
Connected Retail.
Creating  
competitive  
advantage through 
innovation.



Thriving in the  
New World of  
Connected Retail.

Welcome to the Fujitsu Retail Digest, looking at some 
of the biggest challenges retailers face today and 
how Fujitsu is helping companies like yours not just 
to respond to those challenges, but to embrace them 
as opportunities for business transformation and 
profitable growth.
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Modern retail exists in a world that’s becoming more interconnected 
every day. People, companies and even objects are sharing growing 
quantities of information in entirely new ways. In the future, only truly 
connected retailers – those that can join the dots between seemingly 
disparate information siloes – will be able to deliver the types of 
experiences empowered customers expect.

To succeed in this hyperconnected world, it’s essential to find a 
technology partner that can help you connect ICT systems seamlessly, 
from back-end infrastructure to the point of service. A partner that 
continually pushes back technological boundaries to build solutions 
that can propel your business into the omni-channel future. A partner 

with the expertise and global reach to deliver consistent solutions and 
services anywhere.

At Fujitsu, we’ve been providing IT infrastructure, applications and 
services to retailers worldwide for more than 30 years. Today, we’re 
proud to work with hundreds of the world’s most ambitious and 
forward-thinking retailers, developing innovative solutions that give 
them a significant competitive advantage – now, and into the future.

This is Connected Retail.

Jon Wrennall 
Chief Technology Officer, UK & Ireland and Fujitsu Fellow 
Fujitsu



Creating opportunities through data 
Fujitsu works with hundreds of retailers all over the world to find  
new ways of using data intelligently to drive competitive advantage 
– enabling them to capture, understand and use customer data to 
design outstanding, innovative customer experiences that can turn  
a one-off visit into a lifetime relationship.

Are you making the most of your customer data? 
Retailers already have massive amounts of customer information at 
their disposal, but getting insight from the data – and turning that 
insight into action – can be easier said than done.

In every industry, subscription-based cloud services are transforming 
business agility, providing the flexibility to scale up or down instantly 
to meet new demands. Cloud services also free in-house IT resources 
from running and maintaining basic operational systems, so they can 
focus on projects that add value to the business.

Retail as a Service 
At Hallmark Cards in the US, Fujitsu is implementing a cloud-based 
‘Retail as a Service’ solution, allowing Hallmark to concentrate on its 
core retail operations while Fujitsu delivers all the technology and 
infrastructure the company’s 38,000 stores require. As Mike Goodwin, 
Hallmark’s CIO explains: “From an operations standpoint, we wanted 
to get out of the retail systems business.”

Fujitsu now delivers everything from refurbishment services and  
PoS equipment and installation, to payment card processing, 
back-office applications and helpdesk services – all for a fixed price 
per month, per store. It means that Hallmark and its franchisees can 
get new stores open quickly with minimum effort, and rely on Fujitsu’s 
expertise to keep existing systems running and develop new solutions 
to meet changing business needs.

“It will allow us to be more responsive in the fast-changing retail 
environment,” says Mike. “In a service model, you look to your partner 
to keep up with those changes and deliver them a whole lot faster, 
while also shaping emerging capabilities for you.”

What’s next? 
We have to remember, of course, that cloud computing is really still in 
its infancy. The future is full of huge possibilities for retailers that can 
embrace new technologies quickly and effectively. The dominance of 
cloud computing and SaaS delivery models will continue to grow. 
Clouds, and the business applications they host, will start to become 
more human-centric, as the blurring of the boundaries between 
corporate and personal IT continues, in order to meet the expectations 
of the digital natives who will make up the majority of the workforce.

At the same time, the Internet of Things will connect billions of objects 
with each other, with people, and with vast analytical engines, providing 
access to unprecedented levels of customer and business insight.

Experimenting is the new planning 
Managing these rapid and continual changes will be difficult, and 
there will always be uncertainty about which direction to turn –  
so experimentation is critical for retailers in order to capitalise on  
new opportunities before their competitors. An iterative process of 
building, testing and adapting is the best way to develop innovative 
solutions that deliver the most business value. 

As new technologies emerge, retailers will have to identify how they 
fit the current and future needs of the business. As Hallmark has 
found, this means working closely with technology providers to 
develop, test and tailor solutions that meet the specific needs of 
individual retailers – and their customers.

1 Source: Fujitsu International Retail Survey 2013.

Understanding the customer 
With robust data capture and analytics technology, retailers can truly 
understand their customers.

