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Looking forward to 2021
The COVID-19 pandemic during 2020 forced retailers to pivot from
exis�ng plans and completely revamp their processes and, in many
cases, technology to adapt to new customer shopping habits that were
shaped by social distancing guidelines and temporary closures of
non-essen�al retail businesses.
We all know we’re not out of the mess of the pandemic yet, but many
of us are op�mis�c about retail in 2021. One silver lining to the chaos
of 2020 is that retailers are reminded of how quickly they can execute
and deliver when presented with adversity.
The pandemic has greatly accelerated trends such as digital commerce,
online ordering for grocery and restaurants, buy online, pickup at store
(BOPIS), buy online, pickup at curb (BOPAC), contactless payments and
other omni-channel capabili�es. As consumers adapted to new
shopping behaviors, many of these will become long-term habits. The
pandemic also brought into laser focus what worked well and what is
not working for each retailer. Beyond the necessary reac�ons and
tac�cal needs, 2020 was in some ways an opportunity to pause, assess
and clearly deﬁne the path ahead for retail.
Retail has always had winners and losers. For many who struggled
during 2020, much of their fate was already in mo�on before the
pandemic. Some who prospered, where others did not, were savvy
retailers that already had good omni-channel processes and were able
to quickly pivot to adapt to new customer shopping behaviors and
expecta�ons.
Shopping behaviors and retail strategies will vary by segment and
brand, as there is never a one size ﬁts all approach. Now is the �me for
retailers to dig deep, evaluate their brand and customer experience
vision, and strategically execute around the crucial role that the store
will play in the future.
There is no going back and there is no return to “normal.” The reality is
that normal has never been a constant – it con�nues to evolve. We
con�nue to live in a �me of rapid accelera�on of technology advances
and business and socio-economic disrup�on that has rippled throughout our personal, social and professional lives and evolved our
shopping behaviors and habits.
We welcome you to join us as we explore these themes and retailers’
top priori�es for 2021 and their speciﬁc plans for customer engagement, stores and in-store technology.
• Key Findings
• Business Priori�es for 2021
• Customer Engagement Priori�es for 2021
• POS Priori�es for 2021
• Current State of Store Technology
• Planned Replacement of Store Technology
• Moving the Store to the Cloud
• The Store Remains the Central Customer Experience Hub
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POS
Priorities

52%

Addi�onal Customer
Delivery/Pickup Op�ons

Top Business Priorities

85% 67% 52%

Grow/Enhance
Digital Commerce

41%

Customer Iden�ﬁca�on
/Personaliza�on of Customer
Experience

Expand/Enhance
Customer
Experience/
Capabili�es

Improve/Op�mize
Supply Chain

Moved or Moving to the Cloud
Note: Only 51% of retailers have or plan to move POS to the cloud.

67%

41%

Business Intelligence/Enterprise Repor�ng
Customer Mobile Experience
Alignment (Mobile App/Website/Responsive Design)

67%
Workforce Management/Time & A�endance

63%

33%

Real-�me Retail (Dissemina�ng,
Monitoring and Execu�on
U�lizing Real-�me Data Across
all Channels)

Inventory Management

59%
Order Management

Unified Commerce

3

74%

1

52%

Omni-channel
Capabili�es/Integra�on, Like
BOPIS or BOPAC

POS So�ware
Upgrade/Replacement

Customer
Engagement Priorities

Add/Enhance OMS Integra�on/Real-�me Product
Visibility

of retailers have or plan to implement a uniﬁed
commerce pla�orm
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Business Priorities for 2021
Digital commerce volume was oﬀ the charts in 2020, as
consumers simply didn’t have much choice. With many
non-essen�al retail stores closed, or with long wait-�mes to
enter based on limited capacity guidelines in some states,
consumers ﬂocked to online and mobile ordering.
Op�mizing Digital Commerce
As we all know, almost any product can now be easily
ordered online and digital commerce will con�nue to accelerate. In 2020, e-commerce accounted for nearly 20% of
retail transac�ons and it’s likely to reach 25% or more of
total retail transac�ons in the near future. It is not a big
surprise that heading into 2021, 85% of retailers have
indicated digital commerce is their top business priority.
Consumers’ accelerated online shipping behaviors in 2020
increased retailers focus on digital commerce and exposed
areas of opportunity to improve online capabili�es,
omni-channel fulﬁllment op�ons and execu�on, as well as
technical infrastructure and integra�on.
Enhancing the Customer Experience
It’s more than just about the transac�ons, it’s about the
holis�c customer experience and their journey. Customers
want anywhere, any�me accessibility when shopping and
the omnipresent digital experience will con�nue to play a
larger role, whether purchases happen online or in the
store. Therefore, digital transforma�on must consider the
en�re customer journey, including in-store experiences. It’s
encouraging to see that 67% of retailers indicate that the

