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As we enter the first holiday season in retail since the na�onwide li�ing 
of all impac�ul Covid-19 restric�ons the accelera�on of omni-retail 
con�nues at a pace far faster than predicted 2 to 3 years ago. Online 
Black Friday sales in the United States topped a record-breaking $9.12 
billion this year, according to Adobe Analy�cs. To balance things out 
in-store sales are es�mated to grow by 15%, By Mastercard.  Overall 
the NRF is expec�ng an 8% increase during this year’s holiday sales 
period.

Despite the rises and fall of digital and store revenue during the 
pandemic and the ongoing economic uncertain�es of 2022, one thing 
that the retail industry can align on is the cri�cality and importance of 
the Holiday 2022 shopping season. Retailers of all segments and sizes 
are banking on the upcoming holiday season to be a pivotal period for 
product movement, customer experience and top-line revenue. But in 
today’s modern shopping environment, consumers have a variety of 
choices and heightened expecta�ons, and they will ul�mately spend 
their money where they can not only get the greatest value but where 
they can have the best and most convenient customer experience.  
 
So, what is it that is separa�ng the retail leaders from the retail 
laggards in the 2022 holiday season? In summary, the ability to browse 
anywhere and buy anywhere, the ability to iden�fy and personalize the 
shopping experience across channels, the ability to flexibly fulfill and 
deliver product orders as the customer wants. In other words: Unified 
Commerce.  
 
RCP’s Customer Experience Survey Report provides an insigh�ul look 
into which retailers are best prepared to handle the channel agnos�c 
needs of today’s modern consumer, and in this Unified Commerce: 
State of the Industry & Holiday 2022 Implica�ons Report, we will dive 
into the following topics:
 
• Defining Unified Commerce
• Where is the Retail Industry at when it comes to Unified Commerce
• What are the Key Consumer Expecta�ons & Retailer Considera�ons
   for Holiday 2022 Shopping
• What’s next for Unified Commerce in 2023
 
As you read through our findings and insights, we encourage you to 
think about your own unique customers and how their interac�on and 
experience with your brand will be shaped by your omni-channel 
offerings. 
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Defining Unified Commerce

The en�re retail industry, and the majority of retail 
consumers, understand the concept of omni-channel 
shopping: the ability to transact with a retailer across 
mul�ple channels with a consistent customer experi-
ence. A�er mul�-channel retailing, which was defined 
as retailers offering their products across both online 
and in-store channels, omni-channel retailing presents 
the promise of the customer being able to experience a 
consistent set of products, consistent pricing, and the 
ability to acquire the product in a variety of ways. 
 
The need for a seamless fric�onless and simple to 
support model was evidenced this year by the strong 
mix of physical and digital transac�ons, (and Marke�ng 
promo�ons) we saw this Black Friday and Cyber 
Monday.

For the most part, retailers have been able to achieve 
an omni-channel experience for their customers via 
disparate in-store POS solu�ons and e-commerce 
solu�ons implemented over the past decade. Behind 
the scenes, retailers have been able to deliver this 
experience through a patchwork of one-off integra-
�ons, duplica�ve databases and manual business 
processes. However, this is not a sustainable or 
supportable business model and retailers are re-evalu-
a�ng their technology investments in their quest to 
deliver a seamless shopping experience to their 
customers. In addi�on, despite these efforts to present 
a consistent experience, most omni-channel retailers 
are ul�mately frustra�ng their customers via conflict-
ing inventory availability across channels, differing 
promo�onal offerings, and not being able to acknowl-
edge and leverage past purchase history regardless of 
shopping channel.  
 
As a result, the industry has now reached a cri�cal 
point where retailers can no longer be reac�ve and 
operate from within these channel silos and s�ll delight 
their customers. They must take the �me and effort to 
transform their organiza�on, business processes and 
technology to align with the demands of their custom-
ers in a fashion that provides a long-term sustainable 
and supportable pla�orm.
 

