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EXECUTIVE SUMMARY
\Y4

With the continued rapid convergence of traditional with e- ce, the ption of digital and mobile

technologies to improve retail services and optimize the customer experience is directly franslating into improved loyalty,

increased share of wallet and greater profitability. Today's customer desires cor i and exp a

experience across all channels. This is forcing retailers to re-think and re-calibrate their operations across many

dimensions, melding the digital with the physi i p its to digital tech gies will enable i to

more effectively respond to this new normal, driving decision making in unprecedented ways.

In-store digitization is moving beyond the experimentation phase as retail executives and IT teams prove the value
of the digital store. Successful retailers are ining mPOS and cli ing to create a rich in-store expenence that

touches multiple parts of the customer life cycle to create a more pelling and diffs iatil P

Moreover, digitizing the entire supply chain will unlock new oppeortunities like making stock availability more fransparent
to customers and enabling more flexible multichannel integration and fulfillment.

However, these invesiments are placing increasing strain on already resource limited retail IT and operations depariments.

In this paper we will explore several digital ion i PP ies, the benefit: lized by il and

the technology investment and support best p

required to imize ROIL.

Brick and Mortar Retail is Dead, Long Live Brick and Mortar Retail: The Digital
In-Store Experience and the Modern Retail Associate

Traditional brick and mortar retailers have a massive trump card in their physical locations — one that can be a substantial
competitive advantage if retailers can deliver the desired retail experience. However, with foot traffic in US retail stores
dropping by over 9% annually over the past several years the challenge for retailers iz in creating meaningful in-store
retail experiences that to higher ion rates, no matter the channel. In fact, depending on the
product category, most consumers still prefer a direct or physical interaction with a product. Even for product categories

— such as

. P and applications — that are typically researched online, many customers prefer to
purchasze these items in physical retail stores. The challenge for retailers today — amidst slowing traffic — is to create

a store environment that facilitates il 1. il are experimenting today with strategies like format

conversion and creating more engaging “shopping experiences”. However, what still fi drives a shopper's

behavior and retailer selection is predictably tied to price, product in-stock availability and services like return policies.

What is also clear is that these factors cannot be viewed in isolation and are often intricately connected. With the changes

to the “role” of the retail store and ch ing customer expectati there is a growing premium being placed on today's
retail iates. ding to one of the leading contributions fo a more engaging in-store experience begins
with i ing with sales iates with p ive product k and the ability to access accurate inventory
information in real time. Equipping retail iates with d mobile soluti ts a critical i tment for

retailers driving innovation around in-store experiences. With innovative brands like Apple sefting the bar on customer

service and retail in-store er it, the focus capabilities like personalized services, post-sale
engagement and in-depth product knowledge is directly confributing to customer satisfaction and sales.

These trends are confirned by research conducted by VDC Research among retail technology investment decision
makers. When asked about the leading factors driving investment in mobile retail solutions, the highest rated criteria
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di tments that i
a substantial shift over previous years when retailers’ mobility investment was much more centered on retail operations

P d the i perit and drove i d sales and loyalty. This represents

and terial t. R h has vali that value i il with P d iates,
especially those equipped with the tools to provide i tory i ion and icati to more
identify customer preferences.

Exhibit 1: What are the leading factors dniving your organization’s investments in mobile retail solutions?

Increasing sales [——— 59%
Enhancing customer retail experience I 50%
Improving customer loyalty I 42%
Enhancing customer service quality [ 40%
Competitive response to e-commerce [N 34%
Competitive differentiation [N 34%
Reducing out of stocks [ 34%
Improving supply chain efficiencies [N 32%
Improving workforce collaboration [ 23%
Improving mobile workforce productivity [N 23%
Reducing shelf spoilage [N 22%
Achieving cost-effective regulatory compliance RN 16% B
0% 10% 20% 30% 40% 50% 60% 70%

From a customer's perspective this also means creating a seamless retail experience across all available retail channels.
Transitioning from and across digital — mobile, desktop, in-store digital display — and physical channels represents a

g g req and diffs pportunity for those that can ish it. Beyond bridging the physical and

digital di ing, visibility is ulti what delivers the greatest value and most differentiates leaders from laggards.

This means seamless access to accurate product i icn across any ch ], the ability to track orders and the
pporiunity for a ted experience.

