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90%
BRICK-AND-MORTAR 

PREMISES ACCOUNT FOR
OF U.S. RETAIL

HOW ENHANCING LEGACY POS IN STORES 
CAN DELIVER ON CONSUMER EXPECTATIONS 
New Omnico research explores the views, frustrations and expectations of US 
shoppers and the technology solutions required to improve the experience

Americans love shopping. And they 
love shopping in store. Despite 
the unstoppable growth of online 
commerce, brick-and-mortar premises 
account for 90% of US retail sales. Of 
the expected $5.529 trillion revenues in 
2019, e-commerce will account for only 
$605.3 billion.

But if the brick-and-mortar store is 
to flourish and evolve it’s important 
consumers don’t feel they’re missing 
out on the ease, convenience and 
choice of online when they enter the 
doors. It means retailers need to offer 
a seamless conjunction of online and 
physical shopping so that consumers 
always feel they are having an optimum 
experience. 

Technology is central to all this. The 
consumer has the power and the 
retailer that gets it right will emerge 
as a winner. Consultants Deloitte, in 
their Retail Outlook for 2019, say US 
retailers may need to make bold 
moves to set themselves up for 
success during a period of transition. 

This is where point-of-sale (POS) 
systems are critical. Even long-serving 
POS such as IBM/Toshiba 4690 is fast 
being upgraded to a cloud-based, 
smart engagement platform that 
increases sales. 

Upgrading POS is a necessity; yet 
investment must be well-directed 
and that can mean acquiring 
new digital technologies built to 
integrate with a legacy system. 
Before they invest, retailers need to 
know what works and meets the 
demands of today’s consumers. What 
are the ramifications of the profound 
shifts in consumer habits? 

To find out, Omnico questioned 2,008 
US consumers over the age of 16 
across the USA on their shopping 
habits and expectations.  
Here are the results:

INTRODUCTION

https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf
https://www.emarketer.com/content/the-future-of-retail-in-2019
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/us-cb-retail-outlook-transition-ahead-2019.pdf
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This research found that almost all US consumers (92%) admit to experiencing 
frustration when shopping in-store. But given there are so many potential sources of 
frustration, it is worth exploring which are the most significant.

First on the list among respondents 
in our research is waiting in line to 
pay, circled as the top irritation by 
52% of consumers. Men find it more 
maddening than women. Given a 
list of common shopping bugbears, 
57% of men identified waiting in line 
as their chief gripe, compared with 

47% of women.  One alternative study 
found 70% of retailers believe that a 
wait of five minutes is the maximum 
consumers will tolerate before they 
leave, depriving the store of their 
spending. Another study last year 
calculated $38 billion is lost from long 
checkout lines.

EVERYONE KNOWS LINES ARE BAD NEWS IN ANY CONTEXT.

01 DOES EVERYBODY GET FRUSTRATED WHEN THEY’RE SHOPPING?

LINES

PERCENTAGES OF 
RESPONDENTS IN THE 
FOLLOWING STATES 
WHO RATE WAITING IN 
LINE TO PAY THE MOST 
FRUSTRATING EXPERIENCE: 

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

ILLINOIS

MAINE

MINNESOTA

MISSISSIPPI WASHINGTON

67%

51%

58%

56%

57%

45%

48%

OHIO

TEXAS

UTAH

VIRGINIA

52%

46%

44%

50%

61% 37%

MONTANA

NEBRASKA

NEW YORK

36%

50%

57%

https://footwearnews.com/2018/business/retail/long-checkout-lines-retailers-revenue-loss-1202554602/
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Lines test patience but are closely followed by the frustration of not being able to 
find what you want. Nearly half of respondents said this is what they hate most 
about shopping in-store (49%).  

NOT FINDING WHAT YOU WANT

PERCENTAGES OF RESPONDENTS IN THE FOLLOWING 
STATES WHO RATE NOT FINDING WHAT THEY WANT THE 
MOST FRUSTRATING EXPERIENCE: 

49%
of US consumers are 

frustrated by not being 
able to find what they 

want in-store.

