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E E 2019 POS/Customer Engagement Survey

Key Findings

Consumers expect a personalized, secure, channel-agnostic experience in real-time. To successfully meet customer expectations retailers must
take a holistic approach to define their customer’s journey and understand that change is needed at almost every point in the enterprise.

With these doctrines in mind, the 2019 POS/Customer Engagement Survey identifies how retailers are faring in the quest to ensure that the four
key pillars defining the required customer experience — personal, mobile, seamless and secure — are in place to deliver unified commerce.

() ENGAGING THE CUSTOMER WITH PERSONALIZED AND RELEVANT MESSAGING IS THE KEY TO CUSTOMER LOYALTY.
IR

7:? ﬁ 7:? 79% of consumers said personalized service from a sales associate is an important factor in determining at which store they choose to shop

PERSUNAL 530/[] of retailers indicate that personalization is one of their top customer engagement priorities

THE PERVASIVENESS AND EASE-OF-USE OF MOBILE DEVICES OFFERS TREMENDOUS OPPORTUNITIES FOR RETAILERS.

=u 63[%] of consumers use their mobile phone while shopping in store to compare prices, look for offers/coupons, check inventory availability, etc.

MUBILE 49[]/[] of retailers indicate that the customer mobile experience is one of their top customer engagement priorities

TODAY’S CUSTOMER JOURNEY CRISSCROSSES CHANNELS, REQUIRING THE RETAILER TO PROVIDE A SEAMLESS, PERSONALIZED EXPERIENCE.

IIIIIH

d O 56[]/0 of consumers indicate they are more likely to shop at a retailer that allows them to have a shared cart across channels

SEAMLESS 94[]/[] of retailers have or plan to implement a single unified commerce platform within three years, up from 84% last year

% TODAY'S RETAIL ENVIRONMENT REQUIRES SECURITY BEYOND RETAILERS' CURRENT FOCUS ON PAYMENTS AND NETWORKS.

500/ of consumers are likely to allow retailers to save purchase history, personal preferences and personal details if it eases the checkout process and allows
0 for more personalized offers

SECURE 6 1 0/[] of retailers have implemented end-to-end encryption to offer customers greater security of their personal and payment data

In this 20th year of the POS/Customer Engagement Survey, we are introducing a new and critical aspect to the survey report. We conducted the
BRP Consumer Study to understand current and future customer expectations and contrast retailer capabilities with consumer expectations. This
provides a valuable tool for retailers as you plan for today and the store of the future. Happy reading!
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“It is time to reimagine the customer engagement model as yesterday’s model is dead, and agility is

paramount as retail continues to rapidly evolve. Victory belongs to the agile.”

Brian Brunk, principal, BRP

The New Customer Engagement Model

Agility is paramount to today’s retail customer engagement model as
consumer behavior and retail stores continue to rapidly evolve.

Disruption and adaptation are changing the retail model and blurring
the lines among retailers, brands and wholesalers. Online pure-plays
are opening brick-and-mortar stores and traditional retailers are
experimenting with new store models and in some cases, expanded
experiential brand strategies that include new revenue sources, such
as services or food and beverage options. Retail is theatre and with
technologies like AR and VR, the retail store is no longer the only
stage where the theatre of retail can take place. New technology will
further empower customers as they can dictate their own personal
stage and experience.

Stores still represent the majority of retail purchases, but the
definition of what a store is continues to change. This, coupled with
digital experiences that are increasingly personal and mobile, has
blurred the lines between channels and created the expectation of
anywhere, anytime, anyhow shopping. This fundamentally redefines
the retail store experience, requiring a balanced blend of physical
and digital working seamlessly with any customer touch point,
creating a complete brand experience.

However, the legacy applications, organizational structures,
processes, and infrastructure in place at many retail organizations
are not properly equipped to support this continuously evolving
retail model. To enable the new customer experience and support its
rapid evolution requires a different technology approach. Retail’s
legacy technology of channel silos does not support this new retail
paradigm.

And while it’s critical to focus on transformation, retailers need to
keep in mind that retail models, customer expectations and
technology will continue to be moving targets for some time. The key
to future scalability and flexibility is focusing on agility, with cloud-
based unified commerce.

Cloud-based unified commerce is imperative to enable real-time
visibility and integration across every customer touch point. No
longer can retailers afford to think about a transaction or an order as
occurring at one point in time or in one channel. True unified
commerce requires holistic experiences, transactions and orders that
move seamlessly with the customer.

Consumers expect a personalized, secure, channel-agnostic
experience in real-time. Retailers who successfully meet these
rapidly evolving customer expectations take a holistic approach to
defining their customer’s journey. They also need to embrace change
to constantly adapt their systems and processes to meet changing
customer expectations. That is why agility is paramount in retailers’




future plans as they look to implement customer experiences for
today and tomorrow.

In order to deliver the necessary modifications at a more rapid pace
than ever before, leading retailers are changing their technology
approach, organizational structure, skill set and guiding principles to
align with a much more agile development and delivery process.

With these principles in mind, the 2019 POS/Customer Engagement
Survey compares current and future customer expectations with
how retailers are faring in their quest to ensure that the four key
pillars defining the required customer experience — personal, mobile,
seamless and secure — are in place to deliver unified commerce now
and in the future.

Customer Experience is the Foundation

Retailers must seamlessly meld the growing overlap of the digital
and physical experience in the store environment to exceed
customer expectations, compete more effectively and offer a
complete shopping experience.

It’s no surprise that 79% of consumers prioritize personalized service
and that personalization of the customer experience remains the
number one priority for retailers. Fundamentally, retail has always
been based on some version of a one to one relationship. However,
outside of hiring and retaining great sales associates, this remains a
large opportunity for many retailers. Once digital and mobile
transformation and the options to personalize experiences are
added in, the opportunities increase greatly. Ultimately, nirvana is
the customer able to create their own personalized experience, with
associates similarly empowered to engage customers with the
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desired level of service. The key is retailers adopting the right
technology platform, especially around mobile capabilities to
support this nirvana.

Retailers have the opportunity to personalize the experience based
on analytics and "customer context" to create a unique, personalized
experience for each customer. However, this requires real-time
visibility that reacts and flexes with the customer to understand
where product is at all times and flows seamlessly to the final
purchase across every channel. Achieving this requires the right
applications and infrastructure coupled with a single commerce
platform and a rock-solid network to provide the necessary
availability and response.

With today’s technology, consumers have the ability to quickly
search and compare products, promotions, rewards and prices; they
also read customer reviews and get instant feedback from their circle
of friends via social media — all from their handheld device. This

Exhibit 1
Top POS Priorities for 2019

Add capabilities to current POS 53%
Payment security/PCl compliance 45%

Omni-channel integration 43%

Unified or single commerce
platform

41%
System upgrade/replacement 40%

Hardware upgrade 36%

Mobile POS 30%




transparency makes the retailer’s job more difficult as they can no
longer differentiate on just product or price, the customer
experience is the key differentiator and it’s what drives customer
loyalty.