Unified Commerce, as a retail offering, goes beyond 
omni-channel, pu�ng the customer experience first, 
breaking down the walls between internal channel silos 
and leveraging a single commerce pla�orm. It delivers 
on the promise of a common, centralized, real-�me 
pla�orm for all customer engagement points. A unified 
commerce pla�orm is not simply the future in-store or 
web pla�orm, but combines POS, mobile, web, call 
center and clienteling into a common, integrated 
pla�orm. In summary, Unified Commerce is 
omni-channel done right: building the right infrastruc-
ture and integra�on environment to ensure a common 
set of products, prices, promo�ons, customers, and 
inventory visibility to truly deliver on the browse 
anywhere, buy anywhere, return anywhere promise. 

Unified Commerce, as a retail 
offering, goes beyond 

omni-channel, putting the 
customer experience first.
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Where is the Retail Industry when it 
comes to Unified Commerce?
With acknowledgement of the defini�on and aspira�ons of 
Unified Commerce, where does the current retail industry 
stand when it comes to selec�ng, implemen�ng and 
op�mizing a Unified Commerce pla�orm?  RCP’s recent 
Customer Experience Survey found the following results:

What this informa�on tells us is that there are actually very 
few retailers who have achieved the aspira�onal state of 
Unified Commerce; the majority are delivering an 
omni-channel experience via mul�ple purchase points 
enabled by mul�ple integrated pla�orms. While this may 
poten�ally and ul�mately lead to a sa�sfied customer, it 
results in greater support complexity and higher mainte-
nance costs behind the scenes.  
 
The need for a true unified commerce pla�orm is further 
exemplified when you look at our recent findings around 
retailer’s top customer engagement priori�es.

Impacted by store closures, limited shopper capacity, and 
the rise in digital commerce, retailers spent a significant 
por�on of the pandemic years accelera�ng many of their 
“buy anywhere, fulfill anywhere” objec�ves. For many retail-
ers, these solu�ons were quickly implemented to address 
immediate consumer demand, without the benefit of well 
thought-out and efficiently architected technology 
solu�ons. As a result, it is unsurprising that the top customer 
engagement priority for 2022 and heading into 2023 is 
reducing fric�on between digital sales and in-store fulfill-
ment, with 60% of retailers indica�ng this was their top 
priority. 
 
What this further demonstrates is that, despite efforts to 
deliver an omni-channel experience, retailers are recogniz-
ing that fric�on indeed exists through the standing up of 
these disparate systems and patchwork integra�ons put into 
place to ensure BOPIS and BOPAC transac�ons could be 
completed. These reac�ve efforts were over-burdened with 
excessive associate tasks or a clunky consumer experience. 
Therefore, retailers are making it a priority heading into 
2023 to ensure that their support for omni-channel use 
cases are cleaned up to not only sa�sfy customer expecta-
�ons, but also to ensure greater efficiency as opera�ng 
margins are �ghter than ever.
 
It's clear that retailers are priori�zing a seamless customer 
experience for their guests while also acknowledging that 
they are woefully behind when it comes to having a true 
unified commerce pla�orm to deliver on that customer 
experience. As retailers increase their 2022 and 2023 
budgets towards inves�ng in a Unified Commerce pla�orm, 
it’s also cri�cal to iden�fy what the drivers and consumer 
expecta�ons are for the upcoming 2022 holiday shopping 
season.