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

ILLINOIS

MAINE

MINNESOTA

MISSISSIPPI WASHINGTON

100%

51%

46%

48%

46%

51%

50%

OHIO

TEXAS

UTAH

VIRGINIA

49%

51%

53%

51%

45% 48%

MONTANA

NEBRASKA

NEW YORK

36%

50%

47%
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PERCENTAGES OF 
RESPONDENTS IN THE 
FOLLOWING STATES FOR 
WHOM THE BIGGEST  
IN-STORE FRUSTRATION IS 
NOT BEING ABLE TO FIND A 
SALES ASSISTANT:  

More than a quarter of consumers (28%) start to feel their patience evaporating if they cannot find a sales assistant. The 
same percentage are annoyed too, if they can’t find what they like in the right style, size or color. Making sure consumers 
get the help they need at the right time can mean the difference in saving that sale.

NO ASSISTANCE, WRONG SIZE

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

ILLINOIS

MAINE

MINNESOTA

33%

29%

34%

27%

31%

18%

24%

MISSISSIPPI 35%

WASHINGTON

OHIO

TEXAS

UTAH

VIRGINIA

28%

26%

25%

26%

32%

MONTANA

NEBRASKA

NEW YORK

36%

19%

26%
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PERCENTAGES OF RESPONDENTS IN THE FOLLOWING STATES WHO DISLIKE NOT BEING ABLE 
TO FIND THE RIGHT SIZE OR COLOR: 

CALIFORNIA

DELAWARE

ILLINOIS

MAINE

51%

46%

46%

51%

MINNESOTA 50%

UTAH

VIRGINIA

WASHINGTON

53%

51%

48%

MISSISSIPPI 45%

NEBRASKA

NEW YORK

50%

47%

MONTANA 36%GEORGIA 48%

TEXAS 49%
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Nearly three quarters of consumers (74%) believe technology will make shopping easier and remove sources of 
annoyance. In everyday life, increasing numbers of consumers know that automation, voice-activation, mobile devices and 
mass data-crunching make their lives immeasurably easier whether ordering a pizza, accessing their bank account or using 
social media and navigation apps.

The question is, what kind of technology? There are multiple options  
which this research examined. 

THE BELIEF THAT TECHNOLOGY WILL IMPROVE HOW 
CONSUMERS SHOP IS SUPPORTED BY THE ANNUAL GLOBAL 
SHOPPER STUDY FROM ZEBRA TECHNOLOGIES. THIS FOUND 83 
PERCENT OF RETAIL DECISION MAKERS AND 74 PERCENT OF 
STORE ASSOCIATES BELIEVE SHOPPERS CAN HAVE A BETTER 
EXPERIENCE WHEN SALES ASSOCIATES ARE EQUIPPED WITH 
TECHNOLOGY SOLUTIONS.

02 WHICH TECHNOLOGY SOLUTIONS DO 
CONSUMERS WANT TO MAKE STORE  
VISITS EASIER? 

https://www.retailcustomerexperience.com/articles/retail-kiosk-outlook-2019-expected-to-surpass-2018/
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Kiosks, once an afterthought in retailers’ digital 
strategies, have become engines of the frictionless 
customer journey. Through integration with customer 
engagement platforms and upgraded 4690 POS, they offer 
shoppers speed, flexibility and choice, without any of the 
old clunky disadvantages or restrictions.

The research found kiosks to be highly popular with 
consumers. More than eight-in-ten (92%) respondents are 
ready to use kiosks for in-store payments, with 75% either 
already using such devices, or ready to do so within the 
next 12 months. 

More than half (52%) agree that paying at a self-service 
kiosk will improve their entire in-store experience. This is 
especially popular among the 16-24 age group (64%).  

Shoppers can see how kiosks will help them beat lines, 
but also give them time to browse and compare styles, see 
the availability of different products and compare prices.  
This enhanced level of integration is why the 2019 Kiosk 
Market Census Report shows record growth (18%) for the 
interactive kiosk industry in the last year. 

A well laid-out kiosk menu will include promotions, as well 
as up-selling and cross-selling options, which are up to 50 
percent more effective on kiosks, if displayed correctly. All 
items and deals available at a store’s main counter must 
also be on the kiosk to avoid customers regarding it as a 
poor substitute to either going online or using the normal 
checkout.