Ever increasing customer expectations, retail transparency and
today’s anywhere, anytime, anyhow shopping have put the customer
experience center stage for most retailers. There is no longer “online
only” or “store only,” shopping is now the convergence of the digital
experience with the physical environment and it requires a new
customer engagement model to support it.

Retailers’ POS priorities this year mirror the last few years with omni-
channel integration and adding capabilities to current POS as top
priorities (Exhibit 1). We’re encouraged to see a growing number of
retailers, 94%, who have or are planning to implement a single
unified commerce platform.

It is interesting that payment security has made a rise towards the
top of the list after falling slightly over the last few years, likely due
to increased concern about personal data after recent breaches and
a renewed focus on building a single payment platform, with a single
omni-channel token to support in-store, mobile, digital and
traditional payments.

As customer expectations have been reshaped by the digital retail
experience, retailers have shifted their focus in the physical store
environment. Customers receive personalized offers and
recommendations when shopping online or via mobile that they
don’t tend to receive when they shop in a store.

Therefore, it is imperative to identify the customer early in the
shopping process and at every touch point. This initiates the dialog
and sets the foundation for relationship building. Identifying the
customer as they enter the store — via their smartphone, beacon or
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other technology — affords the retailer the opportunity to
personalize the customer’s shopping experience.

Understanding the importance of personalization, 53% of retailers
indicate customer identification is their top customer engagement
priority, which is consistent with the top priority for the past three

years (Exhibit 2).

Exhibit 2
Top Customer Engagement Priorities for 2019

Customer identification/ personalization of
customer experience

Customer mobile experience alignment

Real-time retail

Empowering associates with mobile tools

Real-time monitoring and execution

Social media analytics

Guided selling/ clienteling

Implement/integrate a customer database
in POS

Customer-facing technology in the store

Self-service options

Implement headless commerce

Gamification

%

49%

43%

26%

26%

19%

19%

19%

17%
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Creating the necessary customer experience also relies on well-
informed and available sales associates. Today’s information-savvy
consumers are not satisfied with just a ‘warm body’ or ‘one size fits
all” experience — they expect retailers to put time and effort into
establishing and offering a personalized experience, although that
doesn’t always require human contact.

Extending a consistent and robust customer experience to the
mobile platform remains a high priority for almost half of the
retailers (49%). Retailers continue to expand the shopping
experience to mobile platforms by including product information,
wish lists, self-scanning, and self-payments. Delivering a mobile
experience that has near real-time data and that is aligned with
other channels remains an opportunity for many retailers.

Other top priorities are focused on providing associates with the
information they need to personalize the shopping experience.
Empowering associates with mobile tools to access customer
information based on their previous purchases and/or preferences is
important to engage the customer. To effectively provide guided
selling services, the sales associate needs up-to-date and readily

available customer and product information.

Personal

Engaging the customer with personalized and relevant
R messaging is the key to customer loyalty.
W

Wwirte Customer expectations
Consumers want to be recognized and offered relevant product
recommendations and promotions.

Customers want to shop wherever and whenever they want with the
benefits of both the digital and physical retail environments. And in
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today’s crowded and highly competitive market, personalization is a
critical component for optimizing the customer’s shopping
experience. As consumers browse and buy across channels, 40% of
the consumers in the BRP Consumer Study indicated a personalized
and consistent experience across channels is important. And in the
store, 79% of consumers said personalized service from a sales
associate was in important factor in determining at which store they
choose to shop.

As consumers “check-in” on retailers’ e-commerce and mobile sites,
they automatically receive personalized offers and recommendations
based on their purchase and browsing history. However, most
shoppers are still anonymous when shopping in a physical store so
they don’t get the same level of personalized service. This is an area
of opportunity for retailers as 68% of consumers would be likely to
shop at a store that offers personalized rewards based on customer
loyalty and personalized promotions and discounts.

Consumers understand that receiving personalized and relevant
promotions requires retailers to identify them. While this has been
the normal standard online or via mobile, identifying the customer in
the store is a little more difficult and not as common. Most retailers
who identify customers in the store use the customers’ mobile
phone as the identification tool paired with a combination of
beacons, WiFi, MAC address, etc. According to the BRP Consumer
Study, 64% of consumers are comfortable with retailers identifying
them via their mobile phone when they enter a store, as long as it
means they are offered a personalized experience.

Retailer capabilities

Retailers that identify customers when they enter the store and
equip their associates with the proper mobile tools can
personalize the shopping experience based on customer context.




Exhibit 3
Customer Identification

As they approach the store 11%
When they enter the store 14%
Within the store, before checkout 12%
At checkout 43%

After checkout 9%

Not able to identify customers 11%

With 79% of consumers wanting personalized services, there is a big
opportunity for retailers to meet these expectations since only 30%
of retailers have mobile POS and 17% have customer-facing
technology as a priority.

Retailers need to know whom the customer is to create a meaningful
experience based on what they want and when they want it. Each
step along the customer journey offers retailers opportunities to
engage with the customer and strengthen the personal relationship
to drive sales and customer loyalty.

Customer identification is critical, however, 63% of retailers can’t
identify their customers prior to checkout (and 20% can’t identify
them until after checkout or not at all!), which is too late to
empower the associate to influence the current purchase decision
(Exhibit 3). Without early identification of the customer, retailers
miss critical engagement opportunities to deliver a personalized
customer experience and increase sales.

This year, we see significant progress and interest in newer
technology methods utilized in tandem with the customer’s mobile
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phone to identify customers when they enter the store. The most
prevalent technologies that retailers are currently using to identify
customers are mobile loyalty programs (52%, up significantly from
32% last year), mobile website/app (both at 49%) however many
retailers using these technologies indicate that they need
improvement (Exhibit 4). Retailers are shifting their customer
identification tools, as the use of social media listening increased
significantly from 25% last year to 42% this year, and beacons
increased from 19% last year to 23% this year.

The big trend in customer identification lies in retailers’ future plans.
Within three years, 75% of retailers plan to use mobile loyalty
programs and 77% plan to use mobile apps to identify customers in
their stores. Another interesting point is that there does not seem to
be one technology choice that is ‘winning’ — retailers are embracing
a number of different technologies to cast a wide net and identify
and track as many customers as possible as soon as they enter the
store. Introducing the right digital capabilities via mobile to
customers as they enter the store, possibly even AR capabilities, is
probably the final answer to achieving much higher customer
identification.

Once customers have been identified, retailers can use clienteling
and guided selling to enhance the shopping experience. Clienteling
empowers store associates to leverage customer data (purchase
history, personal information, preferences, etc.) and deliver highly
personalized customer engagement, provide exceptional in-store
shopping experiences, and timely follow-up communication with
customers. To be effective, guided selling and any other customer
engagement tactics can’t operate with yesterday’s information —
they need real-time data, context and analytics.
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Exhibit 4
Customer Identification via Mobile Device

m Implemented and working well

Mobile website 35%
Mobile app 28%
Mobile loyalty program 20%
Customer Wi-Fi 19%
Social media listening 16%
Mobile wallet 16% 9%
MAC address 14% 11%
Bluetooth 9% 9%

NFC (near field communication) 9% 9%

Beacons B 21%

Customer context is the interrelated factors of customer insights and
environmental conditions the make the shopping experience
relevant. It enables retailers to personalize the shopping experience
based on preferences, purchase history, their closet, their most
recent online browsing history, time of day, weather and their
physical location — all based on real-time information.