Omni-Channel - mul�ple customer purchase
points, enabled by mul�ple integrated pla�orms

Mul�-Channel - mul�ple customer purchase points
but limited integra�on among touch points

Single-Channel - a single customer purchase points

Unified Commerce -a holis�c customer experience across 
all customer touch points  

Current Channel Integration

54%34%

8%

4%

Top Customer Engagement Priorities 
for 2022

Reducing fric�on between digital sales & fulfillment

Customer iden�fica�on/ personaliza�on

Customer mobile experience alignment 

Real-�me Retail 

Addi�onal Customer Delivery / Pickup Op�ons

Self-service op�ons

Empowering associates with mobile tools

Returns and Customer Feedback op�miza�on

Customer-facing technology

Guided selling / clienteling

Social media commerce / analy�cs

60%

56%

44%

32%

32%

20%

20%

12%

12%

12%

4%
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What are the Key Consumer Expectations 
and Associated Retailer Implications for 
Holiday 2022 Shopping?
 
Shop Anywhere
If the past few years have taught us anything, it’s that custom-
ers like to shop anywhere that is convenient for them. On their 
mobile devices while on public transporta�on, in a store on 
their lunch break, on their laptops when at home – customers 
don’t think about commerce channels, they simply want to 
browse and purchase products in the most convenient fashion 
for them. They expect to obtain the same pricing whether 
online or in-store and they expect to take advantage of any 
coupons or promo�ons across any of these shopping channels. 
And the 2022 holiday season will only amplify these behaviors 
as consumer demand is expected to outpace 2021, despite 
current recession concerns. A significant implica�on on 
retailers this holiday season is balancing the customer conve-
nience around BOPIS orders and the store labor impacts. With 
staffing levels already stretched thin, there is a significant 
amount of effort associated with receiving online order �ckets, 
picking the product, se�ng it aside in an already crowded sales 
floor, and then promptly delivering to a customer once they 
arrive at the store or at curbside. We expect to see some 
retailers proac�vely communica�ng an�cipated delays to 
customers during holiday 2022 given the expected rise in store 
traffic combined with the already increased figures for BOPIS 
orders.

Accurate Inventory 
With the rise in these omni-transac�ons during the holidays, 
the single most disappoin�ng part of the experience for 
consumers is inaccurate inventory informa�on. While some 
shoppers may have grown accustomed to subs�tu�ons for a 
few items in their online grocery shopping transac�ons, there 
is much more pushback and nega�vity associated with a BOPIS 
order at a general or specialty retailer when the customer is 
no�fied that the product is no longer available. Or for custom-
ers to expect immediate shipping for online orders only to 
receive a no�fica�on that the item is now backordered and 
shipping will be delayed weeks.  

As a result, retailers must ensure that their unified commerce 
systems (e-commerce, order management, and point-of-sale) 
are able to support a consistent overall shopping experience 
with common pricing, promo�ons, accurate product informa-
�on and inventory availability. For example, quick inventory 
turns at the store means that store transac�ons must be fed in 
real-�me to e-commerce and order management systems to 
support accurate inventory availability. Retailers promo�ng an 
omni-channel experience without the right infrastructure or 

real-�me integra�on will inevitably disappoint a segment of 
their shoppers during this cri�cal 2022 holiday period. 

Real-Time Retail
Retailers are enhancing their unified commerce systems in 
an�cipa�on of these consumer expecta�ons through the right 
mix of store-based, data center hosted, and cloud-based 
solu�ons. And regardless of the physical loca�on of the 
systems, it’s impera�ve that they are seamlessly connected in 
real-�me to truly support the afore-men�oned heightened 
customer expecta�ons. Virtually all of the systems in the below 
chart have shown a con�nued shi� towards the cloud in recent 
years, with even significant advances in POS solu�ons.