KIOSKS

KIOSKS CAN INCREASE THE 
AVERAGE TRANSACTION 
VALUE BY 29% ACCORDING 
TO AN OMNICO CUSTOMER

https://www.kioskmarketplace.com/articles/2019-kiosk-market-census-report-reports-record-growth-in-2018/
https://www.kioskmarketplace.com/articles/2019-kiosk-market-census-report-reports-record-growth-in-2018/
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PERCENTAGES OF RESPONDENTS IN THE FOLLOWING STATES 
WHO ARE READY TO USE IN-STORE KIOSKS FOR PAYMENTS:

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

HAWAII

ILLINOIS

MAINE

MINNESOTA

67%

95%

96%

94%

80%

87%

88%

87%

WASHINGTON

OHIO

TEXAS

UTAH

VIRGINIA

92%

90%

96%

94%

89%

MISSISSIPPI

NEBRASKA

NEW YORK

94%

90%

93%
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Scanning goods and paying for them with a cell phone or 
tablet app is also a very popular use of technology. The 
overwhelming majority (86%) in our research say they are 
prepared to adopt the technology at some point, while 
52% are either already employing it or will do so within the 
next year.

The use of apps is one of the chief ways in which 
shopping habits have changed since POS systems 
such as 4690 were originally installed. According to the 
Economist Intelligence Unit, for example, 81% of millennials 
use mobile devices as their main purchasing channels.
Since 85% of respondents in this research are familiar with 

and use apps, perhaps it is not surprising that an average 
of 37% across all age-groups believe Scan-and-pay apps 
would make life easier in a store. Among the 25-34-year-
olds the figure rises to 48%. Millennials who conduct 
almost their entire lives via cell phone are eager for 
stores to exploit the full range of payment options. 

Amazon Go is the most high-profile example of how 
cell phone use can reshape US retail. This cashier-less 
convenience store concept has proved successful for the 
retail giant. By 2021, the number may have expanded to 
3,000. Similar capabilities are being trailed or rolled out by 
Walmart, Macy’s and Target. 

APPS – SCANNING AND PAYING

86%
of US consumers will 
adopt Scan-and-pay 

mobile apps.

https://eiuperspectives.economist.com/sites/default/files/HowMobileIsTransformingRetail.pdf
https://www.cnbc.com/2018/09/19/amazon-is-reportedly-planning-up-to-3000-cashierless-stores-by-2021.html
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The growing use of cell 
phones as payment 
devices is a behavioral 
shift many retailers 
have been too slow to 
address—and now they 
have no option but to 
catch up. Last year,  
mobile in-person payments 
hit $23.47 billion (US), up 
from just $3.73 billion (US) 
in 2014. 

PERCENTAGES OF RESPONDENTS IN THE FOLLOWING STATES WHO SAY SCAN-AND-PAY 
WOULD MAKE LIFE EASIER IN-STORE:

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

HAWAII

ILLINOIS

MAINE

MINNESOTA

33%

39%

36%

41%

20%

36%

37%

39%

MISSISSIPPI 51%

WASHINGTON

OHIO

TEXAS

UTAH

VIRGINIA

33%

41%

40%

36%

27%

MONTANA

NEW YORK

9%

39%

NEBRASKA 26%

https://www.statista.com/statistics/312492/mobile-payments-in-the-united-states-by-segment/
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This research found that among respondents, a majority across all age groups 
(55%) already use a personal banking app and 51% a video or music streaming 
app. 

• Grocery store apps are used by 44% but are more popular with women (52%) 
 than men (37%).

• 43% of respondents already use online retail apps and the same percentage 
 use loyalty apps for various brands. 42% use apps for fast food restaurants or 
 coffee shops. 

In other words, it’s time for physical retailers to catch up. But they need to 
ensure their apps have the right level of functionality. 

More than half of all respondents (58%) say existing apps need improvements. 
For example, in excess of a quarter (27%) believe grocery store apps can be 
improved and 22% want better loyalty apps.

There are lessons to be learned from the reliable simplicity of the apps 
respondents most admire. Only 7% believe streaming apps for video or music 
need improvements and just 4% view ride-hailing apps as inadequate.