customer experience is one of their top business priori�es in
2021. Retail has always been highly compe��ve with con�nually increasing customer expecta�ons, which makes an
op�mized brand experience the most important and dis�nguishing characteris�c that o�en deﬁnes the success or
failure of a brand.
Improving Supply Chain Visibility and Processes
Not only did 2020 reveal a lot of digital and customer experience opportuni�es, but it also exposed many supply chain
vulnerabili�es. Recognizing areas that need improvement,
52% of retailers indicated supply chain improvements and
op�miza�on was a top business priority in 2021. From the
obvious out of stock scenarios to the increase in local
in-store pickups, supply chain and op�miza�on of inventory
visibility and placement has never been more cri�cal.
Op�mizing Fulﬁllment Models
With a drama�cally shi�ing physical landscape, from
shutdowns, store closures, to malls diminishing or closing,
it’s an even bigger challenge to determine the op�mal mix
of centralized DCs, regional fulﬁllment centers, dark stores,
and of course physical retail loca�ons. The math and science
of that op�miza�on is not easy, let alone predic�ng future
consumer behaviors and con�nued technology and
business model disrup�ons. Agility and balance are
paramount as the retail landscape con�nues to rapidly
transform. Mee�ng customers increased expecta�ons for
fast fulﬁllment proﬁtably con�nue to be the elusive Holy
Grail of the last mile of delivery.

Top Business Priorities
for 2021
Grow/Enhance Digital Commerce

85%

Expand/Enhance Customer Experience

67%

Improve/Op�mize Supply Chain

52%

Expand Channels/Partner Op�ons

26%

Add Retail Loca�ons

26%

Improve Store Labor Eﬃciency

22%

Store Remodeling

15%

Reduce Opera�on Costs

7%

85% of Retailers say
Growing/Enhancing
Digital Commerce is
their top Business
Priority.
$$$
5
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Customer Engagement Priorities for 2021
The top Customer Engagement Priori�es for 2021 are certainly
reﬂec�ve of the impacts that COVID-19 had on the retail industry in 2020. As retailers rushed to adapt, and con�nually reﬁne,
new processes and technology to respond to drama�c shi�s in
consumer shopping behaviors, 2021 will be a year of con�nued
enhancements of these capabili�es.
Personaliza�on Takes a Backseat to Flexible Fulﬁllment &
Retail Mobility
Whereas personaliza�on of the shopping experience was a top
priority for the past couple of years, providing customers with
ﬂexible and convenient product fulﬁllment solu�ons is now the
most cri�cal customer engagement priority heading into 2021.
Impacted by store closures, limited shopper capacity, and
overall consumer fears around in-store shopping, retailers have
been forced to accelerate many of their “buy anywhere, fulﬁll
anywhere” objec�ves from years past, and over half of our
surveyed retailers (52%) indicated this was their top priority for
2021.
Growth of BOPIS and BOPAC
Retailers who had not already invested in buy online, pickup in
store (BOPIS) spent considerable �me and eﬀort in 2020
scrambling to put those capabili�es in place. Rushing to implement these omni-channel capabili�es, in many cases, the
solu�ons have been cobbled together. Retailers will need to
expend addi�onal eﬀort moving forward to ensure these
integra�ons and solu�ons are op�mized to minimize manual
work and opera�onal support. In addi�on, buy online, pickup
at curb (BOPAC) become a much more common fulﬁllment
choice for consumers in 2020 and con�nues to be a key
capability of retailers seeking to minimize the brick-and-mortar
revenue impacts of COVID-19.
Increased Focus on Mobile Solu�ons
Retailers implemen�ng BOPIS and BOPAC capabili�es and
seeking to enhance those solu�ons in 2021 have a strong focus
on retail mobility. In the past, retailers’ customer mobile
experience alignment was focused on ensuring consistent
messaging, pricing and overall experience between the digital
and physical shopping environments. However, moving into
2021, customer mobile experience alignment is all about
building features and func�ons that allow a consumer to
interact with a brand’s physical loca�on via their mobile device
and 41% of retailers indicated this is a cri�cal customer engagement priority for 2021.
The Real-Time Retail Impera�ve
With customers ini�a�ng transac�ons and purchasing product
online in record numbers, it’s impera�ve that retailers solve the
available-to-sell quandary that has plagued them in the past
and resulted in lost sales and abandoned carts. This is
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evidenced by real-�me retail coming in as the 4th most cri�cal
customer engagement priority of 2021. Retail in real-�me
helps deliver a vast swath of cri�cal capabili�es for today’s
modern shopper: true product availability, order status, and
consistent pricing and promo�ons across all sales channels.
Real-�me retail also extends to retail employees, as retailers
are increasingly ﬁnding it important to ensure that their associates have access to the same amount of informa�on as their
customers in real-�me via mobile devices on the sales ﬂoor.
Empowering associates with the right mobile tools, makes
them much more knowledgeable and they can also be seen as
value-added resources to shoppers by providing access to
customer-speciﬁc shopping history and sugges�ng customized
recommenda�ons and personalized oﬀers.
Self-service Op�ons
We have seen a marked increase in self-service retail as a key
priority for 2021. No doubt buoyed by the pandemic impact in
2020, consumers are increasingly desiring the ability to
consummate their transac�ons in an associate-free process and
retailers are responding in kind with increased investments in
self-checkout lanes and self-service kiosks for product informa�on and assistance.
This has been aided by a notable shi� to contactless payments
and away from cash in many segments. This helped drive down
the cost of self-checkout by allowing retailers to avoid purchasing bill and coin accepter units in an increasing large percentage of their self-checkout units. In parallel, shi�ing technologies
have now brought the cost of a credit only self-checkout unit to
the point it is comparable with a tradi�onal POS device. We will
con�nue to see the expansion of self-checkout and self-service
into new retail segments.
Ever-increasing customer expecta�ons, retail transparency and
today’s anywhere, any�me, anyhow shopping have put the
customer experience center stage for most retailers. This retail
transparency also makes the retailer’s job more diﬃcult as they
can no longer diﬀeren�ate on just product or price, the customer experience itself has become the key diﬀeren�ator that is
driving customer loyalty in 2021.