However, while retailers realize the need to arm their associates with
the right training and better information, it is still a game of catch-up
to the abundance of information and technology that customers
pOSssess.

Overall, retailers still struggle with the ability to access customer
information prior to checkout (Exhibit 5). The ability to look up
customer information is very limited with only 25% of retailers

m Implemented but needs improvement

Implement within 12 months m Implement in 1-3 years

21% 5%

14% 9%

32% 7%
26% 9%
26% 12%
14%
14%
16%
16%
9%

offering the ability to access any customer-specific information pre-
checkout.

This suggests that retailers are missing opportunities to increase
sales because associates can’t access customer data until the
customer is at the checkout (or in a number of cases, after the
customer has checked out), which is too late. With customer data
available pre-checkout, associates can influence the transaction with
personalized promotions and relevant product suggestions to
customers. Over the past few years, retailers have said they are
working on identifying customers prior to the checkout, however, in-
store identification continues to lag behind the online shopping
experience. Unfortunately, the vast majority of retailers are currently
not providing customer attributes/preferences and product




Exhibit 5
Customer Information Availability

W Pre-checkout m During checkout After checkout

Customer-specific offers and discounts 25% 36% 14%
Product recommendations 23% 34% 14%
Contact information 16%
Customer attributes/preferences 18% 37% 11%
Shopping history 25%
Customer-specific messaging 14% 34% 16%

Purchase summary 25%
Transaction lookup 27%
Social media profile 14%

Information about friends and family 21%

recommendations to associates pre-checkout which means the
missed sales opportunities are significant!

Delving deeper into how associates can tailor the customer’s
shopping experience based on available information uncovers
capabilities that are limited but increasing (Exhibit 6). This is good
news as it represents significant progress and engagement
opportunities for retailers to meet customer needs. The most
prevalent customer personalization capabilities involve offering
personalized rewards based on customer loyalty and suggested
selling based on previous purchases. We are now seeing
approximately half of retailers offering these capabilities which is up
significantly from last year when 23% of retailers offered both.
There are also expansive plans to drive further utilization of
customer information to tailor the shopping experience. Within two
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years, 86% of retailers plan to provide suggested selling based on
previous purchases and 78% plan to offer personalized rewards
based on customer loyalty.

Opportunities
The ability to offer messaging and promotions based on customer
context is a key differentiator in today’s marketplace.

Some retailers are expanding the personalization aspect of retail into
a “make shopping fun and engaging” experience. This includes
gamification — where game-like interactions, rewards and incentives
are offered for visiting a web site and finding a great deal, shopping
early or late or on an “off day,” or providing additional personal
information like family size or zip code. The key to this
personalization aspect is to tailor the interaction based on the
customer’s habits and preferences. While this type of personalization
may not be for every customer, it changes the way retailers need to
think about the shopping experience.

Exhibit 6
Tailoring the Shopping Experience

W Currently offer m Offer within 2 years
Suggested selling based on previous purchases 52% 34%

Personalized rewards based on customer

loyalty 48% 30%
Personalized promotions 43% 34%

Suggested selling based on online browsing

history 41% 27%
Suggested selling based on customer 0 o
closet/room/garage 39% 34%
Suggested selling based on social media
16% 52%

activity/posts




The pervasiveness and ease-of-use of mobile devices offers
tremendous opportunities for retailers as the customer

Customer expectations

Consumers use their phones to research products, compare prices,
complete purchases online and increasingly, to pay for in-store
purchases.

There is no denying the power of mobile technology as a disruptor in
the retail industry. The proliferation and convenience of mobile
devices has changed shopping behaviors and elevated expectations.
Mobile shopping (browsing or buying) will continue to grow as 41%
of consumers in the Consumer Study indicate they plan to increase
their shopping frequency on their phone or tablet in the next 24
months.

However, shopping via a phone is just one way that mobile devices
are becoming more pervasive. Mobile devices also offer further
opportunities to enhance the customer experience in the store.
Customers utilize their phones while they are shopping in the store
as 34% indicate they compare prices and 28% look for
offers/coupons.

Retailer capabilities
The proliferation of tablets and mobile phones also offers new
opportunities for retailers to enhance customer service.

As the focus within the store shifts to incorporate digital
technologies, mobile devices play a larger role in personalization.

——=—{ takes control of their own retail experience across channels.
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Mobile point of sale (POS) enables associates to complete a
customer’s purchase on the sales floor at the moment the buying
decision is made. It also frees the associate from the checkout area
to allow for more personal interactions on the sales floor and
simplifies the checkout process by eliminating the need to wait in
line. This reduces the probability of a customer changing their mind
as the purchase can be made as soon as the customer makes the
decision instead of having time to reconsider the purchase as they
move to the checkout.

Over the next year, the use of mobile devices and tablets — both in
the hands of associates and customers — will continue to increase
(Exhibit 7). Three-quarters of retailers plan to provide mobile
solutions to their associates to enhance customer service within
three years. Interestingly, we saw a significant increase in the
number of retailers enabling customer-owned devices as POS with
8% offering it last year (and all needing improvement), while this
year 22% offer it (although half still need improvement). This is
consistent with the trends we are seeing in the industry.

Retailers need to continue to improve mobile capabilities through
refined processes, better technology or enhanced training for

Exhibit 7
Implementation Status

m Implemented and working well m Implemented but needs improvement

Implement within 12 months Implement in 1-3 years

Mobile solutions for
0,
associates 16% 20% 16%
Customer-owned mobile
0,
device as POS 11% [11% 16%
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Customer-Facing Mobile Services

m Implemented and working well

m Implemented but needs improvement

Implement within 2 years

Product information (price, location, availability, research) 21%
Mobile coupons, specials, promotions 20%
23%
27%

Geolocating 16% 23% 18%

associates. Powerful associate tools are only helpful if associates are
trained to use them effectively, especially when associates are
dealing with sensitive customer information.

Unfortunately, retailers are continually playing catch-up as the
proliferation of tablets and mobile phones is only the beginning. The
growing popularity of Internet-powered personal devices —
‘wearables’ — will strengthen the case for utilizing customer-owned
mobile devices as POS over the next few years.

Utilizing customer-facing technology is a natural outcome from the
proliferation of mobile devices and is a big part of the overall
customer experience. As customers become more comfortable and
proficient with utilizing mobile technology and researching
information on their own, retailers need to offer expanded
customer-facing mobile services to enhance the shopping
experience.

The good news is that retailers are increasingly implementing
customer-facing mobile services such as product information,
shopping list capabilities, and personalized recommendations via
mobile devices (Exhibit 8). In the past year, retailers have increased
all areas of customer-facing mobile services. However, there are still
missed opportunities to tailor the shopping experience by offering
personalized recommendations on customers’ mobile devices.

We still see issues with how well these processes are working as the
‘implemented but needs improvement’ category is still large for
most mobile services, which likely indicates that the processes
currently in place have been rushed to production before they were
fully tested and perfected.