To remain in the e ce era, i are using mobile computers and wireless connectivity to give

customers the best of both worlds: mamrying the i of online sh ing with the exp of touchi

feeling, and using or trying on merchandise in a store, with a knowledgeable salesperson on hand to help. Mobility

are ted to i store and are they will return on i
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Omni-Channel Overload: Leveraging Mobile Investments to Address Inventory

Accuracy Issues and Flexible Fulfillment Requirements
Retail tives' gies are clear: growth ins a core ic pillar, with both digital and multichannel

t seen as key ts driving that growth. More specifically, retail execs see multichannel as a key market
growth opportunity. In the short term, retail decision makers see serving the digital agenda by keeping up with changlng

o d d on new touchpoints as being a priority. Beyond that, il are p y fi d on integ) g
the various channels through which they interact with customers. To support these strategic plans, retail technology
investment priorities outside of the store focus on logisti Itich 1 i ion, and the supply chain with modemn
mobile i a quil across all of these initiatives.

One of the recent initiatives by retailers to provide greater purchasing flexibility is through BOPIS (Buy Online/Pickup
in Store) or Click and Collect icati These ii i i bridge the digital and physical environments and
address one of the key friction points in e - delivery. A ding to research conducted by VDC Research
among mid-sized to large retailers, almost one in two is currently offering BOPIS services with another 31% planning to

roll out these capabilities. One way to satisfy consumers is by offering in-store pickup fulfillment. A win-win strategy for

all involved, in-store pickup helps shoppers get their products guickly and on their schedule, while eliminati hi
expenses and driving in-store sales for retailers. But this increasingly popular fulfilment method requi isti d

bety retail technology and store iates, making it ing to impl t and maintai
Ci q y, the impl ion of these soluti are mixed with some very successful while others fall well short of
expectations.

Exhibit 2: Does your organization currently offer or plan fo support
CLICK AND COLLECT/BUY ONLINE PICKUP IN STORE (BOPIS) services?

BYes, currently
offer

mYes, plan to
offer

m Mo

S S———

Key issues such as underestimating the cost of BOPIS/click and collect (including the addition of service fees to certain
tra tion sizes), ly g the better of returns p
all areas retailers are looking to address. An additional key focal point for BOPIS modemization is around customer

are

communication and better leveraging mobile ch Iz top tively with i pecially when facing
pickup delays. & ful BOPIS impl: il are filling orders in less time than itted to ful
impl il are missi i ind ially and also not effectively icating with
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about order status. A critical misstep by many retailers is failing to better il icati through
automated systems (such as texts or emails) altering shoppers about the amival of their items or offering vouchers to

incentivize prompt collection during off peak hours.

Exhibit 3: What are the top 3 challenges to implementing
CLICK AND COLLECT/BUY ONLINE PICKUP IN STORE (BOPIS) services?

Delivering ! i across
multiple channels

Communicating with customers if items are no longer

available
Raising awareness of CLICK AND COLLECT/BOPIS
services
Ensuring store sy y portray
inventory

Training staff to support picking and packing of on-
line orders

Managing retums

Delivering a unigue pickup experience for CLICK
AND COLLECT/BOPIS customers

Managing incremental fulfillment costs
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Security: The Next Competitive Differentiator

It's well established that businesses need to protect themselves from different sources and different types of threats. But
it's not just the portability and connectivity of smartphones and tablets that are exacerbating risks. While mobile devices
have for all intents and purposes blown up the notion of a corporate network perimeter, threats now extend much further
than devices: vulnerabiliies, such as malware, direct attacks, data i ption, itation, and social i ing, are

evolving and remain a threat on endpeints in our hands, at our desks, on our networks, and in our service providers
datacenters.

In addition to managing these attack vectors and ensuring that data is being propery encrypted, another critical

component of any robust and P Y q clear g ing all mobile assets. These

security support services ensure that organizations can quickly locate devices at all times, effectively manage these
devices remotely — and quickly intervene when necessary — monitor data on these mobile endpoints and how they are
being used. In a recent poll by VDCR h retail technology i tment decision makers identified security
capabilities as the leading criteria when ing retail sclution provi - In addition to core security skillsets, solution
providers are selected based on a variety of technical service and support capabilities that address mobile platfiorm

support, lifecycle support, with a critical emphasis on cost of deployment and minimizing overall cost of ownership.