Retail Mobility
Another strong implica�on for retailers in the 2022 holiday 
season and beyond is the con�nued u�liza�on of retail mobility 
across both associate and customer mobile devices.  Leading 
retailers recognize that to best engage with customers while 
they’re shopping a brick-and-mortar loca�ons, they must 
provide addi�onal informa�on on the sales floor. This can be 
accomplished by arming associated with mobile devices that 
have access to extensive product informa�on as well as a 
360-degree view of past customer history. For those retailers 
that are not staffed to have ample associates out on the sales 
floor, inves�ng in a mobile-enhanced website or mobile app 
can help control the enhance the customer shopping experi-
ence while they’re in-store. Our survey results indicate that 
while retailers have made investments and advances in many 
mobile ini�a�ves, there is s�ll a tremendous amount of room 
for improvement.
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Cloud, Store or Hosted for key systems

Pricing

Point of Sale

Order Management

Loss Preven�on

Inventory Management

CRM

21% 29% 50%

28% 12% 60%

43.5% 13% 43.5%

33.3% 22.2% 44.5%

42% 21% 37%

36.4% 36.4% 27.2%

Cloud System Store Level SystemHosted Systems
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Payment Trends 
Despite all of the recent news centered on crypto-currency, 
only 20 % of retailers expect to add crypto payments within the 
next 3 years. Another hot topic in the US has been the accep-
tance of WeChat and Alipay. However, these tend to be more of 
a talking point than reality as only 12% of retailers surveyed are 
currently accep�ng these tenders. Another notable payment 
related trend, that directly related to the customer experience, 
is a surprising low 20% of retailers have a sa�sfactory imple-
menta�on of a single payment token across their enterprise. 
This will be a major focus area for retailers with 64% of them 
repor�ng that they will be improving or implemen�ng this 
func�onality in the next three years. This highlights that under-
standing that having an omni-channel token is a key compo-
nent of crea�ng a fric�onless customer experience. 

What’s next for Unified Commerce in 2023
 
Leading retailers will con�nue to have an increased focus on a 
360 view of a customer’s engagement and services provided. 
Retailers will con�nue to focus on Omni-channel engagements; 
46% of retailers iden�fying the need to improve their BOPIS 
and BOPAC process for order fulfillment as one of the largest 
areas needing improvement.

This is followed closely by 33% of retailers iden�fying the need 
to improve the and extend the func�ons associated with 
Endless Aisle func�ons that allow retailers to op�mize their 
inventory posi�on to take advantage of consumers increasing 
trend towards having a mixture of digital involvement in their 
shopping experience.

Special Report Summary 
 
The early results of the 2022 Holiday Season confirm that 
retailers’ con�nued focus on extending the integra�on of the 
digital experience into and from the store is cri�cal to a 
retailers overall success. The pandemic accelerated consumers 
shi� to omni channel shopping and the successful retailers 
reacted quickly with many processes that are less than op�mal. 
Retailers’ have a renewed focus on op�mizing their omni 
channel experience including a focus on Endless Aisle, BOPIS, 
Mobile, and Customer personaliza�on. The con�nued shi� to 
transac�ons involving more than one channel, and the con�n-
ued heightening of customer expecta�ons for an enhanced 
360 customer experiences will be cri�cal to retailer to remain 
focused on for their future survival.
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Mobile Plans

Mobile site designed/op�mized for mobile 
access

Customer facing mobile app

Associate wearables

Geoloca�on of customers

Real-�me selling and promo�ons based on 
weather or other events

Product locator in store

Mobile in-store offers (triggered by proximity)

38% 46% 13%

8%8% 4%

8% 8% 20%

12% 40% 28%

Implemented & Working Well

Implemented but Needs Improvement

Implement Within 2 Years

4% 4% 29%

4% 4% 8%

4% 4% 36%

Potential Customer 
Services

BOPIS/BOPAC Order Fullfillment

Virtual Inventory 

Same Day Delivery (Via 3rd Party)

Ability to Edit BOPIS/BOPAC orders at pickup 

Same Day Delivery (Own System/Associates)

Electronic Receipt with Personalized 
Sugges�ons

Star Anywhere/Finish Anywhere

Personalized Promo�ons based on Real-Time 
Loca�on, Weather or Other Analy�cs

38% 46% 4% 4%

25% 33% 8% 4%

8% 25% 25%25%

4% 13% 25%25%

13% 21% 17% 13%

13% 29% 8% 21%

Implemented & Working Well

Implemented but Needs Improvement

Implement Within 12 Months

Implement Within 3 Years

8% 17% 13%

4% 17% 21%



Survey Methodology
Through an online survey system, RCP conducted the 23rd 
Annual POS & Customer Engagement Survey. The goal was 
to gain understanding of retailers’ planned ini�a�ves, 
priori�es, and future trends by contac�ng the top 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 
customers’ experience. 