Opportunities
Mobile technology in the hands of consumers and retail associates is
driving a transformation of the customer engagement model.




The abundance of mobile devices is only the beginning. Wearables
are now available to the masses, with an estimated 46 million Apple
Watch purchases made since its introduction in 2015. As wearables
become more pervasive, the shopping and checkout experience will
change further as shoppers may simultaneously browse online while
shopping within the store, and then simply wave their watch to
purchase items. The future will likely see new and exciting ways

that customers use ‘wearables,” which will shape their

expectations and experience.

Mobile is driving retailers to upgrade and replace technology to stay
ahead of their competitors’ customer experience offerings and to
keep up with their very informed and technology-savvy customers.
While the shift to mobile tools can dramatically enhance the
shopping experience and reduce retailers’ total technology costs, it
brings its share of challenges. As with any new technology, these
innovative mobile approaches require a fundamental change in
processes and corresponding training to educate sales associates
and customers to convince them to try and use the new processes.

The expanded use of mobile devices in the store has also resulted in
retailers taking a much different approach to budgeting and
executing lifecycle management. These devices have a much shorter
useful life than the legacy POS they are augmenting; often needing
to be replaced every 3-4 years. Additionally, the need to plan for
batteries that will not last an entire shift and docking stations in the
stores are all new challenges for retailers.

To make the best use of these mobile technologies, retailers need to
have highly available and redundant in-store networks as well as a
holistic approach to real-time retail data. Having a mobile device
and engaging with the customer anywhere at any time during their
shopping journey will deliver an experience that is as good as the
data shared with the customer.
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This area is clearly transforming retailers’ customer engagement
model, operational budgets, in-store procedures and layouts. Mobile
capabilities and expectations continue to evolve rapidly and need to
be a significant part of a retailer’s customer engagement strategy.

Seamless

Today’s customer journey crisscrosses channels,
requiring the retailer to provide a seamless,
personalized experience.

: =
45

Customer expectations

Customer expectations for a personalized and seamless experience
requires retailers to follow customers’ journeys across channels as
they research, shop and purchase.

Customers want access to a single cart to shop across channels and
be able to reach their cart via phone, computer, or even in the store
—they want to “start anywhere and finish anywhere.” In fact, in the
Consumer Study, 56% indicated that they were likely to shop at a
retailer that allowed them to have a shared cart across channels.
That’s not surprising considering 67% of consumers have shopped
and reviewed products online and then purchased in a store
(webrooming) and 47% have shopped in a store and purchased
online or via mobile (showrooming).

Three-quarters of consumers also indicate a strong preference for
shopping at retailers that offer consistent pricing/promotions and
product assortment across all channels. So, it isn’t enough to just

have a presence in multiple channels, it needs to be one cohesive
brand so the customer has a consistent experience wherever they
choose to shop.




Retailer capabilities
Retailers are increasingly turning to a common unified platform to
deliver consistent, relevant shopping experiences across all channels.

A single commerce platform centralizes data storage and application
integration and allows easier real-time access to information across
the ecosystem (stores, distribution centers, suppliers, etc.). Retailers’
implementations, and plans for implementations, of unified
commerce has increased significantly in the past year, with 94% of
retailers indicating they have implemented or plan to implement a
single unified commerce platform within three years. There has been
a considerable amount of trial and error with early adopters
indicating their implementations need improvement (Exhibit 9).

Headless commerce, a common practice for e-commerce, is the
concept of leveraging the same commerce application or platform
for all commerce touch points. All commerce channels leverage the
same platform and set of services, which leaves the user interface
(Ul) as the point of customization. A headless commerce architecture
reduces overall development time, increases consistency of
implementation, streamlines integration and simplifies software
maintenance. Currently, 16% of retailers are utilizing a headless
commerce model, but adoption looks to increase dramatically with
more than 60% of retailers indicating they plan to adopt headless
commerce as part of their unified commerce strategy (Exhibit 9).

Exhibit 9
Commerce Solution Implementation Status

B Implemented and working well M Implemented but needs improvement

Implement within 12 months Implement in 1-3 years

A single commerce platform 18% 30% 16% 30%

Headless commerce SPANNEA 23% 23%
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Real-time retail, through unified commerce, enables retailers to
identify the customer and gather, analyze and disseminate customer,
product, pricing, and inventory data across all channels — instantly.
Since consumers expect a seamless experience in the store, on the
web and via their mobile device, real-time retail is an imperative.

As retailers and solution providers continue down the path to unified
commerce, more and more capabilities are being centralized or
offered as cloud-based services. Retailers are embracing this move to
the cloud as it is key to enabling unified commerce real-time
capabilities and integration that are scalable and agile enough to
support evolving business needs.

Leveraging cloud computing and IT outsourcing makes a lot of sense
for many retailers. IT is not a core competency or differentiator for

Exhibit 10
Top Network Priorities

Security of networks 77%

Network bandwidth 59%

Reliability of networks 57%

Network efficiency performance 50%

Network resiliency 23%

Ability to control and prioritize 189%
applications using the network °

Visibility and understanding of
applications using network capacity

16%




most retailers — it is just a necessity. A cloud approach enables
retailers to significantly reduce infrastructure, improve security and
increase operational effectiveness by centralizing management of
data and processes. Retailers are embracing this move as they realize
cloud-based unified commerce is key to accelerating their path to a
single version of the truth.

Further bolstering the move to the cloud is the availability of much
more sophisticated network technology, such as SD-WAN and 5G.
With today’s network technology, retailers can truly achieve 100%
uptime — removing the last perceived hurdle in moving towards
cloud-based commerce solutions and moving away from the
decentralized store environment that has been the foundation of the
traditional retail model for decades.

The network is a critical element of the technology platform —
providing availability, security and reliability. Today’s networks are
robust, fast, reliable and resilient, which is key to supporting a cloud-
based common commerce platform across channels. A robust, well-

Exhibit 11
Planned Network Changes

m Current environment  m Utilize within 2 years

In-store WiFi

Customer-facing in-store WiFi

Direct connectivity to cloud
providers

Diverse connectivity

SD-WAN
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architected and properly managed network solution is imperative for
unified commerce success in the cloud.

Security, bandwidth and reliability are the top network priorities for
more than 55% of retailers (Exhibit 10). Today’s always connected
customer puts additional pressure on retailers to ensure that they
can provide a secure, reliable high-speed network to support the
shopping environment. Unfortunately, many existing store networks
do not have the capability to support current and future store
infrastructures; therefore, it is not surprising that this is a main focus.

Cloud computing, either public or private, offers the quickest and
surest path to seamlessly connect all e-commerce, mobile commerce
and in-store POS transactions to order management, inventory,

Exhibit 12
Centralization of Store Systems

m Cloud application/service

m Centralized (corporate application)
De-centralized store application

Pricing

Order management

Loss prevention

Returns processing

CRM

Point of sale

Inventory

Business intelligence/ enterprise
reporting




E E 2019 POS/Customer Engagement Survey

downfall as the shift to the cloud enables an agility necessary in
CLOUD COMPUTING DEFINITIONS , . o
today’s environment (Exhibit 12).

