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How retailers can lead in the digital world

Change has always been a way of life in retail. But these days, a new 
kind of change is having an effect. It’s changed customer expectations. 
It’s started to raise questions about the validity of bricks-and-mortar 
retail. And on the way, it’s made us think again about what speed  
and security really mean.

So how can you take the lead and be the disruptor,  
not the disrupted? Find out in your essentials guide.
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Around 97% of retailers admit they’ve felt the 
effects of digital disruption.1 Online retailers such  
as Amazon have taken away customers and market 
share. Even so, it’s easy to put a positive spin  
on things. For business leaders across the globe, 
disruption means the chance to change business 
models and create new and exciting revenue 
streams. However, if they’re to do this and get 
ahead in the industry, retailers need to find  
some way of taking on two key challenges.

of executives say 
technology lies  
at the heart of  
an organisation’s 
ability to lead.2

73%

Survival of 
the fittest 
isn’t enough

1 and 2: Fit for Digital: Co-Creation in the Age of Disruption, November 2016
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1. Keeping up with what customers expect

Customers are no longer ready to settle  
for what’s available. Whatever they’re 
shopping for, they think there’s bound to  
be something better. And they want it now, 
quickly and easily, in store or online.

Try second-guessing them, and you’ll fail. 
Instead, get inside their minds. The reason? 
You can make it worthwhile for customers  
to come back, rewarding them with products, 
services, and deals that you carefully select 
and tailor, or offering them extra value in  
other ways. However, if you’re going to do  
that, you’ll need to find a way to deliver  
quality service across channels and make 
every system work together smoothly  
and securely. The question is – how are you 
going to achieve that?

2. Profitable growth when the pressure’s on

Online retailers seem to have the world at  
their feet. Traditional retailers, on the other 
hand, are likely to bleed customers and lose 
market share, unless they can start to react 
quickly to changes in the market. For many, 
this is proving a troublesome task. 40% of 
respondents to our research said ageing 
technology and infrastructure get in the  
way of responding to disruption.3 So what  
will it take for you to meet this need?

The two key challenges you face

of respondents to 
our research said 
ageing technology 
and infrastructure 
get in the way  
of responding  
to disruption.

40%

In many cases, the answers could lie in cloud. Retailers that move their business into the  
cloud – either as a whole or in part – can find they gain new abilities that improve the business.  
They’re able to move data more easily, create and deliver new services, and manage their IT 
costs more successfully. Above all, their environment stays simple rather than being complicated 
by the introductions of new applications, hardware, and connectivity. Read on to find out how.

3: Fit for Digital: Co-Creation in the Age of Disruption, November 2016
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Business outcomes through data-driven insights

Turn information into understanding what helps 
your business. Spot and act on opportunity.

Speed and convenience that’s scalable and secure

Cut down on time to market and time to checkout  
– and make sure you minimise risk.

Cloud powered retail –  
the start of something special

A non-stop omni-channel experience

Make every customer journey one that inspires 
long-term loyalty.

Once a retailer has moved to the cloud, they’re in a good place  
to compete. But it takes more than that to flourish. It takes  
cloud-based apps and services. These allow them to deliver:

Do this, and you’ll win the race for customers’ hearts, minds, 
and purses. Read on for our advice to transform your business 
with cloud powered retail.
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It’s no secret that customers and the way they shop have 
changed almost beyond recognition. Shopping trips are  
no longer isolated trips out of the house, with occasional 
showrooming of high-priced items. 

Instead, customers expect the whole shopping experience  
to be joined together. This means you need to offer amazing 
service at every point: in-store, online, multiple mobile devices, 
and voice. Above all, that service needs to be personal.  
If customers feel it’s perfect for them, they’ll feel engaged.

There are three tactics you can use to make that happen.

“Customers expect  
the whole shopping 
experience to be 
joined together.”

Essential advice on  
creating a seamless  
omni-channel experience
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Start by making your systems digital. In other 
words, take them to the cloud and link them 
to the services customers see. Don’t move 
your core systems and data all in one go.  
It’s far better to move only what you need to, 
when you have to. For example, how about 
keeping data just where it is?