52% of Retailers say
that additional
Customer
delivery/pickup
options is their top
Customer
engagement Priority.
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Top POS Priorities for 2021

Top Customer Engagement Priorities
for 2021
Addi�onal Customer Delivery/Pickup

52%

Add/Enhance OMS Integra�on

67%

Customer Iden�ﬁca�on/Personaliza�on

41%

Omni-Channel Capabili�es/Integra�on

52%

Customer Mobile Experience Alignment

41%

POS So�ware Upgrade/Replacement

52%

Real-�me Retail

33%

Mobile POS

33%

Empowering Associates with Mobile Tools

33%

POS Hardware Upgrade/Replacement

30%

Self-Service Op�ons

22%

Add/Enhance CRM Capabili�es

30%

COVID-19 Related PPE Func�ons

19%

Uniﬁed or Single Payment Pla�orm

22%

Customer-Facing Technology

19%

Payment Security/PCI Compliance

15%

Guided Selling/Clienteling

15%

Returns and Customer Feedback Op�miza�on

11%

Social Media Commerce/Analy�cs

11%

Top POS Priorities for 2021
With a con�nued footprint of disparate legacy commerce technologies, many retailers con�nue to struggle with eﬃcient and proﬁtable
execu�on of omni-channel capabili�es due to technical challenges.
Retailers Priori�ze OMS Integra�on
Given the rise in digital transac�ons, the urgency to deliver
enterprise inventory visibility and orchestra�on has increased, and
so it comes as no surprise that 67% of retailers have order management system (OMS) integra�on to their POS as their top priority in
2021. Over �me, OMS has risen as the key component and the
“glue” that manages and coordinates omni-channel transac�on
orchestra�on across all channels. OMS as a top priority makes sense
given 52% of retailers’ second highest priority for POS is a focus on
omni-channel capabili�es.