Public cloud: Applications and/or data are stored on shared servers at third-party providers that

e o llm gl e e R In today’s disruptive and competitive retail environment, real-time

retail is quickly becoming table stakes and retailers that don’t have
the right capabilities will struggle. Without real-time data,
information provided internally and externally is out-of-date and,

Private cloud: A cloud infrastructure operated solely for an individual organization. It can be
managed by the organization or by a third party and may exist on or off premises.

Hybrid cloud: A cloud infrastructure composed of more than one cloud (private or public) that therefore, risks being inaccurate and out of context.

are bound together bv standardized technologv to enable data and application portabilitv.
marketing, financials, supply chain and customer service. One of the It is still very challenging for retailers to effectively execute real-time
clouds are bound together by standardized technology to enable inventory, pricing/promotions and analytics in real-time but most of
data and application portability. 27% of retailers currently offer the processes still need improvement (Exhibit 13). In our experience,
direct connectivity to cloud providers and another 39% plan to offer many retailers can check inventory in real-time but the inventory
within two years (Exhibit 11). data they are actually accessing is from yesterday as the data is not

really available in real-time. As retailers move to unified commerce,
full access to enterprise-wide data in real-time will become more
common.

Many retailers have made the shift to the cloud over the past few
years as a means of centralizing their store systems, although we are
still seeing some retailers hesitate which may prove to be their

Exhibit 13
Enterprise-wide Real-time Features

m Implemented and working well m Implemented but needs improvement Implement within 2 years

Inventory 41% 29% 16%

Loss prevention 41% 27% 18%

Enterprise order management 41% 25% 23%

Loyalty program enrollment/ change/ status 39% 27% 20%
Pricing/promotions 34% 43% 9%
Analytics/reporting 34% 36% 21%
Returns management 25% 41% 16%

Cross-channel transaction history 25% 39% 25%




Opportunities

The importance of real-time visibility and access to product and
customer information has grown exponentially over the past few
years as consumers have become more demanding.

Retailers are realizing that the process of offering customers the
ability to shop anywhere, ship anywhere is complex and the goal line
seems to keep moving as new technology and consumer behaviors
constantly change. The key to winning is to map out a
comprehensive customer-centric strategy, understanding that a new
model is necessary to succeed, and the new model requires an agility
that has not traditionally been a part of this environment. The road
will not be smooth and will likely require partners to help create the
required seamless experience.

Secure

Today’s retail environment requires security beyond
retailers’ current focus on payments and networks.

Customer expectations
Consumers expect that retailers will protect their data to ensure a
safe and personalized experience.

While consumers in the BRP Customer Study indicated they would
allow a retailer to save personal information if it helped ease the
checkout process and offer personalized offers and
recommendations, there are limits to what they want to share. Half
of consumers are likely to allow retailers to save purchase history,
personal preferences and personal details but they are less likely to
allow retailers to save credit card details (33%).
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Retailer capabilities
Retailers need to strike a balance with consumers between gathering
information and maintaining trust.

It is imperative that retailers have a strong information security team
to maintain a multi-layered security approach that includes the use
of tools and proactive log monitoring analytics.

Many retailers are still struggling to gain back functionality and/or
stability they had prior to implementing EMV. With the
implementation of EMV stabilized for most retailers, many are now
turning their attention to other areas.

The first major line of defense in securing customer data is end-to-
end encryption (E2EE). E2EE has increased significantly over the past
few years with a reported 61% of retailers utilizing it (Exhibit 14).
E2EE prevents third parties from accessing data throughout the
system because only the authorizing parties have access to the
encryption keys.

Exhibit 14

Payment Security Technology Plans
B Implemented and working well H Implemented but needs improvement

Planning to implement within 12 months Planning to implement in 1-3 years

End-to-end encryption (E2EE) 43% N 18% 7%

Tokenization for single sales channel 30% 18% 23% 9%

Single token solution across enterprise 25% 13% 30% 7%

Mobile payment acceptance (NFC, MST, etc.) 23% 36% 14% 4%




The next protective layer involves tokenization, which enables
retailers to remove sensitive information from the network by
substituting payment card data with a token which is used as an
identifier but has no exploitable value or meaning. 38% of the
respondents have implemented a single token solution across the
enterprise, with an additional 37% planning to implement within the
next three years. This technology is critical to offering customers a
single unified commerce experience for returns, customer profiles
and saved shopping carts retrieved across channels.

Payment security remains a concern for retailers for the foreseeable
future. Most of the retailers involved in our survey reported moving
towards a security plan with multiple layers to protect sensitive
customer and organization data. Moving store applications to the
cloud makes security easier — customer and associate information
will reside at a data center or home office instead of at the store-
level, which means it’s easier to secure. If retailers utilize encryption
and tokenization there is no critical information residing at the store.

Mobile payments offer further opportunities for customers and
retailers, as it enables customers to make purchases without their
wallet (but with their ever-ubiquitous smartphone) and provides an
additional level of security that isn’t available with credit cards, even
EMV-enabled cards.

Mobile payments in stores use tokenization so that the retailer never
actually has the customer’s payment card number, which
significantly reduces the security risk and speeds up the transaction.

There are a multitude of mobile wallets and payment apps in the
market today. In addition, many retailers are offering their own
mobile payment options. In the store environment, many retailers
continue to focus on private label credit cards to reduce interchange
fees and processing time at checkout.
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PayPal and Apple Pay continue to be the most widely alternative
accepted alternative payment types in this survey (Exhibit 15). This
year fewer retailers are adopting a wait and see approach across the
board — likely because of the growing support from the payment
software ecosystem (including payment switch providers and card
processors), and the acceptance for these mobile payments by the
public.

Opportunities
One of the critical factors for mobile payment success in the next
few years is education and training.

We have found repeatedly that not only are most consumers unsure
of how, when and if mobile payments can be used, but even more
telling, associates are unsure. For mobile payments — or mobile
wallets — to succeed, there must be further education at the point of
sale to ensure that a transaction using a mobile device is no longer or

Exhibit 15
Alternative Payment Types

M Currently Accept B Accept within 2 years Wait and see approach

Apple Pay 50% 32% 18%

MasterCard PayPass 30%
o
Mobile POS payments 25%
0%
Google Pay 34% 39% 27%
ao%
e
Samsung Pay NFC 55%




more complicated than traditional payment methods for either the
customer or associate.

While the pros and cons of each of these payment types — and future
payment types — can be debated, what is most apparent is the
adoption across the industry as customers and associates become
more comfortable utilizing these emerging payment platforms.

As retailers seek new ways to gather relevant information to provide
personalization, they must address how to protect their customer’s
data. There is a fine line between clever personalization and concern
over personal data. Consumers want retailers to understand them
as individuals — not put their personal information at risk.

While more information offers a more customized experience, it also
provides a greater opportunity for data theft and fraud. Retailers
need to establish security policies that ensure the data privacy of
their customers’” information.