All you need do is use bespoke application 
programming interfaces (APIs) to connect  
it with new digital services and interfaces,  
and you can give shoppers a taste of the 
experience you can offer. For instance,  
you could help them check stock, deliveries, 
and other information for themselves, 
whenever they want.

Tactic 1

Mobilise and digitalise your services

You need to give customers anytime, 
anywhere access to your services on 
whichever device they choose to use  
at the time. But it doesn’t stop there.

They may want to:

•   Research products online before buying 
them in store.

•   Search and claim the best deals and offers.

•   Find a better way to shop – ordering where 
they want, picking up items from the store  
or elsewhere, or having them delivered.

So, make shopping as easy and personalised  
as you can on all channels.

“Make shopping as easy 
and personalised as 
you can on all channels.”
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Ensure GDPR compliance when connecting 
cloud and legacy worlds

One thing to remember is that this will  
mean bringing a wide range of systems  
and applications together. Make sure that  
you can connect your cloud and legacy 
worlds and merge their data – and don’t 
forget the importance of GDPR compliance.

Tactic 2

Personal engagements 
when you’re miles apart

One of the great things about digital  
channels is this: it can be like talking face  
to face with your customers, even though 
they’re miles away.

You can use this capability to deliver  
almost-instant personalised help and support 
whenever and however customers need it.

Meanwhile, you can use the cloud to  
implement digital solutions that help drive 
sales and provide personalised customer 
support. This includes the likes of digital 
assistants that can suggest products while  
our customers browse a website.

It’s also worth taking a moment to consider 
how you can implement real-time data 
processing and AI-driven market automation 
to engage with customers in an instant.  
Even out-of-the-box analytics and AI  
tools can do remarkable things, they just  
need a cloud-based technology that can 
enable success.
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Tactic 3

The digital store is your focal point

Here are some other thoughts for you:

•   Technology such as digital ID login, 
radiofrequency identification (RFID),  
or IoT heat-mapping can recognise 
customers. So why not distribute  
“in-store only” offers to engage with 
customers via 4G or in-store Wi-Fi?

•   Deliver in-store navigation to customers’ 
devices, so they don’t have to wait around.

•   Make augmented reality (AR) and virtual 
reality (VR) a part of shopping. They’ll show 
customers what products look like before 
they leave your store.

You may already have much of the right tech, 
but it’s best to create your digital store 
roadmap with an expert.

Your physical stores are no longer go-to 
destinations. They’re just one option in  
a unified shopping journey. But, they’re  
an important one. One in four customers  
say how important it is to enjoy the  
overall in-store experience.4 It’s therefore 
your responsibility to make this happen.  
After all, every customer who walks into  
a store and gets what they want right away  
is another customer who goes away happy.

Around 73% of retail staff admit that  
they often use their own devices to access 
information, because they’re faster than  
the store’s own systems.5 So make your  
in-store points cloud-based to deliver  
speed-of-service in store. Enable your  
POS system with access to customer data  
and integrate it within your online channels.

Through this, customers will access the 
service, information, and products they  
want, plus the upsells and cross-sells  
that matter to them, faster. Additionally,  
you will get better insights that you can  
use to delight your customers in the future.

of retail staff admit 
that they often use 
their own devices  
to get information, 
because they’re 
faster than the 
store’s own systems.

73%

4 and 5: Fujitsu: Retail-The-Forgotten-Shop-Floor-Report, 2017
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Essential advice on achieving business 
outcomes through data-driven insights

The cloud enables this data-driven insight. 
Solution partners and vendors become  
easier to manage, and sales and marketing 
functions find out more about customers.

Retailers that use the cloud to collect new 
data and analyse it, or that unlock historical 
data to get a long-term picture of customers, 
have one thing in common. They’re the most 
likely to succeed, thanks to greater customer 
loyalty and an increased volume of purchases. 
Next, you’ll find two of the strategies that 
work best.

Retailers collect a huge amount of data,  
but very few use it to its full potential.  
It means they’re missing an important trick. 
Turning data into smarter insights can be  
the ideal platform for a retailer to grow.  
With those insights, they can create new 
opportunities for products, services, 
markets, and customers.