67% of Retailers say that
adding and enhancing OMS
integration is their top POS
Priority.
Con�nuous Improvement of Omni-channel Capabili�es
As 2020 played out, retailers scrambled to quickly deliver
omni-channel features like BOPAC, which was much more diﬃcult if
they didn’t already have BOPIS in place. As previously men�oned, a
lot of omni-channel fulﬁllment technology was a patchwork
implementa�on at best and retailers know they need to make some
strategic decisions around future technology decisions to be�er
support their ever-evolving in-store and digital commerce needs.
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The patchwork solu�ons in place for many retailers, simply aren’t
cost-eﬀec�ve, won’t scale and don’t fully deliver on customer expecta�ons.
POS Upgrades and Replacements
Part of the strategic mix on retailers’ mind for 2021 is how to
improve their POS so�ware. Up from 41% last year, 52% of retailers
have indicated replacing their POS is a top priority in 2021. As
retailers think about a new POS system, it isn’t simply the transac�onal siloed solu�on of years past – it has to be a solu�on that is
integral in delivering the overall omni-channel customer experience.
2021 will s�ll be a somewhat chao�c year and some retailers will s�ll
be dealing with basic survival and adapta�on, but we think most
retailers will be strongly considering their long-term plans for
improved commerce technology for all channels. We believe this will
greatly impact how retailers think about and posi�on POS in that
overall strategy. As retailers evaluate POS, many retailers are indicating a strong preference towards a common commerce pla�orm or
uniﬁed commerce approach, with 22% of retailers currently having a
common commerce pla�orm today and over half of retailers (52%)
indica�ng they plan to implement in the next three years. While
embracing the concept of cloud-based POS has been slow for
retailers, we are seeing some signiﬁcant trac�on as 22% indicate
their current POS is in the cloud and 29% of retailers indicate that
their next POS will be in the cloud.

A common commerce platform for store,
mobile, and web (i.e. Unified Commerce)
Implemented and Working Well

11%

Implemented but Needs Improvement

11%

Implement within 12 Months

11%

Implement within 3 Years

41%

No plans to Implement

26%
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Current State of Store Technology
During the turbulent 2020 retail climate, most retailers tried
to leverage exis�ng in-store hardware and so�ware to
extend func�onality and reduce expenses. Retailers
acknowledge that the technology necessary to provide a
fast and easy sales transac�ons is cri�cal to keeping customers happy. However, with con�nued economic uncertainty,
many retailers appear to be pushing signiﬁcant hardware
and so�ware investments oﬀ un�l 2022 or later.
In 2018 and 2019, many retailers upgraded or added mobile
devices and POS hardware and in 2020 we saw the average
age of these devices increase. This indicates that only a very
small percentage of retailers added any new mobile or ﬁxed
POS devices in 2020. This was most noteworthy with only
11% of POS hardware having an age of less than 2 years.
Mobile capabili�es
According to the survey, for the 41% of the respondents
reported having mobile POS device, all of the devices have
been in opera�on for less than 5 years, which is consistent
with the ﬁndings from last year. The trends are similar for
mobile devices used for back oﬃce and customer engagement. The short ba�ery life, the re�rement of some mobile
opera�ng systems and the high impact nature of mobile
device environments signiﬁcantly contribute to the short life
span of mobile POS devices. The lack of change in mobile
POS investments in 2020 was driven by the retailers �ghtening their spending on mobile POS and shi�ing their focus to
customer-owned device-based solu�ons. Addi�onally,
during the COVID-19 pandemic, mobile POS was seen by
some retailers as diﬃcult to create “safe” transac�ons with
lack of shields and adequate distance between customers
and employees.
Addi�onally, this year, we expected to see a large number of
mobile devices becoming outdated as they reach the end of
life of Microso� CE opera�ng systems (OS). This leads us to
believe that many retailers, needed less mobile POS devices
in opera�on, due to a lower number of customers, the
safety issues associated with line-bus�ng and mobile checkout, and the risks of opera�ng their mobile devices with the
unsupported OS.
Not surprisingly, one-third of retailers have back-oﬃce
mobile hardware that is less than 2 years old. We saw li�le
to no growth in the number of retailers with back-oﬃce
mobile devices, which indicates approximately 16% of retailers made signiﬁcant investments in back-oﬃce mobile
hardware last year. Prior to last year, there was a steady
growth in retailers moving as many management func�ons
as possible to a mobile pla�orm so they can be performed
on the sales ﬂoor close to customers.
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Retailers’ shi� in focus to developing or op�mizing BOPIS
and BOPAC capabili�es in 2020 has pushed the purchase of
so�ware and hardware for store management and non-selling produc�vity tools further down the priority list. However, we are an�cipa�ng a notable upturn in spending in the
area of mobile devices for associates for back oﬃce and
customer service func�ons in 2021. A signiﬁcant por�on of
this will be driven by retailers shi�ing from rapidly implemented omni-channel opera�ons to more hardened and
automated solu�ons. This includes adding mobile device
func�ons to enable a be�er BOPIS and BOPAC experience.
POS capabili�es
It is interes�ng to note that 41% of retailers are running
tradi�onal ﬁxed POS hardware that has been in opera�on
for 5 years or longer. In signiﬁcant contrast, no retailers have
mobile POS hardware that is greater than 5 years old. While
the diﬀerence is signiﬁcant, it is logical since mobile POS has
a shorter lifespan than POS terminals and o�en do not have
the versa�lity to adapt to a mul�-func�on pla�orm for
servicing consumers.
It appears that slightly less than 10% of retailers either
upgraded or replaced their POS so�ware in 2020. Only 19%
of retailers are using POS so�ware that is less than 2 years
old, which is down from 37% in last year’s survey. Reading
between the lines it is safe to say that many retailers
deferred spending money on POS hardware or so�ware
upgrades or replacements in order to conserve cash ﬂow or
to focus on augmen�ng exis�ng func�onality in 2020. We
an�cipate this elongated spending cycle remaining constant
as many retailers are looking to augment their core POS with
omni-channel, mobile cloud-based, customer owned device
so�ware and tools as opposed to a total POS so�ware
replacement.
As noted earlier in the survey, we expect a signiﬁcant
por�on of retailers’ 2021 technology spending to be focused
on integra�ng or expanding a seamless integra�on between
POS and order management capabili�es which are the
center of a true omni-channel, shop anywhere, any�me
experience.