Purchase and payment touch point options continue to expand with
voice-assisted and virtual reality payment-enablement possibilities in
the works. With technological capabilities rapidly expanding, keeping
up with advancements and ensuring a frictionless experience, while
also guaranteeing the security of data will remain a challenging feat
for retailers.

Current State of Store Technology

The right technology foundation is essential to support the customer
experience across channels.
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Customer expectations

The store is still a primary focal point of the customer journey so the
technology necessary to provide customers the best service is
critical.

With an increased focus on customer engagement and a
convergence of the physical and digital retail worlds, POS and its
supporting technology play a critical role in shaping the customer
shopping experience. The store is still a major part of the customer
journey with 79% of consumers indicating they purchase
merchandise in a store frequently.

The checkout process in stores is often the most frustrating aspect of
a shopping experience. In fact, 82% of consumers feel that the ease
of checkout and payment is an important factor in choosing where
they shop.

Retailer capabilities
The technology necessary to provide a fast and easy sales
transaction is critical to keeping customers happy.

Retailers are looking to refresh their hardware with the latest
offerings to take advantage of faster processor chips and larger
storage needed to efficiently run more advanced software. Over the
past two years, many retailers have upgraded or added mobile
devices and half the mobile POS devices are less than six years old
(Exhibit 16). Mobile device usage continues to grow, but at a slower
rate than projected in prior surveys. It appears to be tied to the
trend of retailers replacing a portion of their current POS hardware
with mobile devices when they perform a hardware refresh. It is also
partially driven by retailers realizing the shorter life cycle for mobile
devices compared to traditional stationary POS terminals.




W< 2 years
Mobile payment terminals
Mobile devices - POS
Mobile devices - customer engagement
POS hardware
Mobile devices - back-office
Fixed payment terminals
POS software

Store network

According to this year’s survey, 30% of retailers are planning to keep
their current mobile POS devices in use for an additional three or
more years. This seems a little unrealistic, considering the speed of

Exhibit 16
Current System Age
m 3 to 5 years 6 to 8 years
36% 16%
36% 14%
34% 18%
32% 34%
27% 25%
25% 46%
25% 39%
25% 39%

Opportunities

environment.

technology change and the wear and tear on mobile devices is much

greater than on stationary devices (Exhibit 17).

Retailers realize that POS software should be replaced regularly to
take advantage of better, faster and more reliable technology.
However, 30% of them continue to operate with POS hardware that
is at least six years old (Exhibit 16). Budgetary constraints and the
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m > 8 years

7% 2%
14% 2%
14%
25% 5%
1% [
1% [ 1%
23% 1%
18% 9%

Mobile devices will continue to make inroads in the store

For most retailers, mobile POS has not become a substitute for a
traditional fixed station POS. The majority of retailers continue to use

complexity of a POS replacement project drive the age up, with 73%
of retailers reporting POS software that is more than two years old.

Approximately half of the retailers surveyed are planning to replace
their current POS software and hardware within three years.

traditional POS stations as their basic POS, adding mobile options
and additional PCs or tablets as supplements. The transition from
fixed station POS to a hybrid environment and more mobile solutions
is underway but it is a slow process.




Exhibit 17
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Planned Replacement Timeframe

W< 12 months | 1to 3 years >3 years
20 software a0
Fxed payment termincls 2
POS hardware 11% 39% 43%
Mobile devices - POS 30%
Store network 6%
Mobile devices - back-office 23%
Mobile devices - customer engagement 30%
Mobile payment terminals 30%

The Future Store

The physical store remains the foundation of retail; however, a
significant and fundamental transformation of retail is underway.

Customer expectations
Stores must now encompass both worlds as customer expect a
personalized experience in any channel.

The physical and digital worlds will be forever intertwined as we look
to the future. Customers want the sensory experience generally
available in the physical world, such as touching and feeling
merchandise and personally interacting with a knowledgeable
associate, married with the unique and personalized shopping
experience common in the digital world.

The store is not dead and focusing on the customer experience has
never been more important. Consumers love the theater of
shopping, which is why we are seeing many pure-play online retailers
starting to open brick and mortar stores and store concepts continue
to change. The in-store experience is paramount for apparel and
other products that consumers want to touch, feel, demo or try on.
Customers want a multi-dimensional or multi-sense purchase which
leverages all their senses. For retailers selling commodity products,
you could argue that the experience is the best way to differentiate
their brand.

Customers are willing to try new technologies if it improves their in-
store shopping experience. According to the BRP Consumer Study,
32% of consumers are likely to shop at a store offering an
augmented reality experience and 29% would like a virtual reality
experience as part of their shopping environment. Consumers are
also very interested in relying on technology instead of human




interaction if it means that the process will go quicker and easier. For
example, 55% are more likely to shop at a store with self-checkout
vs. a store without and 57% will choose a store offering automated
returns to avoid human interaction.

Retailer capabilities

While e-commerce and mobile continue to grow and garner
attention, the store remains a key component of the customer’s
brand experience.

The physical store is still the central point of the shopping journey.
However, the role of the store continues to change. The advent of
the digital world offers consumers new ways and ‘places’ to research
and shop. These digital possibilities, along with mobility, have
modified consumer expectations and behaviors, and retailers must
transform to succeed.

The concept of the store is evolving with new formats, such as pop-
ups and store-within-a-store, or even stores as mini distribution
centers. 23% of retailers are increasing the number of store-within-
a-store concepts and 16% are planning to increase the number of
showrooms and pop-up shops (Exhibit 18).

Exhibit 18
Future Store Plans
B Increase B Decrease No change
Brick-and-mortar stores 48% 14% 17%

Store-within-a-store (i.e. small

0, 0 0,
footprint within dept store) 23% Al

Showrooms 16% S%WE

Pop-up shops 16% 2%V

Mall kiosks 14% 29 20%
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As a means of increasing inventory options for customers, retailers
realize that their brick-and-mortar locations can sell products
without actually carrying the inventory within the stores. 36% of
retailers have implemented virtual inventory and another 27% plan
to implement this within three years (Exhibit 19). Rather than
sourcing and warehousing large levels of inventory for each store,
they can provide stores access to virtual inventory, which offers
customers a much broader assortment of product options.

A number of retailers currently offer and plan to offer electronic
receipts with personalized suggestions for their customers. Within
three years 73% plan to offer electronic receipts (Exhibit 19).
Offering customers an electronic receipt after a purchase in a
physical store gives them the peace of mind that they’ll have a copy
on file. In addition, retailers should use electronic receipts as a
means for suggested selling by offering recommendations for
potential purchases based on previous purchases, elevating the
customer’s current and future shopping experience.

Offering customers personalized promotions based on customer
context is the future of the store environment and it is gaining
traction with 32% having implemented (up from 17% last year) and
another 38% planning to implement this capability in the next three
years (Exhibit 19).