Store associates, for example, are able to 
identify where and when product and service 
lines will sell best. Sales trends and patterns 
appear at the touch of a button. IT becomes 
more flexible, with data storage switching  
on and off as demand varies. You can 
transform logistics, speed up the supply 
chain, and personalise customer service.

“Turning data into 
smarter insights can 
be the ideal platform 
for a retailer to grow.”
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Proven strategies

Creating new  
opportunities with data

Knowing yourself and your customers  
better through new data

“Use your information  
to identify repeat 
customers and show that 
you appreciate them.”

1 2

Most retailers have stored huge amounts  
of data over the years. But a lot of it’s still 
locked in legacy systems.

If you can use that data, you can create 
insights and improve your retail operations. 
Some of the areas where you could find  
real benefits include:

•   Better cross-sell and upsell: introduce 
customers to new products and services, 
increasing potential basket spend.

•   Easier online and offline transactions:  
this could really help reduce shopping  
cart abandonment.

•   In-store and warehouse stock management:  
if you know what you need in real time, 
you’ll make sure customers always get  
what they want.

•   Smarter pricing: you’ll be able to set  
prices at the right level for the current 
conditions. That will help improve  
revenue growth and customer interest.

Being smarter in the way you handle  
data means you’ll get to know  
yourselves and your customers better.

That in turn means you’ll be able to  
boost your business. It’s best to adopt  
an “inside-out” approach. In other words,  
start by analysing and understanding  
your own processes and operations,  
by collecting and interrogating data  
enabled by the cloud.

Use your information to identify repeat 
customers and show that you appreciate 
them. Reward them for being loyal,  
for example, or make suggestions and  
offer real-time support. This is something  
you could do from the moment they come 
into the store. Or why not use heatmapping, 
product interactions, and in-store flow to 
make their experience truly personalised?

It’s an approach we call Retail Engagement 
Analytics (REA), and we’re using it with  
a number of retailers right now.
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Proven 
strategies

“Know that you’ve imposed the right  
security policies and solutions.”

Getting at this data and securely linking it to cloud-based services isn’t easy.

It can be particularly stressful if your systems are crucial for POS applications. 
So we recommend you look at:

‘Unlocking’ legacy data

The chances are that you’ll 
have a lot of data built up 
over a long period of time. 
Access it through APIs 
connected to the cloud 
platform.

Moving to hybrid, with  
the right multi-cloud mix

You don’t have to migrate 
everything. Hybrid IT can 
help bring traditional IT 
systems together with 
cloud-based applications.

Working with an expert

If you work on co-creating  
a solution with the right 
partner, you’ll find it a lot 
easier to identify and deploy 
the right capabilities.

You’ll also know that you’ve 
imposed the right security 
policies and solutions  
for your new role as a  
cloud powered retailer.
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Retailers need to wait on their customers, not make 
them wait around. That means being able to move 
fast – often even pre-empting what the customer 
wants. But it also means delivering what the business 
itself needs. All securely, and at the speed of cloud.

Essential advice 
on speed and 
convenience
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Optimising store performance

Better inventory management,  
supply chain and logistics

If you’re going to keep customers satisfied, 
you’ll need to rely on your inventory 
management, supply chain, and logistics. 
Here’s how to make them faster:

•   RFID sensor-based, real-time inventory 
tracking can automatically maintain  
your stock levels.

•   Mobile apps will improve your delivery 
services.

•   Adding IoT asset tracking can help your 
warehouse become more efficient.

•   Automate or use AI on your in-store stock, 
supply-chain flow, and logistics, and base  
it on real-time needs.

Customers want to receive their service and goods faster. Bringing cloud based 
services and applications into the store can address this. But don’t limit yourself  
to this. It can also help you take care of operations.

Serve more customers with scalable, 
replicable services

Cloud can help businesses to grow with ease. 
Because it can replicate existing operations 
and services, they don’t need to change the 
way they work. They simply take advantage  
of benefits such as more sales at lower cost, 
plus the chance to speed up any moves into 
new markets and locations.