11% of POS
hardware is less
than 2 years old.
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Current Technology Age
< 2 Years
POS So�ware
POS Hardware
Payment Sleds for Mobile
Mobile Payment Terminals
Mobile Devices - POS
Mobile Devices - Back-Oﬃce

2 to 5 Years

19%
11%
19%
15%
30%

Planned replacement timeframe
< 12 Months

> 5 Years

30%

52%

POS So�ware
30%

26%

44%

22%

37%

41%

11% 11%

19%

41%
Payment Sleds for Mobile

7%

Mobile Payment Terminals

15%
11%

33%

7%

15%

30%

4%

26%

30%

Mobile Devices - POS

26%

Mobile Devices - Back-Oﬃce

4%

4%

Mobile Devices - Customer Engagement

30%

30%

Mobile Devices - Customer Engagement
26%

4% 15%

22%

Fixed Payment Terminals

Fixed Payment Terminals
19%

41%

41%

Planned Replacement of Store Technology
Retailers are looking to refresh their hardware and so�ware with the
latest oﬀerings to take advantage of versa�lity and usability for
mul�ple func�ons.
Increased Spending on POS Hardware and So�ware
A signiﬁcant shi� can be seen in the number of retailers that plan to
begin the process of replacing their POS hardware and so�ware. In
the next 12 months, 30% of retailers plan to replace their POS
so�ware which is an increase from last year when only 19% planned
upgrades or replacements in 12 months. Similarly, there is an
increase in planned POS hardware replacements, with 22% of
retailers planning to refresh their hardware in the next 12 months.
Some of planned investments in POS projects were delayed from
2020 to 2021 due to the pandemic. An addi�onal contribu�ng factor
to the planned increase in POS investment is that many retailers
realized that their exis�ng POS func�onality was not easy to extend
to support the large shi� to omni-channel capabili�es that were
accelerated by the pandemic and new customer expecta�ons.
As retailers evaluate new POS op�ons, they will look for new
technology pla�orms oﬀering extensibility of the applica�ons for
omni-channel func�ons, micro services-based architecture and
lower cost of ownership. In the past, POS replacements where o�en
driven by the need to extend core POS func�ons such as pricing or
loyalty. While these func�ons are now table stakes, interoperability
and extensibility appear to be a bigger focus for POS upgrades.
Mobile POS Devices
Of those companies that have mobile devices, 50% expect to replace
their mobile POS terminals in the next three years. As noted
previously, much of the mobile POS replacement will be driven by
outdated OS and the short life spans of mobile devices.
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> 3 Years

POS Hardware

48%
15%

1 to 3 Years

4%

30%
48%

48%

30% of Retailers
Plan to Replace POS
Software in 2021.
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Moving the Store to the Cloud
For many retailers 2020 was focused on rapidly extending
the func�onality of their exis�ng store opera�ons applica�on por�olio. In many cases this required them to implement manual stop gap processes because their legacy
so�ware lacked architectural and func�onal ﬂexibility
and/or took too long to deploy. During the past ﬁve years,
many retailers have realized the beneﬁts of moving more
and more applica�ons to the cloud, including faster deployment, enterprise visibility, ease of maintenance and lower
total cost of ownership.
The Cloud is the Future for Store Opera�ons Func�ons
Cloud technology con�nues to make signiﬁcant inroads for
many applica�ons that impact opera�ons across the enterprise, inﬂuence employee produc�vity and deliver improved
customer experiences. In nearly every major applica�on
category, over 50% of retailers reported that they are or will
be using cloud-based applica�ons in the future. Currently,
the applica�ons that are most o�en cloud-based are workforce management (48%), inventory management (44%),
CRM (44%) and business intelligence and enterprise reporting (41%). The applica�ons that are the most likely to move
to the cloud next are order management, loss preven�on
and pricing.
Cloud-based POS is the Future
There has been growth in the shi� to cloud-based POS
so�ware, but it is s�ll well below the tradi�onal client-based

