind-thescenes content, while sharing creative messaging
with customers. They can quickly update menus at
multiple restaurants with new dishes and beverages, or advertise new promotional offers to ensure
that their branding and the customer experience
remains consistent regardless of location.
Alternatively, digital menus can be used to localise content and provide customers with information that is relevant to them. For instance, a US
company may promote a frozen lemonade beverage in its California restaurants on a hot day, but
simultaneously advertise a hot chocolate beverage
in New York where the temperature is much lower.
Restaurants can also link their inventory to d
 igital
menus to ensure they are automatically updated whenever the kitchen runs out of a particular
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ingredient. If the restaurant has no bacon left, for
example, the bacon cheeseburger will be removed
from the menu to prevent customers from becoming dissatisfied when they are unable to order it.
Many restaurants have invested in new mobile
and online channels to attract younger consumers. Customers can place online orders and when
they are within a certain distance of the restaurant, proximity beacons notify the chef to prepare
the food, reducing in-store waiting times and
ensuring food is delivered at its optimum temperature and quality. Upon arrival, customers can
then see that their order is ready via graphical displays that are connected to the ordering system.
Digital menus, online and mobile ordering
all help food and beverage outlets to provide a
seamless customer experience from start to finish, and are an integral part of their ultimate goal
– to boost sales and drive customer loyalty.
Tom Nix is CEO of Scala

Digital menu boards
help increase sales and
improve the customer
experience with
dynamic and engaging
messaging
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The profitability
challenge
W AY N E U S I E : J D A S O F T W A R E

Creating a profitable omni-channel strategy is proving to be no mean feat for
retailers, who are faced with increased costs, incumbent back-end systems and
more complexity than they’ve ever experienced before

A

ccording to the latest annual CEO survey conducted by PwC on behalf of
JDA Software, CEOs have indicated that
deriving profits from e-commerce and other
omni-channel revenue streams is extremely

challenging. In fact, according to the report
titled Global Retail & Consumer Goods CEO
Survey: The O
 mni-Channel Fulfillment Imperative, only 19% of the CEOs from the top 250
retailers (and only 16% overall) say they are fulfilling omni-channel demand profitably.
To echo these findings, The Wall Street Journal
recently reported that Urban Outfitters’ earnings dropped 13% in the most recent quarter,

“CEOs recognise that
omni-channel is the new
way of life for retail”
which the retailer attributed to increased expenses for e-commerce. As a result, Urban Outfitters’ share price plunged.
The JDA/PwC CEO survey report was based
on responses from 410 retail and consumer goods companies across Australia, China,
France, Germany, Japan, Mexico, the United
Kingdom, and the United States. CEOs are
worried about escalating omni-channel fulfillment costs, with 71% saying omni-channel
fulfillment is a top or high priority for them
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this year. The problem is that most retailers are
not structured to handle omni-channel fulfillment efficiently. In the survey, 30% say they are
still operating distinct channels individually,
and another 31% say that while they can offer
omni-channel front-end shopping experiences,
they struggle to handle back-end fulfillment.
Even the 19% of retailers who can offer both
front-end and back-end omni-channel service
to their customers, say it is too complex and expensive. That leaves only 16% who say they can
execute omni-channel profitably.
The reasons that profitability is so challenging can be deduced from the survey data. For
example, 67% of respondents reported that
cross-channel fulfillment costs are rising. The
top order fulfillment costs identified were for
handling online and store returns (71%), shipping direct to consumers (67%), and shipping to
stores for customer pickup (59%).
CEOs are taking steps to address these challenges, spending almost 30% of their total
capital budgets this year on improving their
omni-channel fulfillment capabilities. For the

Top 250 retailers, this investment represents an
over 60% increase compared to last year.
CEOs recognise that omni-channel is the
new way of life for retail and they must adapt
their operations if they want to be profitable
going forward.
Wayne Usie is JDA Software’s senior
vice president of retail

She wants it in blue.
At the store by her work.
Tomorrow.

Today’s consumer is the new boss–demanding what they
want, when they want it, and where they receive it.
Find out what top retail CEOs think about competing in
today’s omni-channel world at jda.com/CEO2015

PROFILED: DR. MARTENS

A single source
of data
Siemens PLM helps iconic footwear manufacturer support
global manufacturing and ensure product quality