Cloud powered retailers can also rapidly 
increase the ability to cope with peaks in 
demand and avoid lost sales. Then, when  
the rush is over, it’s a simple matter to scale 
back down. It’s an approach ideally suited  
to Black Friday and the following weekend.

“Full RFID sensor-
based, real-time 
inventory tracking 
can automatically 
maintain your 
stock levels.”
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Becoming a cloud powered retailer will enable  
you to lead in a digital world – but it may not be  
a simple task. There are more and more cloud 
platforms, services, and digital technologies  
to meet your customer and business needs.  
And that usually means extra layers of complexity.

So, you’ll need to spend time working out how you’ll 
keep it all under control. Consider, for example,  
how you’ll manage your environment, and whether 
it should be hybrid; whether you’ll need to migrate  
or consolidate your data; if you have the right skills 
in-house, and so on.

Essential advice  
on managing it all

“Spend time 
working out how 
you’ll keep it all 
under control.”
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Useful tips for getting ahead with cloud 
powered retail:

Remember, the lines between offline  
and online will carry on blurring.  
Make sure your IT is set up to cope.

•   Think innovation. Do performance.

•   Don’t worry: some of the challenges  
may not have a “one-size-fits-all” answer.

•   Remember to analyse processes  
and operations ‘inside out’.

•   Work out whether the cost of moving to 
cloud is prohibitive. If it is, you probably 
need to look at the figures again.

•   Ask yourself what you really need to migrate.

•   Make sure what you’re doing is what your 
customers really want and expect of you.

•   Use partner co-creation sessions to  
decide whether adopting public, private,  
or hybrid cloud would be your best route.

•   Carry out a risk assessment, and see whether 
there’s an alternative.

•   Make sure that you’re with the right services 
provider.

•   Find out whether the skills and advice you 
need are in your business or if you’ll need  
to look elsewhere.

Before you complete your journey, you’ll 
need to tackle challenges such as these:

Migrate to the cloud. And still stay “always-on”.

•   Juggle legacy, cloud-hosted, cloud-native, 
and digital applications, including API 
management in a multi-cloud setup.  
Yet still manage and balance it all perfectly.

•   Change your apps and still stay trading.

•   Manage your data and still stay secure.

•   Keep up with the latest platform and 
technology changes and still know what 
you’re doing.

You’ll need to be able to do all of these  
things and more.

“Migrate to the cloud.  
And still stay ‘always on’.”

How to become a 
successful cloud retailer
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How Fujitsu can help retailers

Cloud platforms:

Cloud platforms in retail have  
to be flexible and cope with 
changing requirements, such  
as the extra demand that  
comes with seasonal events.  
A scalable cloud platform  
enables businesses to ramp  
up services rapidly to keep 
customers happy and avoid  
lost sales. It also allows them  
to easily scale back down  
and reduce their IT spend  
after the holiday rush or other 
variation in demand has passed. 
Engaging with Fujitsu makes  
sure you receive the cloud 
platform you need.

We make it possible for retailers to lead in a digital world. That’s because we provide and manage  
the cloud platforms, apps, and services that help retailers to put digital at the heart of their business.  
We connect them together with existing IT, data, and operations, so that merchants can be truly cloud 
powered. It’s cloud powered retail and we’re making it happen. Now make it happen for your own business.

•   We help customers transform 
their business with a powerful 
global multi-cloud, multi-
partner approach to hybrid IT. 
That’s because as well as being 
a systems integrator in our  
own right, we work with key 
partners such as VMware, 
Microsoft Azure, SAP, and Oracle.

•   We offer a wide-ranging line-up 
of cloud services that puts  
us ahead of our competitors. 
This includes our ability to link 
our own and our customers’ 
data centres to public cloud 
providers; it also includes  
the Shinkansen method of 
introducing new services 
around features that clients 
require, extremely rapidly.  
This has resulted in our  
position as leader, according  
to Gartner Magic Quadrant,  
in Data Centre Outsourcing  
and Hybrid Infrastructure 
Managed Services, Europe.

•   Our customers don’t miss  
out because of a skills gap. 
We’re training over 10,000  
extra people across the globe 
to provide customer-facing 
support in agile and DevOps, 
and to achieve cloud-specific 
certification. In addition, each 
of our global delivery centres 
can support our full range  
of partner cloud platforms.