Exhibit 4: When evaluating mobile retail solution providers,
what are the three most important selection criteria?
Security Capabiiiies I s3%
Technical services / support [ 26%
Cost of ownership [ 37%
Cost of deployment [N 4%
Mobile payment capabilites [N 21%
Mobile platform support options [ 21%
Analytics and reporting [N 18%
Industry experience [N 16%
Solution scalability [N 14%
Lifecycle support [ 12%
Cloud deployment options [N 12%
Preferred vendor/ brand [N 12%
Regulatory compliance (PCI, HiPPA, etc.) [N 5%
Global footprint [ 4%
0% 10% 20% 30% 40% 50% 60%

As mobile i tments b ever more

trategic to retail operations, requil to support these solutions are
predictably changing. Among retail decision makers, the mobility issues of greatest concem to them range from ensuring

that mobile solution uptime is optimize to minimize any disruption to operations, delivering intuitive and user friendliness

of mobile solutions and making sure that mobile support costs are minimi: are il ingly locking toward
third party solution providers to deliver those mobile asset management and lifecycle support requirements.
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This is precisely why the concept of in-depth tes and is widely ticed. While there are great tools to

secure your networks, lock down devices, and even individual

more ad d security soluti will be
required — parficularly once your organization becomes more reliant and sophisticated in the way it leverages mobility,
modem operating systems (0Ss), new applications, and new “things” that are being instrumented and connected with

ic tags and . Finally, next. ion mobile security solutions have to ensure that the user experience
is constant whatever the device. Mobile security applications and services should be easy to use and not put too much
burden on the end user.

From a retailer's perspective security breaches also camry a very public face, directly impacting the organization's
reputation and include significant remediation costs to the business. For example, the Target breach — which included
the P ise of 100M records — at least in part contributed to a 46% Yo' sales drop in the quarter following
the incident. While many of the organizations experiencing the most significant breaches over the last several years

have been able to rebound, and most accept that creating an impenetrable shield is not realistic, retailers are clearly
looking for solution provi that best add their rity requi and can efficiently respond when a breach
does occur. This was supported by research conducted by VDC Research which identified "security capabilities” as by

far the leading mobile retail solution provider selection criteria.

With the ing risk of rity b hes, impl ion of security best practices will represent a competitive
differentiator for retailers moving forward. This means not only i ing a layered

PP h to security from the
ground up. In addition — and perhaps even more important — is ensuring that if (or when) a breach occurs, the response
is proactive and well managed. Key mobile security best practices for retailers to follow include:

> High-volume registration: The ability to configure and register a high volume of users and devices at the
same time through an easy-to-use and -configure interface is important, especially when locking at the
rapid scale at which organizations are registering mobile and other networked devices.

> Appli The ge number of licati per user is scaling just as rapidly as the
number of devices. Moreover, the apps are growing in complexity and size. Provisicning and managing
these is taxing network traffic and has the potential to stall the it

08 management and support: The fluid nature of the mobile OS5 landscape requires a management

W

platform that provides rapid support for all device types, including other end points beyond mobile devices

such as wireless peripherals. The nature of an ir ing P bled' OS5 change represents an

additional wrinkle and support requirement.

W

Infrastructure support: Direct and real-time integration with LDAP — that saves ongoing administrative
time and cost — is critical. In addition, dedicated, VPN-like mobile application tunnels that secure app traffic
end-to-end is essential.

> Secure content management: Secure content distribution and mobile data leakage prevention (DLP) are
increasing requil ts, especiall idering the i ing volume of more sensitive information and
files being d and p d on mobile di

> Layered approach to mobile security soluti Mobile er it intred threats to enterprise
IT that cannot be offset, mitigated, or prevented by a single technology solution. Combating those threats
requires a layered approach to security to ensure the protection of corporate data.

v

Mobile solution lifecycle support services: With limited IT rescurces support many retailers’ digital
initiatives, third party mobile managed service providers are filling a growing void in the market. From
deployment services to mobile asset management and fracking, soft and application it and

and des, these solution provi offer comprehensive mobile lifecycle support solutions.
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Mobile Service Modernization: Designing for the Retail Business of Today and

Tomorrow

ClOs and IT depariments have never been under immense pressure to do more with less. With the vast majority of a
typical retail organization’s transactions running on legacy applications, the spotlight increasingly is focused on how
well the application portfolio can drive business results and support innovation while keeping costs under control. At the
same time retailers are facing extensive disruption to traditional retail business models and the pressure to find new and
maobile soluti for

engagement to modemizing legacy supply chain mobility solutions to meet today’s omni-channel operations, for many

innovative ways to reach and engage with 5. From i ting in next

retailers keeping up with these demands presents a signil resource

According to VDC's research, retailers are clearly committed to their mobility and digital transformation initiatives with
nine in ten organizations stating that mobility solutions were more critical this year than the previous. However, a
large share of retailers are frustrated with the pace of mobile devel it and digital tr: ion initiati within
their izat When p d, retailer decision makers point out that "Lack of resources to fully support mobility
initiatives” is the third highest rated barrier behind “Data and file security” and “Interoperability with legacy systems™.