moving the store to the cloud
Cloud Pla�orm

48%

19%

BI/Enterprise Repor�ng

Task Management

26%

44%

19%
26%

26%

Pricing

33%

26%

CRM
Loss Preven�on

41%

37%

Order Management

33%

Implemented & Working Well
15%

67%
63%

Implemented but Needs Improvement
7%

63%
59%

Implemented within 12 Months
7%

59%
Implemented within 3 Years
22%

44%
33%

Special Orders

No Plans to Implement
41%

22%

Returns Processing

9

Cloud-Based POS Platform

11%

11%

11%

67%

55%

44%

19%

In addi�on to the advantages of cloud-based POS noted
above, the ability to pay for cloud-based licenses that scales
with usage vs. the large upfront tradi�onal POS license is
a�rac�ve to many retailers. The major inhibiter to adop�on
appears to be related to the uncertainty around the immaturity of some POS vendors architecture, scalability and the
delivery of true cloud architecture beneﬁts.

Plan to Move to Cloud

Workforce Management

Inventory Management

so�ware approach. Currently only 22% or retailers have
cloud-based POS, however, another 29% plan to implement
it in the next three years. Some of the slowness in adop�on
is driven by the wide diﬀerences in maturity of cloud
technology in the POS market. While the adop�on has been
slow, cloud-based POS will soon become the predominate
approach. There is already a signiﬁcant set of infrastructure
and opera�onal experience applica�ons used in the store
that are cloud-based which will con�nue to encourage more
retailers to move POS, or at least major components of it, to
a cloud-based pla�orm.

37%
26%

49%
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The Store Remains the Central
Customer Experience Hub
Retail is s�ll retail and it all comes back to the store. While
e-commerce experienced accelerated growth in 2020,
almost half of the �me, customers selected to pick up
e-commerce orders at the store. Customers have always had
good reasons for selec�ng local pickup of online orders –
speed of access and avoiding shipping costs. With the
pandemic, consumers had a new reason for choosing to pick
up orders from the store – a chance get out of our homes. In
2020, due to social distancing guidelines, the shi� to working from home and less social and entertainment op�ons,
we all spent far more �me at home than ever before. A trip
to the store was a nice diversion from the never-ending
Zoom calls or Ne�lix binging. While we love our homes and
the people we share them with, we also crave the outside
world and the social interac�ons and experiences that we
just can’t replicate while si�ng at home or shopping online.
Store Openings Planned for 2021
The store remains the central focal point for many brands
and the central hub for customer experience. For some
retailers, 2020 was all about survival and that con�nues into
2021, and for others it was a boom, as seen in segments like
grocery, DIY and home goods. Over half of the retailers
surveyed (56%), indicate they will open new stores in 2021.
For some retailers, this is an ideal �me to leverage great real
estate opportuni�es and poten�ally relocate, experiment
with diﬀerent formats or simply add new loca�ons.

Fulﬁllment Op�ons
As retailers consider their supply chain and fulﬁllment
strategies, it’s no surprise that many are considering regional fulﬁllment centers (48%) and dark stores (22%). While not
appropriate for every brand, product or customer base,
decentralized approaches to inventory can add some
much-needed agility and cost eﬀec�veness to an ever more
complex set of omni-channel order fulﬁllment and shopping
behavior needs.

56% of Retailers
Plan to open stores
in 2021.