“We offer a wide-ranging line-up 
of cloud services that puts us 
ahead of our competitors.”
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Cloud 
powered 
solutions 
for retail

At Fujitsu, we’ve helped 
many organisations enter 
this new connected retail 
world by delivering 
applications, networking, 
and systems integration 
expertise. Here are a few 
of the technologies and 
services that can bring 
retailers into a smarter, 
more efficient, and more 
flexible digital age.

“Track, capture and analyse shopper 
behaviour, and engagement using Fujitsu-
patented Flow Discovery technology.”

Retail Engagement Analytics

The Fujitsu Retail Engagement Analytics solution (REA) 
gives retailers insights into their shoppers’ behaviour.  
By acting on these insights, they can help improve 
shoppers’ experience and store performance. REA 
collects data from new sources, such as Wi-Fi routers,  
and combines it with sales data. Using Fujitsu-patented 
Flow Discovery technology, it’s a reliable way to track, 
capture, and analyse shopper behaviour and engagement. 
This helps create a personal and engaging experience  
for shoppers, and increases store sales.

 
Market Place

Fujitsu Market Place offers a smooth and personal cross-
channel shopping experience. Customers can now search 
for the items they want online, check if they’re available  
in local stores, confirm the purchase online and collect  
it from the store (click and collect). And they can do all  
this through a single system. It’s simple to integrate with 
existing systems, and to customise and upgrade over time. 
So if the market changes, you can still stay up to date.

Edge-based technologies such as IoT and AI

As a specialist in retail, we deliver end-to-end solutions 
that use the latest IoT and AI technology to help 
businesses grow, from design and build, to ongoing 
management. This helps retailers to create a connected 
world that increases sales, is more efficient, and delivers  
a customer experience that’s differentiated.

 
Management and control

With our orchestration solutions, we can make sure that 
you achieve all these benefits while you still maintain 
security, governance, and control. We want you to  
have the best cloud platform for the right workloads.  
To make sure this happens, we can integrate traditional  
IT, cloud-hosted and cloud-native platforms; control 
expenditure through workflow-based authorisation;  
and analyse the total cost of ownership. This approach 
allows your organisation to be more agile at the  
same time as it controls and manages its environment. 
The result is the best possible balance of customer 
experience, agility, security, and expenditure.
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Starting the journey

Don’t take your journey to cloud powered 
retail alone

The digital world thrives on inspiration  
and innovation. That’s why successful  
cloud powered retailers don’t simply  
rely on their own skills and expertise.  
They take a co-creation approach,  
because taking full advantage of the cloud  
is something that’s best done together.

At Fujitsu, our digital co-creation approach 
relies on the latest inputs and insights.  
We take advice from a range of well-qualified 
sources: from customers, experts in the  
retail sector, end users, research bodies, 
academia, start-ups, and beyond.

Opportunities to grow come via a portfolio  
of Connected Services that explore the  
huge potential of artificial intelligence,  
the Internet of Things, cloud, and security.  
It’s how we turn IT from a simple method  
of supporting business processes into  
a way of rethinking business itself.  
You’ll also find other unique ways of 
discovering how co-creation can make  
a difference.

Some ways to kick-start your journey

Our Co-creating Programme helps you 
change your business in your own unique  
way by coming up with ideas that work.  
It draws on decades of experience in  
Japan and around the world: working  
with customers, exchanging perspectives,  
ideas, and information in a highly focused  
and innovative way. The results are specific 
outcomes based on your strategic needs.

In addition, our Connected Retail Experience 
Centre uses a recreated store environment  
to showcase ways in which we can help you 
enhance the shopper experience, increase  
in-store productivity, and drive incremental 
sales and profit. All with the support of  
new digital applications, in-store technology,  
and reliable managed services.

“Our Connected Retail Experience 
Centre uses a recreated store 
environment to showcase  
ways in which we can help you  
enhance the shopper experience.”



Want to learn more or speak to one of our retail cloud powered experts? 

askFujitsuHQ@ts.fujitsu.com
www.fujitsu.com/global/retail/cloud
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