Younger customer segments, such as Millennials, have grown up in
the digital age where they have access to everything at their
fingertips with their smart phone, and they have high expectations
for service. They expect everything wherever and whenever they
want it. They assume they will receive the same level of personalized
recommendations they receive on Amazon when they visit a store.
With higher expectations for personalized experiences, they believe
sales associates should cater to their needs. Although, as long as
they get the information and service they expect, they don’t care if it




Exhibit 19
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Potential Customer Services

W Implemented and working well W Implemented but needs improvement

Electronic receipt with personalized suggestions

Scan and deliver - customer purchases item by scanning barcode with actual
item delivered to their home (or other desired location)

Virtual inventory - ability for store to sell items without carrying the inventory
in the store

Personalized promotions based on real-time location, weather or other
analytics

Persona-based user interface for POS

is delivered by a human or a robot. And actually, many consumers
seem to enjoy the novelty of the robot, as long as it offers quality
service.

While automation can be a way to cut overall costs and improve
customer service options in some retail segments, some highly
personal product decisions and luxury brands likely will not adopt
automation to replace humans. The real-time retail trend of
identifying a customer and guiding the customer through the sale via
human interaction won't soon be replaced by automation. The
process of customer engagement, context (time of day, how the
customer is dressed, what department they are shopping, if they are
wearing a wedding ring, etc.) as well as cross-selling and up-selling
require a finesse that robotics will likely not completely replace.

Implement within 12 months m Implement in 1-3 years m No plans to implement

21% 27%

43%

37%

30%

36%

Disruptive technologies such as artificial intelligence, virtual reality
and the Internet of Things (loT), offer further possibilities for the
convergence of physical and digital environments (Exhibit 20).

Artificial Intelligence (Al) offers the ability to pair the vast amounts of
data gathered on customers and their preferences and synthesize
this information to help personalize the customer experience. Some
retailers are experimenting with Al to offer purchasing suggestions
based on answers to a series of questions.

The disruptive technology that is of most interest to retailers is the
loT, with 55% of retailers planning to have this capability within three
years. loT describes an environment where the Internet is connected
to physical objects embedded with sensors that can then
communicate. The loT is not just about gathering data but also about
the analysis and usage of that data. It has the potential to change the
way the customer shops and will also change the checkout




Exhibit 20
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Disruptive Technologies

B Implemented and working well

Al (i.e. voice-activated POS, Digital Assistants, etc.)

Videoconferencing - customer shops from home via
videoconference with associate in store

(loT) Internet of Things

Virtual Reality

Augmented Reality

Virtual mirrors - allow customers to envision themselves in
different garments, glasses, or cosmetics

experience and transform the point of sale. We see loT and similar
technology as great examples of how unified commerce will continue
to evolve into the future and further shape the customer’s
experience and their associated expectations.

Virtual reality (VR) and augmented reality (AR) are hot topics again
this year with more options in the marketplace putting the
technology in everyone’s hands. Currently, 9% of retailers offer AR
and another 29% plan to add it in the next three years. We are
beginning to see further use of these technologies with retailers
adding AR features to let customers see how furniture will look in
their homes.

‘Smart’ fitting rooms utilize virtual mirrors or motion sensors to
interact with customers to offer product information, suggest
complementary products or notify an associate that a different size
is needed. Currently, 9% of the retailers surveyed offer virtual

B Implemented but needs improvement

Implement within 12 months

m Implement in 1-3 years

14%

16%

mirrors to their customers and another 23% plan to add it within
three years. Virtual mirrors allow shoppers to easily envision
themselves in different garments, glasses or cosmetics. These
technologies coupled with a personal digital assistant can make
recommendations based on customer information, purchase history
and current promotions within the store. Smart fitting rooms can
further encourage store visits as an effective means to touch and
feel the product plus understand sizing.

Customer engagement in the future may allow a customer to
videoconference with their favorite store associate — from home.
The customer could request to see different products and even get a
better understanding of size and color options based on interaction
with an associate. 21% of the retailers surveyed already offer this
service to their customers and another 25% plan to add it within
three years.
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Opportunities
The next year will bring further transformation driving fundamental
changes in the customer engagement model as we reimagine retail.

While retail is definitely going through challenging times, the
transformation is exciting with new technologies and opportunities
arising to enhance the customer journey. For retailers to survive, the
key is a ubiquitous real-time retail customer journey powered by a
single commerce platform.

The time is now to innovate the customer experience by reimagining
your retail operations for the new customer journey. The key to
future scalability and flexibility is focusing on agility, with cloud-
based unified commerce.

Victory belongs to the agile.
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Survey Methodology

Through an online survey system, BRP conducted the 20" Annual
POS/Customer Engagement Benchmarking Survey in November and
December of 2018. The goal was to gain understanding of retailers’
planned initiatives, priorities and future trends by contacting 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 identifies current and future trends in the industry.
These insights are intended to help retailers compare their
customer-facing operations and technology and identify
opportunities to enhance their customers’ experience.

The primary retail segments of the survey respondents were
specialty hard goods with 32% of respondents and general
merchandise with 28% of respondents (Exhibit 21). The remainder
fell into various other categories such as specialty — soft goods and
grocery, food and beverage. The focus on the specialty retail
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general merchandise is higher this year with 28% vs. 18% last year
and specialty — soft goods is lower this year with 13% vs. 28% last
year. Last year’s survey also focused on the specialty retail segment
with 54% of the total responses.

Of the retailers surveyed, the breakdown in size based on gross
annual revenue included a broad selection of Tier 1, 2 and 3
retailers, with 58% of the retailers having more than $1B in sales
(Exhibit 22).

This year’s survey also recognizes the challenges that retailers
continue to face as they shift from a single channel environment to a
unified commerce environment. While only 4% of the respondents
indicate a true unified commerce environment, there is definitely
movement from multi-channel to omni-channel to unified commerce
as retailers look to offer a seamless experience to their customers.
(Exhibit 23).

The specific respondents for each company were primarily vice
presidents and directors of store systems or IT, and C-level

segment remains consistent with 45% of the overall retailer executives.
responses, although there was a slight shift as
Exhibit 21 Exhibit 22 Exhibit 23
R/ Company Category Annual Revenue Current Channel Integration

Restaurant

3%

Less than $100M to

' Single
Specialty - $100M ___ $499M changnel
Grocery, Food, Hard Goods 6% 19% $500M to Unified 21%
and Beverage 329
o g % $10B or $999M commerce
more 17% 4% Multi-

Specialty -

General Other
Merchandise 2%

28% )
Convenience
/_ and Fuel

7%

9%

$1B to
$4.99B
34%

channel
Omni- 47%

channel
28%




B =

2019 POS/Customer Engagement Survey

BRP is an innovative retail management consulting firm dedicated to providing superior service and enduring value to our clients. BRP combines its
consultants' deep retail business knowledge and cross-functional capabilities to deliver superior design and implementation of strategy,
technology, and process solutions. The firm's unique combination of industry focus, knowledge-based approach, and rapid, end-to-end solution
deployment helps clients to achieve their business potential.