D

r. Martens is an iconic footwear and clothing brand with headquarters in the UK.
The company must continuously innovate in order to align with trends and remain
competitive. Each time the company creates a
new product line, it must track information for
about 1,000 stock keeping units (SKUs).
“We have something like 1,000 SKUs live on
our system at any one period of time,” says Mike
Watson-Smith, sourcing director at Dr. Martens.
“Because of seasonality, we are actually working
on three seasons at any moment in time. We can
be tracking 2,500 to 3,000 SKUs.”
Once a product line is approved, the company’s
development team must ensure that the specification for each SKU is 100% accurate, before
delivering them to the sourcing team, who then
create the production specification.
However, the company found that during its
design and product development processes, the
tools and systems it had in place were not sufficient to handle the changes that naturally occur
during the creative process. This was resulting in
errors and miscommunications.
“As our business started to grow, we opened
up to new suppliers, and we realised that when
we sent them out the same information, either
it wasn’t complete or it wasn’t consistent,” explains Nicola Pichel-Juan, sourcing systems
manager at Dr. Martens. “We had various
spreadsheets with different catalogues of trims
and hundreds, if not thousands, of emails. So,
if we were producing something in a factory,
and there was a query, sometimes it could take
hours to actually get to the piece of information
and figure out what happened.”
In order to support their global operations, Dr.
Martens selected Siemens’ Teamcenter software
to create a single source of product data.
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“Teamcenter gave us the ability to track samples, costing, bills of materials for the factory,”
says Watson-Smith. “There is a line-planning capability as well, which will help other parts of the
business and integrate other parts of the business.”
The system was implemented with the support
of Accenture, a systems integration alliance partner of Siemens PLM Software.
Dr. Martens now has better definition and
more accurate data when it comes to product
specification, with a level of detail that tracks
each component and links it with suppliers. Staff
can answer customer questions and establish key
performance indicators for suppliers, resulting
in improved product quality and lower costs.
“Teamcenter will up our competitiveness in
terms of lead time and in terms of being able to
innovate,” summarises Watson-Smith. “Teamcenter is one of the things that will allow us to
stay relevant, to stay competitive, because it will
allow us to improve our speed to market.”

Dr. Martens realises
innovation edge with
Teamcenter

2012 Dell Inc. All rights reserved

Retail IT simplified.
Because your business
is retail, not IT.
Complete IT retail solutions from Dell.
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P R O F I L E D : T R E A S U R Y W I N E E S TAT E S

Enhancing global
operations
Avanade helps Treasury Wine Estates make the transition to the cloud
with Office 365 and Microsoft Azure

T

reasury Wine Estates (TWE) is a global
wine company with an international portfolio that includes more than 80 brands of
new world wines, including Penfolds, Yellowglen, Lindeman’s and Wolf Blass.
With 11,000 hectares of vineyards, sales of 30
million cases of wine annually, and revenues of
about AU$1.7 billion, TWE employs more than
3,000 winemakers, viticulturists, sales, distribution
and support staff across 16 countries. It is imperative the company’s communications and IT runs
smoothly in order to maintain their customer service promises and operational competitiveness.
The company decided to migrate its on-premise
messaging system to Exchange Online – the e-mail
component of Office 365 – in order to help inhouse IT teams use their expertise for more strategically valued activity.
TWE’s on-premise e-mail was distributed over
two major sites in order to serve all global users.
More than 3,500 mailboxes were migrated from
data centres that were located in Melbourne,
Australia, and Napa Valley, US.
TWE also required migration to help align with
their desktop refresh project to Windows 7. This
allowed the company to stay up-to-date with the
latest version of the Office productivity suite.
Due to its deep Microsoft expertise and similar
footprint, TWE selected Avanade to help prepare its environment for co-existence with Office
365, and to design and implement a migration
plan to Exchange Online.
Avanade’s team set up on-premise co-existence
technologies with Office 365, including Single
Sign-On, DirSync and Exchange Hybrid Deployment, and ensured a quick transition from pilot to
production for TWE. This meant that the company
could quickly use Office 365 services, helping to
initiate cost savings in a short space of time.
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Using components of the Avanade Connected
Methods library to create a migration plan and
Avanade’s assets to augment TWE’s IT resources, a plan was formulated to leverage Avanade’s
Global Delivery Network during the execution
phase of the migration project.
Using Avanade’s managed services resources,
the project was carried out during downtime in
each country, therefore minimising disruption
to everyday business activity.
The benefits of the project were felt immediately. TWE’s migration to Exchange Online increased mailbox sizes by as much as 50 times.
This reduced the need to archive and potentially
lose valuable time searching for information.
The company also reduced IT operating costs by
removing on-premise e-mail hardware requirements. Reduced SAN storage also resulted in
cost savings. Exchange Online improved overall
mail system availability and continues to contribute to the competitiveness of the company.
TWE is now prepared to activate and optimise
other Office 365 technologies, which will help
place the company in a more agile position when
it comes to future automation plans.
Through Office 365, Avanade has enabled
TWE to introduce the most up-to-date cloudbased Microsoft technologies and allow its
employees to communicate, collaborate and
innovate with each other at any time and from
any location.
Following the successful introduction of Office
365, TWE continues to work with Avanade to optimise their investments in Microsoft platforms.
This includes the implementation of the Sitecore
web management system, which is based on the
Microsoft Azure cloud offering and has been designed and built to offer mobile responsiveness
for the company’s penfolds.com website.