Future Growth Plans
Brick and Mortar Stores

56%

Regional Fullﬁllment Centers

48%

Store-within-a-Store

44%

Pop-up Shops

26%

Dark Stores/Dedicated Online Fulﬁllment

22%

Special Event Hos�ng/Venue

19%

Mall Kiosks

11%

Cafe/Restaurant/Bar

7%

Showrooms

7%
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Conclusion
We need to forget the concept of “normal,” as 2020 has reminded us that normal has always been an illusion. However, we all look
forward to celebra�ng a return to more freedom of travel, mobility and social engagement. Which, of course, will mean a resurgence of more in-person shopping. The future retail winners see this as a �me to assess and, if needed, reset key business strategies and their brand and customer experience promises for the future.
The retail store will con�nue to be the focal point for many brands, even as the u�liza�on of that space con�nues to evolve and
serve mul�ple purposes. Shopping behaviors and customer expecta�ons will con�nue to rapidly evolve and retail technology has
to evolve to adapt to new paradigms. Technology strategies that focus on agility and adaptability are no longer just an insurance
policy for an uncertain future but can be key diﬀeren�ators for winning brands. Thinking about POS and other in-store technology
diﬀerently is an impera�ve. The customer experience of tomorrow is not the same as ﬁve years ago or even last year and, therefore, the concept of POS is and will be radically diﬀerent than that of ﬁve years ago.
Thank you for reading and, as always, we welcome your feedback from this ini�al report of our 22nd Annual POS & Customer
Engagement Survey. This year we are releasing our POS & Customer Engagement Report as a mul�-part series. Please join us as we
explore and expand on themes we touched on in this ini�al report, through a series of special topic reports that cover the following:
• Mobile & Personaliza�on
• Uniﬁed Commerce & Store of the Future
• Self-Service
• Payments & Security

Survey Methodology

Company Type
Specialty Hard Goods

Through an online survey system, RCP conducted the 22nd Annual
POS/Customer Engagement Survey in November and December of 2020.
The goal was to gain an understanding of retailers’ planned ini�a�ves,
priori�es and future trends by contac�ng leading North American
retailers.
This report summarizes the results and key ﬁndings of the survey, oﬀers
insights based on our client engagements and overall retail experience,
and iden�ﬁes current and future trends in the industry. These insights are
intended to help retailers evaluate their customer-facing opera�ons and
technology and enhance their roadmaps for improving their customers’
experience.
The primary retail segments of the survey respondents were from specialty so� goods (33%) and specialty hard goods (26%). The remainder fell
into other categories such as general merchandise, grocery and
QSR/restaurant.
Of the retailers surveyed, the breakdown in size based on gross annual
revenue included a broad selec�on of Tier 1, 2 and 3 retailers, with 56%
having more than $1B in sales.
This year’s survey also recognized the challenges retailers con�nue to face
as they shi� from a single channel environment to a uniﬁed commerce
environment. While none of the respondents indicate a true uniﬁed
commerce environment, there is deﬁnitely movement from mul�-channel to omni-channel to uniﬁed commerce with 48% of the retailers
indica�ng they have achieved an omni-channel environment. On a
posi�ve note, the 15% of retailers indica�ng they have a single-channel
con�nues to decline, as it was 18% in last year and 21% the previous year.
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The speciﬁc respondents for each company were primarily vice presidents
and directors of store systems or IT and C-level execu�ves.

Specialty So� Goods

4%

33%

22%

Other
General Merchandise

4%

11%

26%

Grocery & Conveince
QSR/Restaurant

Annual Revenue
$1B to $5B
22%

11%

$5B to $9.9B

22%
34%

$100M to $499M
$500M to $1B

11%

Over $10B

Current Channel Integration
Omni-Channel
37%

48%

Mul�-Channel
Single Channel

15%

No retailers reported having a seamless
uniﬁed commerce environment.
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ABOUT RETAIL CONSULTING PARTNERS
Retail Consul�ng Partners (RCP) is a comprehensive retail management consul�ng ﬁrm dedicated to providing
superior service and enduring value to our clients. RCP combines our consultants' deep retail business knowledge and cross-func�onal capabili�es to deliver superior design and implementa�on of strategy, technology,
and process solu�ons. Our ﬁrm's unique combina�on of industry focus, knowledge-based approach, and rapid,
end-to-end solu�on deployment helps clients to achieve their business poten�al by leveraging our proven
methodologies. RCP’s consul�ng services include:
Strategy
Point of Sale (POS)
CRM
Order Management
Supply Chain

Business Intelligence
Mobile POS
Uniﬁed Commerce
E-Commerce
Networks

Business Process Op�miza�on
Payment Security
Customer Experience & Engagement
Merchandise Management
Private Equity

For more informa�on or assistance on the topics covered in this white paper or any other of our services,
please contact: info@retailconsul�ngpartners.com.
Retail Consul�ng Partners contribu�ons in crea�ng this research and report was a team eﬀort.
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Platinum Sponsor