BRP’s consulting services include:

Strategy

Point of Sale (POS)
CRM

Order Management
Supply Chain

Business Intelligence
Mobile POS

Unified Commerce
E-Commerce
Networks

Business Process Optimization
Payment Security

Customer Experience & Engagement
Merchandise Management

Private Equity

For more information or assistance on any of the topics covered in this white paper, please contact:
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Brian.Brunk@brpconsulting.com
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(617) 880-9355
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BRP
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617-899-7543
Perry.Kramer@brpconsulting.com
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Platinum Sponsor - TSYS

TSYS

About TSYS

TSYS® (NYSE: TSS) is a leading global payments provider, offering seamless, secure and innovative solutions across the payments spectrum — for
issuers, merchants and consumers. We succeed because we put people and their needs at the heart of every decision to help them unlock
payment opportunities. It's an approach we call People-Centered Payments".

Our headquarters are located in Columbus, Ga., U.S.A., with approximately 12,000 team members and local offices across 13 countries. TSYS
generated revenue of $4.9 billion in 2017, while processing more than 27.8 billion transactions. We are a member of The Civic 50 and were named
one of the 2018 World's Most Ethical Companies by Ethisphere magazine. TSYS is a member of the S&P 500 and routinely posts all important
information on its website.

For more, visit tsys.com.
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Gold Sponsor - Aptos

About Aptos

In an era of virtually limitless choice, sustained competitive advantage only comes to retailers who engage customers differently — by truly
understanding who they are, what they want and why they buy. At Aptos, we too, believe that Engaging Customers Differently™ is critical to our
success. We are committed to a deep understanding of each of our clients, to fulfilling their needs with the retail industry’s most comprehensive
omni-channel solutions, and to fostering long-term relationships built on tangible value and trust. More than 1,000 retail brands rely upon our

Singular Commerce™ platform to deliver every shopper a personalized, empowered and seamless experience...no matter when, where or how
they shop.

Learn more: www.aptos.com
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Gold Sponsor - Diebold Nixdorf

D) Diebold Nixdorf

About Diebold Nixdorf

Diebold Nixdorf, Incorporated (NYSE:DBD) is a world leader in enabling connected commerce for millions of consumers each day across the
financial and retail industries. Its software-defined solutions bridge the physical and digital worlds of cash and consumer transactions
conveniently, securely and efficiently. As an innovation partner for nearly all of the world’s top 100 financial institutions and a majority of the top
25 global retailers, Diebold Nixdorf delivers unparalleled services and technology that are essential to evolve in an ‘always on” and changing
consumer landscape.

The company has a presence in more than 130 countries with approximately 23,000 employees worldwide.

Visit www.DieboldNixdorf.com for more information.
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ECRS

The Retail Success Company

About ECRS

ECRS is an industry-leading solutions provider that harnesses technology to future-proof today's retailers and prepare them for tomorrow's
opportunities. ECRS’ revolutionary CATAPULT" system is the market’s only truly unified point of sale platform. With CATAPULT POS, inventory,
customer loyalty, back office, e-commerce, and enterprise management are housed under a single system that shares data. This data
synchronization, Unified Transaction Logic™, empowers retailers to prosper by providing actionable business intelligence. Unifying hardware,
software, and services, ECRS offers a friction-free, cost-saving solution that will increase customer engagement.

ECRS is committed to perpetual development, expanding value through constant innovation. To that end, CATAPULT is fully-customizable.
Optional plug-and-play modules work seamlessly with core applications, offering retailers freedom and flexibility in designing their point of sale
platform. Retailers can easily expand platform functionality as their business grows. Exhaustive research, intelligent design, and rigorous pre-
market testing ensure that ECRS products integrate smoothly into existing retail environments.

ECRS’ technology solutions are backed by a knowledgeable, accessible, and award-winning US-based support team that is dedicated to retail
success. On the 2017 RIS Leaderboard, ECRS was ranked #1 for grocery vendors for the fifth year in a row, #1 for midsize retailers, and ranked in
the top 5 for quality of support for the ninth year in a row.

ECRS is proud to be building a community of retailers and share in their success.

Systems that ECRS Innovates

Traditional Point of Sale Reporting & Analytics Gift Card Systems
Self-Checkout Systems Customer Loyalty & Marketing Membership Management
Click & Collect 2.0 Enterprise Headquarters Management Fuel Pump Integration

Mobile POS Inventory & Warehouse Management Pharmacy System Integration
Accelerated Checkout® Supplier and EDI Integration Onboarding & Support Services

Back Office Management

For more information or assistance, please contact: Caroline Catoe, VP of Marketing and Customer Care, at 800.211.1172 x5096 or ccatoe@ecrs.com
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O
FUJITSU

About Fujitsu

Fujitsu is a global ICT company providing comprehensive retail store software, technology, and managed services. Fujitsu also offers a wide range
of Digital Transformation and Business Application Services for retailers including Application Modernization, Robotic Process Automation, Hybrid
Cloud Managed Services, SAP and Oracle Consulting Services, Machine Learning, Artificial Intelligence, loT and Cyber Security Solutions. Fujitsu is
proud to support more than 500 retail customers in 53 countries around the world.

At Fujitsu, our co-creation methodology, continuous innovation and agile development practices deliver solutions such as TeamPQOS8000
hardware, Marketplace Enterprise Cloud POS software, Fujitsu Fresco POS and Fuel for Grocery, U-Scan Self Service products, Cash Management
Automation, Taskforce Retail Wearables, and Integro lifecycle management and Retail Engagement Analytics, and Intelligent Engineering, all
designed to make running the store more efficient, profitable and engaging for customers.

At Fujitsu, our mission is a simple one — to help retailers deliver a differentiated experience for their customers by bringing innovative retail
solutions, enterprise integration expertise and the experience and delivery capabilities of our global reach.

Visit us at http://www.fujitsu.com/us/solutions/industry/retail/

Fujitsu and the Fujitsu logo are trademarks or registered trademarks of Fujitsu Limited in the United States and other countries. Fujitsu TeamPQOS, Marketplace,
Fresco, U-Scan, Integro and Taskforce are trademarks of Fujitsu America, Inc. in the United States and other countries. The statements provided herein are for
informational purposes only and may be amended or altered by Fujitsu America, Inc. without notice or liability.
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The Unified Commerce Solution

About Storis

STORIS is the leading provider of Unified Commerce Solutions for home furnishings, bedding, and appliance retailers. Unified Commerce is a key
strategy to enhancing the customer experience, increasing revenue across channels, and gaining a competitive advantage in today’s dynamic retail
marketplace.

STORIS’ proven ERP is the foundation for Unified Commerce. Our fully integrated technology suite includes Point of Sale, Inventory Management,
eCommerce, in-store Kiosk, mobile POS, Business Intelligence, Customer Experience Management and more. By partnering with STORIS, you tap
into the intelligence of over 425 retailers in a dedicated industry. In fact, more Top 100 furniture retailers choose STORIS than any other software
provider.

STORIS has been in business under the same ownership for 30 years. We are committed to our product offering, continuously setting the industry
standard for annual Research & Development and delivering new releases every 6 months. When you partner with STORIS, the software is only
the beginning. From training and consulting to ongoing technical support, STORIS’ professional services are always there to help your business
succeed. Additionally, we place an emphasis on a positive employee culture, which helps us retain the top talent.

For more information, please visit www.STORIS.com or follow us on LinkedIn, Facebook, Twitter, and our YouTube channel.