■ Anticipate customer needs, rather than react to them

■ Design innovative offers that strengthen relationships

■ Identify the most valuable customers – and how to keep them 
coming back
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Retailers accumulate huge quantities of data about customers,  
but how can they use it to its full potential

Emerging technologies will create new opportunities for retailers –  
are you prepared to capitalise on them?

Turning customer data into  
actionable insight

Capitalising on new opportunities, fast.

» Cloud will allow us to be more responsive  
in the fast-changing retail environment.«

 Mike Goodwin 
CIO, Hallmark Cards

1 in 5
retailers say they 
capture customer 
information but 

never use it.1

56%
of UK retailers  

don’t capture loyalty 
card enrolment 

information at all.1

only 14%
of retailers 

 integrate store, 
mobile and online 

customer data.1

customer activity throughout the store, not just  
at the point of service.Track

the causes of abandoned baskets – and see where 
customers went next

Analyse

customers in store of the proximity of items  
they’ve viewed online

Notify

promotions based on location,  time of day, 
weather and local events

Fine-tune

connected, seamless and effortless customer 
experiences

Deliver

Using customer data to innovate 
In the hyperconnected world, smartphones and technologies such as 
geofencing and beaconing enable retailers to engage with customers 
in ways that were never before possible.
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Retailers have always had three ways to attract and retain customers: 
value, convenience and experience. In much of the sector, the battles 
over value have largely been fought, with aggressive pricing creating 
a race to the bottom that has hit margins hard. Convenience is 
difficult to control and hard to rely on – it’s easy for a competitor to 
open a store that’s more conveniently located for your customers. 

In today’s hyperconnected world, the real retail battleground is 
customer experience. Modern customers are powerful – they’re more 
informed, they have more choices available and disruptive 
technologies are changing their buying behaviours.  

Retailers are looking for ways to offer connected, personalised 
experiences. But without a consistent experience across every 
channel, those efforts could be for nothing. 

Connecting for consistency 
For many retailers, operational siloes make it difficult to deliver a 
consistent cross-channel experience. Unless store and online 
operations are connected, consistency can be almost impossible  
to achieve.

But with the right technologies and processes in place, it’s much 
easier for retailers to connect activities across all channels – and 
deliver a consistent, high-quality experience to every customer, 
wherever and whenever they engage with the brand.

Not only that, but when channel operations are connected, 
information is connected, providing the level of customer insight  
that enables retailers to deliver even more personalised, relevant  
and rewarding experiences.

Many retail employees hold a wide range of skills and will be used  
to completing a huge variety of tasks throughout a store. But too 
often, they will focus purely on single tasks, ignoring more pressing 
ones until the previous task is complete. For retail organisations, it 
can be very hard to see where and when this is happening – so it 
often simply goes unnoticed.

The solution is dynamic workforce management, powered by new 
solutions and devices. With the right devices in the hands of store 
employees, retailers can ensure that workers are performing the  
most valuable tasks at any given time. When a store is busy 
employees can serve customers, and then as numbers die down,  
they can be reassigned to restocking and merchandising tasks  
with ease.

The visibility provided by flexible solutions like this can also help 
retailers to measure individual productivity and identify the best 
person to complete a particular task. By constantly ensuring that the 
most appropriate employee is assigned to a task, jobs can be 
completed faster, more consistently, and with a lower failure rate.

Make it easy 
Today’s customers expect the companies they interact with to make 
things easy for them. They’re used to instantly accessing any 
information they want on mobile devices and they expect to have 
tools available to them at all times that will provide the information 
they need, wherever they are.

Too often in stores, customers don’t have access to the tools they need 
to make an informed purchase decision. However, with innovative use 
of technology, online and in store, hybrid retailers can change all that.

For example, mobile applications can give shoppers visibility of the 
full range of products, rather than just those they can see on the shelf, 
enabling retailers to “save the sale” or even create add-on sales. 

Mobilising the in-store experience 
In stores, the customer experience is driven by the staff, and mobile 
technology can enable them to provide outstanding service, while 
also increasing operational efficiency. Providing frontline employees 
with tools to share information with customers, resolve out of stocks, 
or reduce queue times helps them increase sales and engage more 
effectively with customers.

Adapt and thrive 
New technologies can help retailers deliver the connected experience 
customers expect, but these technologies will continue to evolve. 
Retailers need to act now to ensure they can deliver consistent 
experiences as technology and customer buying habits change.  
In the new, hyperconnected world, the most connected retailers  
will be able to nurture lasting relationships with customers through 
any channel.