The primary retail segments of the survey respondents 
were from specialty so� goods with 36% and specialty hard 
goods with 20% of respondents. The remainder fell into 
various other categories such as general merchandise and 
grocery, food and beverage. The focus on the specialty 
retail segment remains consistent with 56% of the overall 
retailer responses. 

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 64% of the retailers having more than 
$1B in sales. 

This year’s survey also recognizes the challenges that 
retailers con�nue to face as they shi� from a single channel 
environment to a unified commerce environment. A small 
subset of respondents of the total respondents indicated 
they have a true unified commerce environment. This was 
a notable change from prior surveys where no retailers had 
iden�fied themselves as having a unified commerce 
pla�orm. 
The largest shi� from last year’s survey was a 10% decrease 
in retailers who had a single channel pla�orm to below 
10%. This is the 3rd consecu�ve year this response has 
dropped leading to the conclusion that the number of retail 
models that may never move from a single channel selling 
experience con�nues to shrink.

Movement from mul�-channel to omni-channel con�nues 
with 54% of the retailers indica�ng that they have achieved 
an omni channel environment.

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

Specialty Hard Goods

Other

General Merchandise

Grocery & Convience

$1B to $5B

$5b to $9.9B

$100M to $499M

$500M to $1B

Over $10B

QSR/Restaurant

20%

36%

8%

36%

20%
24%

12%

8%

Company Type

Annual Revenue

Omni-Channel

Mul�-Channel

Single Channel

Unified Commerce

Current Channel Integration

54%34%

8%

12%
12%

12%

4%
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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 knowl-
edge 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     Business Intelligence   Business Process Op�miza�on
Point of Sale (POS)   Mobile POS    Payment Security
CRM     Unified Commerce   Customer Experience & Engagement
Order Management   E-Commerce    Merchandise Management
Supply Chain    Networks    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.

Brian Brunk
Managing Partner
(405) 590-0542
bbrunk@retailconsul�ngpartners.com

John Eagles
Managing Partner
(781) 929-3522
jeagles@retailconsul�ngpartners.com

Ryan Grogman
Managing Partner
(972) 365-0257
rgrogman@retailconsul�ngpartners.com

Perry Kramer
Managing Partner
(617) 899-7543
pkramer@retailconsul�ngpartners.com

Retail Consul�ng Partners
100 Cambridge Street, 14th Floor, Boston, MA 02114
www.retailconsul�ngpartners.com 

©2022 Retail Consul�ng Partners. All rights reserved
No part of this publica�on may be reproduced or transmi�ed in any form or for any purpose without the expressed 
permission of Retail Consul�ng Partners. The informa�on contained herein may be changed without prior no�ce.
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Sponsor About Fujitsu

Fujitsu has been drama�cally re-shaping its business over the last 3 years, transforming from an 
IT Services provider to a Digital Transforma�on consultancy. In so doing, Fujitsu has added solu-
�ons and capabili�es of strategic importance, especially ones that enable retailers to embrace 
new technologies to thrive in a sustainable future. To that end, Fujitsu’s global investments have 
been centered around Retail and Consumer Products solu�ons that allow organiza�ons to focus 
on providing the best customer experience. Specifically when it comes to composable com-
merce, Fujitsu’s focus is on integrated order management, loss preven�on, innova�ve Point of 
Service (POS) and managed services solu�ons offerings.

Learn more: www.fujitsu.com/us/solu�ons/industry/retail/