APP ADOPTION BY CONSUMERS AND WHAT IT TELLS US

frustrations

13Omnico - US Retail Barometer   |
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PERCENTAGES OF RESPONDENTS IN THE FOLLOWING STATES WHO BELIEVE PAYING A SALES 
ASSISTANT ARMED WITH AN iPAD OR TABLET WOULD MAKE LIFE EASIER IN-STORE:

CALIFORNIA 27%

DELAWARE 20%

GEORGIA 23%

HAWAII 20%

ILLINOIS 18%

MAINE 8%

TEXAS 20%

UTAH 30%

VIRGINIA 20%

WASHINGTON 14%

OHIO 14%

NEW YORK 20%

MINNESOTA 13%

MISSISSIPPI 16%

MONTANA 18%

NEBRASKA 14%

TABLET OR iPAD PAYMENTS
Paying a sales assistant armed with a tablet or iPad is also 
a technology option that finds favor with respondents. A 
fifth (20%) say it would iron out difficulties and make life 
simpler in-store.  App and self-service payments are more 
popular, and some consumers may already pay via an iPad. 
But paying an assistant using a tablet suits customers who 
otherwise have to drag bulky goods or large items to the 
checkout. Why else would Walmart use similar technology 

in its Lawn & Garden Centers? It makes life much easier for 
customers struggling with fertilizer sacks, turf and planters. 

Through the smart upgrading of POS such as 4690, 
payment with tablets or iPads is straightforward, with 
wireless PEDs, in-app purchasing or contactless and 
smartphone e-Wallets supported as standard. 

14 |   Omnico - US Retail Barometer

https://techcrunch.com/2018/11/15/walmart-and-target-embrace-in-store-mobile-checkout-for-the-holidays/


15Omnico - US Retail Barometer   |

Upgrading 4690 to integrate Scan-and-pay technology gives retailers access to 
Amazon Go-type ease-of-use and convenience but without the vast cost. 

Scan-and-pay apps drive loyalty and increase opportunities for revenue-
boosting personalization, through advances in customer engagement software 
connected flawlessly with existing 4690 POS systems. Electronic e-receipts are 
available to the customer in near-real time within the app, as are loyalty points 
and rewards. Using advanced, centralized customer engagement platforms, data 
from legacy POS systems can be focused to transform the revenue-generating 
potential of apps without major IT upheaval. 

Mobile POS solutions of this type are effective because upgrading allows the 
devices to speak to a single transaction and engagement engine, making it 
much easier to sell and transact with customers anywhere in the store. They 
boost engagement and revenue per basket because of the ease for consumers. 
And of course, they personalize the shopping experience through access to the 
customer’s purchasing history and preferences. Linked to stock systems that 
accurately cover a retailer’s entire estate in near-real time, this gives consumers 
access to the endless aisle where the right size or color are always available and 
ready for delivery or collection.

Sent by email, e-receipts save time and provide additional opportunities to 
engage with shoppers. This can include recommendations, loyalty points, new 
product information and offers, along with targeted promotions and customer 
specific coupons. Dispatch can be activated manually or be automated by 
default, working on both fixed POS and MPOS.

HOW TO CREATE THIS ENHANCED CUSTOMER ENGAGEMENT 

MOBILE POS MAKES 
IT EASIER TO SELL 
AND TRANSACT 
WITH CUSTOMERS 
ANYWHERE IN THE 
STORE.
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03

The growth of in-store catering and special 
events, the rise of mixed retail spaces (such 
as weMRKT and Neighborhood Goods) and 
the cross-over between retail and leisure in big 
shopping complexes—all give retailers strong 
incentives to integrate food and beverage into 
their POS and engagement engines. It’s what 
consumers increasingly expect. Amazon Go, for 
example, includes food-to-go and meal kits in 
its offering. 

Whatever the location or retail context, 
customers do not want to switch between 
clunky systems when combining shopping with 
eating and drinking. Nor do they want to wait.

The research points to the solutions that 
solve these problems. 51% of respondents 
are between somewhat and very likely to use 
either a cell phone app or a self-service kiosk 
to order ahead for food and drink. Omnico 
research has found that order values can 
be as much as 40 percent higher with order 
ahead capabilities, compared with standard 
ordering. The experience of an Omnico 
customer, a multinational services company, in 
deploying kiosks found an increase in average 
transaction values for food orders by 29%.

ORDERING AHEAD FOR FOOD 
AND DRINKS IN-STORE

https://www.wework.com/en-GB/promos/we-mrkt
https://neighborhoodgoods.com/about
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Loyalty cards, bonus points and 
coupons are definite revenue-
generators. 

92% of respondents in our research 
use loyalty programs in one form or 
another. That makes such schemes 
indispensable weapons in the retailer’s 
armory. Women are more frequent 
users than men – 43% of women 
always use a loyalty scheme or 
coupon when shopping, compared 
with 31% of men.