R E TA I L

Thanks to the Azure-based implementation,
hundreds of damaging and unplanned website
outages have now been eradicated, and thanks
to the improved stability it offers, TWE has been
able to modernise and improve its offering for its
entire customer base.
“Avanade helped TWE migrate messaging
and deploy Microsoft Office 365 in a short time
frame while reducing risk to our end-users,” said

Ash Peck, CIO, Treasury Wine Estates. “Office
365 now enables us to scale further globally with
great agility to grow our iconic portfolio of wine
brands. Avanade has a deep understanding of
the technology platform and brought to our organisation planning tools and internet protocol
that helped us scope, prepare and drive release
planning, scheduling, communication planning,
change enablement and service introduction.”

With Exchange Online,
IT teams can focus on
strategically valued
activity
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Connecting
operations
Guangdong Aiyingdao optimises its business processes and innovates its
management approach by deploying an enterprise resource planning system
on Dell infrastructure

G

uangdong Aiyingdao Children’s Department Store is a retailer of infant, child
and maternity products based in China.
The company has more than 300 franchised
and directly owned stores in the country.
The company wanted to update its financial
and sales model and migrate to a new enterprise resource planning (ERP) system in order
to capitalise on the growth momentum of the
childrens apparel market in China.
“In order to integrate both financial and sales
processes, and establish strong financial management, a large amount of time and energy
was required to modify the business,” says
Xiao Jun, IT centre director at Guangdong
Aiyingdao. “In doing so, we realised that we
needed the support of a vendor who could
provide end-to-end solutions and support
through the journey.”
Guangdong Aiyingdao partnered with Dell
Deployment Services, who provided comprehensive support and careful ERP platform
planning and design. Dell deployed a virtualised platform running Microsoft Dynamics AX
and featuring Dell PowerEdge blade servers
with Intel Xeon processors, Dell networking
switches, and a Dell storage array.
The platform’s architecture includes Dell PowerEdge M620 blade servers with Intel Xeon
processors, which run the front line applications and manage all data related to the ERP
system. The platform also includes Dell PowerEdge M820 blade servers with Intel Xeon
processors for the database. This stores data
related to sales, production and accounting,
which helps enable intelligent decision-making.
Dell Networking MXL 10/40 GbE blade
switches have also been introduced, helping to
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increase transfer speed by 300% and ensuring
all sales, inventory and production-related date
is transmitted rapidly. Furthermore, thanks
to a Dell PowerEdge M1000e blade enclosure,
Guangdong Aiyingdao has reduced data centre
space by around 50%.
The company’s critical data and ERP applications are protected by a Dell DL4000 backup and
recovery appliance, which is powered by Dell
AppAssure backup and recovery software. As a
result, recovery times have been reduced to less
than a minute, ensuring no risk of data loss.
With a flash-optimised Dell Storage SC4020
enterprise storage array with Intel Xeon processors, Guangdong Aiyingdao’s IT staff can now
migrate hot data onto the fastest disks, and efficient data scheduling can be achieved thanks to
the separate read and write modes across different solid state drives (SSD).
Going forward, Guangdong Aiyingdao will be
able to seamlessly expand the storage capacity to
more than 400TB.

“Recovery times have
been reduced to less than
a minute, ensuring no risk
of data loss”
“We have optimised resource allocation across
disk types, improved performance and greatly
reduced costs associated with the ERP system
since deploying the Dell Storage SC4020 array,”
says Xiao Jun. “With the array, we’ve acquired
SSD-level performance for the same price as a
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With the new ERP
system, Guangdong
Aiyingdao will be able
to capitalise on the
flourishing children’s
apparel market in China

standard disk solution. After completion of the
project, there was no delay in the data upload for
the 300 stores nationwide, and the ERP system
storage input/output speeds were 200% higher
than expected.”
Thanks to the new solution and processes,
Guangdong Aiyingdao has seen a 400% increase in the efficiency of its integrated management processes and the speed with which
financial data summaries are provided is now
30 times quicker.
Increasing the accuracy of the IT management
department budgeting has led to more effective
support from the financial department for sales,
inventory and production. Financial data has
been automated, and policymakers can view all
financial statements in real-time, helping to improve decision-making.
Dell provided a single point of contact and
end-to-end support for planning, solution de-

sign, systems deployment and the after-sales
maintenance of Guangdong Aiyingdao’s ERP
platform. Guangdong Aiyingdao also selected
Dell ProSupport Plus with SupportAssist automated support software and a dedicated Technical Account Manager (TAM). SupportAssist
monitors the solution’s infrastructure on a 24/7
basis and creates reports that are delivered by the
TAM on a monthly basis.
“The Dell ProSupport Plus service is a proactive and highly efficient service,” adds Xiao Jun.
“Dell SupportAssist actively monitors the ERP
data platform, providing automated issue detection and the proactive support we need to ensure
we eliminate any risks that may impact the timely
reporting of sales orders. Additionally, Dell’s Keep
Your Hard Drive service allows us to replace the
disks while retaining the failed ones. This completely eliminates the risk of accidental data leaks
and enhances the level of data protection.”
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