Retail technology decision makers are actively locking to reduce mobility deploy t costs and
with these solutions, opening the door for third party solution providers to fill that void."

Exhibit 5: What are the primary drivers behind your organization’s decision to invest in
third party enterprise mobility professional services?

Reduce mobility deployment time/costs

g

Reduce complexity IT%
‘Outsource non-core IT functions
Minimize systems downtime
Lack of internal mobility security expertise _
Glohds!.lpm‘tm)abili‘l_iﬁ of third party service _ 309
providers
e

Address the increasing impact that digital
technologies are having on our business

Inability for intemal IT to keep up with the pace of
change in the mobility market

proerscoe | >+

e N Pt

0% 10% 20% 30% 40% 50%

As retailers come to grips with these market realities, they are increasingly looking for qualified IT solution and service
partners to bridge their capabilities gaps. Managed mobility services are increasingly atiractive for the opportunity to

reduce downtime while cutting maint: and t costs. For locking or izati are turning this into
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a competitive advantage by leveraging advances in mobile t

to drive

more infimate and engaging customer interactions.

Device-cenfric services, such as maintenance and breakffix, are core to the enterprise mobility professional services
opportunity; however, as mobile deployments expand, we il
oriented value propositions. We see a marked shift toward more strategic mobile

it it As d

d for more

to see

begin to see traction for vertically

Mobile Support Service

On-Boarding & Configuration

Monitoring & Analytics

Lifecycle Support Services
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Exhibit 6: Retail Mobility Support Requirements

ot

Provision devices, apps and policies

Secure devices, apps, network and data

Menitor, manage and reduce telecom
expenses

Address full [ifecycle senvices for mobile
apps

Platform to extend corporate content

securely for mobile employees, contract
workers and partners

Menitor and report on device, service and
compliance

o EET

upgrade or EOL

methodology
Demonstrated execution

24/7 capabilities

Self-service options

Multi-national footprint

Customer dashboards and portals
Opportunities to self-service enroll

Securing data at rest and in transit
APl ion to better age devi
Ease of use/unobirusive design
Compliance and governance
Motbile device location tracking

Remote feature management
Sync restrictions

International travelroaming policy
management

User self-senvice

Application lifecycle services

distribution and tracking

File sync and share

Reduce physical content creation costs
Provide locker to i
content




Based on VDC's research, key i i when ing and ing next tion mobility service providers
include:

> Rapid deployment services: The ability to fast-track projects while helping customers understand the ROl
potential of their investments.
> Mobile application lifecycle services capabilities: The ability to both develop and manage mobile
will be i ingly desired going forward.
> Retail sector and sub-sector expertise to cater to the variable requirements that are unique to your business.

> Provide service and support capabilities for all connected end-points, not just mobile devices.

Instr ing legacy sy is b ing a key priority, as izat are beginning to italize on the
idea of connected devices and their associated business benefits.

> Ady d itoring and lytics capabilities: The ability to leverage cloud service and deliver real-

time remote monitoring capabilities will be a key area for competitive differentiation moving forward.
> Global service footprint: A critical element to being able to cater to multi-national requirements.

The stakes have never been higher for retailers. With the ever increasing impact of digital channels on consumer

behavi are ingl d to imize the XpErH to better and intail
mindshare. Technology will play a vital role supporting retail strategies. H . it is equally important to not let
technology dictate that strategy. The it of the journey th h various ch ) ins the critical
hall for i heading into 2017 to ensure i of and experi . Hi . It is equally
important to realized that almost 90% of retail transaction continue to occur in physical retail facilities, and leveraging
these as a competitive advantage is essential. From digital in-store experi to omni-ch | imizati retail
decision makers are facing significant i t options. ing these without compromising security and cost of

ownership and support will represent a critical balancing act for many organizations.
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