Boosting productivity through process improvement 
Productivity isn’t just about how well a workforce is managed, it also 
hinges on efficient processes. In any location, there are likely to be 
hundreds of processes that could be improved, each with the ability to 
cause serious performance and productivity bottlenecks. 

When a PoS system fails in a store, what happens? Usually, it will fall to 
a supervisor to report the issue, pass on the information to someone 
that can contact the relevant support and maintenance organisation, 
and arrange to have a contractor come out and make any repairs or 
replacements. Responsive break-fix services are essential for any 
retailer in order to minimise revenue loss due to out of service PoS 
equipment. But with inefficient in-store processes like this, equipment 
failure also has associated labour and opportunity costs, taking the 
attention of staff away from revenue-driving activities.

With guided self-fix applications on handheld devices, automatic  
fault reporting and greater visibility of the resolution process, Fujitsu 
retail solutions enable employees to focus on their day-to-day 
responsibilities, and allow managers to keep track of progress as it 
happens – helping solve issues faster and far more efficiently. With 
the help of innovative technology, process improvements like this can 
realistically be made throughout the organisation, helping to ensure 
employees spend their time as efficiently and effectively as possible.

Achieving excellence through automation, visibility  
and connectivity 
By working with an experienced partner like Fujitsu and adopting  
the right new solutions, retailers can begin tackling productivity issues 
at all levels of their organisation. They can gain deeper visibility of 
processes that are causing bottlenecks, create a more connected 
workforce to ensure the right employee is in the right place at the 
right time, and embrace more dynamic management that enables 
the highest levels of efficiency and performance.

Why do customers come through your doors and not your competitors’? 
Is it your stock range? Your loyalty programme?  
Or is it all about the experience?

In large retail organisations, many staff will have a versatile range  
of skills, but how can retailers make the most of the talent available  
to them and maximise the productivity of their workforce?

Customer experience:  
the new retail battleground

Boosting workforce productivity

» of UK retailers believe mobile is the biggest 
opportunity to improve customer experience  
and store efficiency.«

 Source: Fujitsu International Retail Survey 2013

66%
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Physical and digital retail channels each offer unique opportunities  
for growth, so where should retailers invest their money? To make the 
decision even harder, mobile technology is now fuelling a new kind  
of flexible, convenient retail experience that customers are warming 
to at an impressive rate.

Welcome to the omni-channel age. Today’s connected customers  
don’t distinguish between communication channels in their everyday 
lives – and they don’t want to choose between retail channels, they 
want to use them all at different times for different purposes. To 
succeed in this hyperconnected world, retailers shouldn’t be choosing 
between these channels either, they should be looking to embrace 
them all and connect them in new and exciting ways to delight their 
customers with innovative, intuitive experiences.

Omni-channel isn’t about replacing existing solutions and 
infrastructures – it’s about uniting them and ensuring they can work 
together to provide connected customer experiences across multiple 
touchpoints. With proper omni-channel support, a customer can walk 
into a store, look at and try a product, use their mobile device to see  
if it is stocked in a different colour, have it shipped to their home 
address, and pay for it remotely.

Better visibility means better security 
Retailers can’t be everywhere and see everything at the same time 
– nearly all losses are caused by a lack of visibility. But a range of new 
technology solutions have empowered modern retail organisations 
with the ability to see everything, everywhere, all the time.

■ Detailed records and groundbreaking biometrics analysis can help 
stop losses at the point of sale

■ Comparing what leaves the store to what’s been scanned can trigger 
alerts so that immediate action can be taken where necessary

■ Analysis of data related to every sale can help identify and prevent 
many forms of skimming and unauthorised discounting – 
minimising the risk loss

Fighting an undetectable enemy 
But some forms of loss, such as counterfeit notes, are undetectable  
by the majority of frontline employees, and are only noticed further 
down the line. Issues like this don’t just cause immediate financial 
loss – they can also lead to long and costly investigation processes.

Innovative anti-counterfeit technology from Fujitsu enables any 
member of staff to instantly verify the authenticity of any note at the 
point of sale, allowing retailers to:

■ Eliminate loss from counterfeits overnight 

■ Reduce the time spent resolving cases 

New technology, new vulnerabilities 
In the hyperconnected world, it’s not just stock and cash that are 
targeted by thieves – retailers’ data also has a significant value on the 
black market. Retailers now need to consider data security as a critical 
part of their loss prevention programmes.

