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absence of a flexible, commercially available
business management platform, and in a
much less dynamic business environment,
many retailers have assembled commercial
off-the-shelf applications and developed homegrown solutions that are too brittle to deal
with the demands of today’s dynamic retailer,”
says Masson. “Many retailers’ architectures
lack integration, adding too much latency and
too little insight to keep up with changes in
consumer demand and market opportunities.”
“Typically, retailers have different systems to
manage different elements of the business from
different suppliers,” says Dorset. “This makes
them very difficult and expensive to adapt
and integrate. To deliver a true multi-channel

experience for customers it’s important
to integrate these disparate systems, but it
becomes extremely expensive to develop the
middleware required.”
“The proliferation of new mobile devices
and selling channels has tested even the
most advanced retail supply chains,” says
Doug Daniels, vice-president of business
development at JustEnough Software. “It’s
difficult for planners to create assortments
and allocate products to the right location to
meet the growing needs of their customers,
regardless of the channel they’re shopping.
And, since more products are taking on
‘fashion’ characteristics, retail supply chains
must increase speed and agility to keep pace.”
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Connecting with the mobile shopper
Mobility will play a key role in optimising the emerging supply chain model, says Enzo
Capobianco at Honeywell
“In-store staff need to be empowered
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product information in their processes.
With the relevant information in their
hands, staff can engage and connect with
the mobile shopper, offering assisted sales
services, trustworthy information and
support, and a better shopping experience,
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A dynamic approach
Capobianco says that customer insight
and product information are critical to an
emerging, two-dimensional retail strategy
that uses new technologies to bring the
information together. “To meet their
customers’ expectations, leading retailers are
investing in new technologies and tools to
capture and analyse customer behaviour and
align their offering with customer demands
– especially in stores, where customers still
make most of their shopping decisions.”
In order to achieve that insight, Daniels
says that today’s retailers need modern
solutions that offer advanced planning and
trade-off/scenario-building capabilities so