Through seamless integration of 
smart engagement technology, 
legacy POS such as 4690 will 
support hugely effective loyalty 
schemes, including bonus points 
and coupons. A single view of 
customers across all channels, 
gives offers far more impact, making 
notifications highly personalized and 
relevant. 

In the research, nearly seven-in-ten 
respondents (69%) said they are more 
likely to use a loyalty scheme if it is 
integrated in a phone app that enables 
them to pay for goods, accumulate 
points and spend them. If retailers 
fully integrate their loyalty schemes, 
using the channels that are most 
effective for each customer, they 
will reap big rewards. 

04 LOYALTY PROGRAMS
PERCENTAGES IN THE FOLLOWING STATES WHO ARE MORE 
LIKELY TO USE A LOYALTY SCHEME INTEGRATED INTO A 
PHONE APP:

ALASKA

CALIFORNIA

DELAWARE

GEORGIA

HAWAII

ILLINOIS

MAINE

66%

73%

73%

73%

80%

67%

58%

MINNESOTA 65%

VIRGINIA

WASHINGTON

NEW YORK

OHIO

TEXAS

71%

59%

72%

70%

54%

NEBRASKA

MISSISSIPPI 74%

66%

MONTANA 73%

UTAH 72%
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When customers seek a refund in a store the process often eats up far too 
much time. Not only is there the disappointment of a purchase that did not meet 
expectations, there is the hassle of waiting. 86% of respondents said they get 
frustrated when waiting to get their money back in a store. Four-in-ten (40%) 
hate waiting at the customer service point and 31% dislike having to wait until 
they reach the checkout. 

There is a better way. Integrating advanced customer engagement software 
makes it easy to centralize refund management regardless of channel. Returns 
in-store become straightforward, even without receipts, reducing the major 
problem of fraud on all counts. A study in conjunction with the National Retail 
Federation estimates return fraud costs US retail $18.4 billion annually, taking 
many forms. Fraud is a very serious topic that retailers must tackle.

With an upgraded 4690 POS system, a returned item is marked and cannot be 
returned again. Card or membership ID numbers reveal non-receipted returns, 
which are tracked with velocity codes.  

There’s another advantage to this. A retailer’s high-value customers can be 
identified through syncing with the CRM system, removing the common 
frustrations. In addition, managers can override thresholds to provide  
an extra level of service when appropriate. 

05 TRANSFORMING REFUNDS

https://nrf.com/blog/naughty-or-nice-3-things-know-about-fraud-during-holiday-season
https://nrf.com/blog/naughty-or-nice-3-things-know-about-fraud-during-holiday-season
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06

This research emphasizes how 
consumers clearly want technology 
to make their lives easier in-store 
and give them the same level of 
personalization and convenience as 
online. 

It indicates strongly how retailers 
with legacy POS systems have 
a great opportunity to achieve 
significant increases in revenue by 
integrating advanced digital and 
mobile technologies. These out-
of-the-box systems will transform 
what may appear to be tired or 
underperforming technology, opening 
up new capabilities, such as in-
app and tablet payments that meet 
the requirements of today’s savvy, 
but impatient consumers. This is 
all available to retailers without the 
necessity for highly disruptive and 
costly infrastructure replacement.

Easily integrated with existing 
infrastructure, customer engagement 
platforms bring all the data together 
in one place, using machine learning 
and real time segmentation as the 
turbo-boosters for far more effective 
promotions, loyalty programs and 
refunds. Upgrading 4690 will centralize 
refund management and returns-
validation across every channel, 
engaging customers with e-receipts 
that are not only more useful to the 
consumer, but far more effective 
marketing tools for retailers. And not 
to be overlooked – they reduce returns 
fraud.

Upgrades now make it simple to 
collate data from a wide range of 
POS systems (e.g. Retalix, NCR-ACS, 
IBMGSA & ACE POS, Casio Solutions, 
etc.). This is a huge advantage where 
retailers have mixed IT estates. 

By adding levels of functionality 
to 4690, which were almost 
inconceivable when the system 
launched in the 1990s, retailers bring 
themselves ever closer to customers, 
providing unrivaled quality of 
experience and greater revenues. 

Speaking to a single transaction 
and engagement engine, upgraded 
4690 POS makes it easy for brands 
to sell and transact with customers 
anywhere in the store and boost 
engagement, revenue per basket 
and visit frequency. This is a critical 
set of capabilities at a time of great 
change in retail, when price and 
product are no longer strong enough 
attractions on their own. 
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