With 6 Billion Annual Payment interac�ons, Aurus is the trusted home to 17 of the Top-100 retailers. Built for scalability
and reliability using world-class datacenters, AurusPay is a Uniﬁed Payments Pla�orm with demonstrated opera�onal
excellence in mul�channel payment acceptance. We believe in personalized service for every merchant, with dedicated
teams for support and comprehensive monitoring. We believe that payments should not have borders and that interna�onaliza�on and localiza�on should be out-of-the-box with organic compliance to regional regula�ons. Our engineering
teams have a near-obsession to innovate bringing real savings in the payment lifecycle to our merchants. The cherry on
top is our strong alliance with leading payment en��es and card brands for a worry-free steady state of payment opera�ons.
Here are some Aurus diﬀeren�ators, that make us true leaders in our ﬁeld.
SG&A cost savings (interchange fees / opera�ng cost)
De-leverage opera�ng cost of payment interchange fees in the age of digital in a growth Company
Elimina�on of capital investment and project delays in regulatory compliance and
cer�ﬁca�ons of payment solu�ons
Tokeniza�on fees included in payment gateway service
Integrated customer experience (uniﬁed commerce)
Uniﬁed commerce pla�orm across mul�-channels - point of sale, web site, digital, mobile, social, marketplace,
and distributed order management (DOM)
Uniﬁed commerce pla�orm point-to-point (P2P) & tokeniza�on solu�on
Speed to market (technology innova�on)
Rapid adop�on of industry regulatory compliance and payment technology innova�ons
Payment processor and payment device plug-and-play vendor management program
Flexibility of choice
+95 payment processors, 35+ POS, 500+ digital storefronts, 25+ countries
Ingenico, VeriFone, Pax in 300,000+ lanes
Cryptocurrency and QR code / wallet-based payment acceptance
Enterprise risk commi�ee visibility
Reduce the enterprise risk management inherent and residual index of payment solu�on
Provide customer data privacy and secure payment
Consolidated omni-channel treasury reconcilia�on
Marke�ng growth programs
Secure customer payment experience and data privacy protec�on enhancing brand loyalty
Enhance customer data pla�orm (CDP) tender iden�ﬁca�on and personal device preference master data
management (MDM)
Interna�onal capabili�es
Global payment processor cer�ﬁca�ons
Global data center opera�ons
Global fraud management
For more informa�on or assistance, please contact Parag Shirnamé at +1-781-688-1575 or parag (at) aurusinc.com
Visit us at www.aurusinc.com

Platinum Sponsor

gold Sponsor

About RedIron
RedIron is a retail systems integrator specializing in vendor agnos�c retail pla�orm integra�on,
pla�orm func�onality extension and POS System migra�on for mid and top �er retailers.
Through our integra�on framework and deep understanding of retail, we improve the user
experience by interfacing all major point of sale solu�ons to dozens of 3rd party systems which
enables added func�onality within a retailers exis�ng Point of Sale infrastructure, integra�on to
any disparate systems and migra�on from one POS system to another.
RedIron has proven itself through over 1100 customer facing projects with the integra�on
connec�vity, project tested services, tools and methodologies and the implementa�on exper�se to enable retailers to deliver be�er more impac�ul technology driven customer experiences leading to improved customer reten�on and loyalty.
For more informa�on or assistance, please contact:
Craig Bambrick at 519-590-1734 or craig.bambrick@redirontech.com
Visit us at www.redirontech.com

gold Sponsor

Simple. Global. Innova�ve.
Verifone is transforming everyday transac�ons into new and engaging opportuni�es for
merchants and consumers. Powered by a growing footprint of more than 35 million devices
in more than 150 countries, our people are trusted experts working with the world's
best-known retail brands, ﬁnancial ins�tu�ons and payment providers. Verifone is connecting more products to an integrated solu�ons pla�orm to be�er meet the evolving needs of
our clients and partners. Built on a 40 year history of uncompromised security, we are commi�ed to consistently solving the most complex payment challenges.
Visit www.verifone.com to learn more and follow us on Twi�er, LinkedIn and Facebook.

Silver Sponsor

About ENS
From the front of your store to the back of your warehouse, ENS designs solu�ons for your
technology to seamlessly secure, pair, charge and communicate. For the past 20 years ENS
has been and con�nues to be the leading provider of payment terminal stands. Building on
this pedigree, and with a design ﬁrst focus, we oﬀer a por�olio of mobile technology solu�ons, innova�ve modular moun�ng, self check out, new BOPIS products and are excited to
be launching a new line of rugged, industrial products for the warehouse and distribu�on
space.
When you work with ENS we put our knowledge and passion in ac�on to create unique,
innova�ve products that enhance the experiences of both our partners and their end users.
ENS. Be�er by Design. For more visit: ens-co.com