When loss prevention is backed by the right technology, aligning  
store and data security is far simpler and more cost-efficient. Fujitsu’s 
expertise in retail loss prevention, as well its experience in delivering 
resilient data security for enterprises from every industry, make it  
the ideal partner to help retailers integrate their security activities 
– and protect stock, cash, staff and data more effectively.

Delight customers with Connected Retail. 
With new technology giving customers greater access to information 
and alternatives, the experiences retailers provide are what set them 
apart from their competitors. Price alone is no longer enough to get 
customers through the door. Today’s customers demand personalised, 
connected experiences through their choice of channels.

The potential rewards for retailers that can deliver connected 
experiences are huge. While today’s customers have greater choice 
than ever before, they are also more loyal to the brands that give 
them exactly what they want. When retailers provide experiences 
customers’ love, they’ll spend more, and will be more likely to 
recommend the brand to their peers.

Turning the omni-channel challenge into a real opportunity 
Fujitsu’s new omni-channel point of service application, Fujitsu Market 
Place, breaks down the borders between channels to drive connected 
cross-channel experiences that help improve customer satisfaction 
and increase operational efficiency. With a solution like this in place, 
retailers can simplify shopping experiences and give empowered 
customers the freedom and choice that they demand.

Loss is one of the oldest challenges in retail, but we now finally have 
access to the technology required to combat it effectively.

When e-commerce first started gaining popularity, we were told that it 
would bring about the end of the high street as we knew it. But a huge 
percentage of customers continue to flock to traditional retail outlets.

Enhancing security and loss preventionDelivering connected  
omni-channel experiences

 only14%
» of retailers are integrating store, mobile  

and online customer data. This is a major 
opportunity missed, and it’s an issue that the 
successful hybrid retailers of the future will  
focus on solving.«

 Sarah Kellett 
Industry Consultant, Fujitsu

2 Source: BRC Crime Survey

45%
from employee theft 2

30%
from shoplifting 2

18%
from administration errors 2

5%
from supplier fraud 2

For individual retailers, this typically breaks down as:

In 2011/12, UK retailers suffered losses of 

£1.6billion
up15% from the previous year.2
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Controlling costs and doing business as efficiently as possible is  
critical to the success of retail organisations. So how can they find ways 
to cope with spiralling energy costs?

Reducing energy consumption  
and costs 

are relying on power-hungry legacy systems in their stores, modernising 
PoS and back-office systems could lead to dramatic energy savings.

Proactively avoiding peak prices 
Clearly, for some appliances this simply won’t be an option. For a 
supermarket, there is no alternative to having a large refrigerated  
area in the stockroom that’s powered 24/7; it’s essential to the 
running of the store. To cut costs further, more significant changes 
have to be made.

For some organisations, this may mean taking a step such as 
switching to onsite generators to provide power during times of peak 
demand. This can significantly reduce overall energy spend, but it 
requires the visibility to see when it will cost you the most, and the 
help of an experienced partner that can proactively advise you when 
to switch over to onsite power.

In the UK, Fujitsu works closely with the National Grid to gain advance 
notification of temporary switches to peak charges, as spikes in 
demand across the country begin to outstrip the national energy 
supply. This information can be used by Fujitsu’s customers so that 
they can change to onsite power generation until energy demands – 
and prices – drop again.

In retail, margins are everything. Costs are constantly monitored  
and controlled to ensure that retailers can operate at the highest 
possible level of profitability. In an age defined by increased choice 
and new digital alternatives, they cannot afford to pass on any costs 
to their customers – but not all expenses can be renegotiated and 
minimised easily.

Energy costs are rising across the board, for both domestic and 
business users. Energy is already one of retailers’ biggest cost areas, 
and the amount they spend on it is likely to increase sharply over  
the next few years. There’s no simple solution, so retailers will need  
to think creatively to bring these costs down as much as possible.

Taking control of consumption 
Of course, the most obvious way to start cutting energy costs is simply 
to use less energy. Initiatives around retailers’ stores and premises 
encouraging staff to use as little energy as possible and adopt basic 
green practices can help a little, but far bigger benefits can be gained 
from examining where power is used most in a store and finding more 
energy-efficient alternatives to the systems currently in place.

An area of energy consumption that’s often overlooked is the 
organisation’s IT infrastructure. Huge advances have been made in the 
efficiency of retail IT solutions over the past few years, and if retailers  
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We’re creating 
connected  
shopping  
experiences 
with retailers

For more information, please contact Fujitsu on:
Tel: +44 (0) 843 354 7998  
Email: askfujitsu@uk.fujitsu.com
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