
22001100
EEDDIITTOORRIIAALL  CCAALLEENNDDAARR

www.retailsolutionsonline.com    (814) 897-9000    www.retailsolutionsonline.com    (814) 897-9000    

“I have been a reader of Integrated Solutions For Retailers magazine for a number of years,
and one of the primary reasons I enjoy the magazine is due to the articles cutting across a
number of retail disciplines ... I have taken a number of articles and either tested the con-
cepts or hired a vendor partner, enabling me to try different ideas that others found suc-
cessful.”
PPaauull  SSttoonnee,,
VVPP  ooff  LLPP aanndd  RRiisskk  MMaannaaggeemmeenntt
BBeesstt  BBuuyy  CCoorrppoorraattiioonn

“As director of IT for Buffalo Jeans, I’m always searching for new technologies and solu-
tions that will support our growing retail business. My first reference point is always
Integrated Solutions For Retailers magazine ... It’s the first magazine I read as soon as it
arrives.”
SStteepphheenn  WWhhiittee
DDiirreeccttoorr  ooff  IITT
BBuuffffaalloo  IInncc..

“Just wanted to write and give you a formal ‘Thank you.’  Your e-newsletter served as a valu-
able starting point for our team as we began looking for, and have now selected, a new mobile
PC. Your product features and relevant business articles provide innovative ideas and insights
that challenge me to continue to think creatively ... I appreciate the excellence that you put in
your product.”
WWaarrrreenn  HHaarrppeerr
WWaallmmaarrtt  IInnnnoovvaattiioonn
WWaallmmaarrtt  SSttoorreess,,  IInncc..

“While visiting our corporate office a month ago, I saw a copy of Integrated Solutions
For Retailers on the desk of our CIO. I subscribed to the magazine, which he recom-
mended I use to research projects, keep up with trends, and monitor new technologies.”
FFaaiisseell  AAssiiff
SSeenniioorr  PPrroojjeecctt  MMaannaaggeerr
TThhee  HHoommee  DDeeppoott

“I keep the latest three years worth of Integrated Solutions For Retailers on file, using
them as a reference when working on new departmental initiatives.”
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Networking, Payment Processing,
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The Loss
Prevention/Security

Research Supplement
With RILA

And The University Of Florida

The Small To 
Midsize Retail 
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With Aberdeen Group And 

Retail Systems Research
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This department
presents an in-
depth, topical
question-and-
answer session fea-
turing participants
from the vendor,
retailer, and/or ana-
lyst communities. It’s
an opportunity to
present the face of your company in
an interactive, first-person interview
format.

This editorial
opportunity pre-
sents the latest
research findings,
analysis, commen-
tary, and advice on
specific topics from
the retail research,
analyst, and consult-
ing communities.
Here, regularly-featured commentary
from Retail Systems Research, Aberdeen
Group, IHL Consulting, and other
research partners will provide exclusive
insight into all things retail. 

Integrated Solutions For Retailers and Retail Solutions
Online feature stories focus on how recognized
retailers solve critical business problems using tech-
nology. These articles often include sidebars on prod-
ucts and services that contributed to the featured com-
pany’s growth. 

Similar in pre-
sentation to the
Vendor
Perspectives piece,
this editorial outlet
serves as the voice
of our association
and tradeshow
administration part-
ners. Here, associa-
tion and show execs comment on
their initiatives to further industry
education and activism, and discuss
the pressing issues of the day. 

**per June 2009 BPA Worldwide Statement

Tell the story in
your own words.
The Vendor
Insight section
gives thought
leaders in the ven-
dor community an
opportunity to
share their opinions
on the issues and
technologies that are shaping the
retail landscape. In our C-Counsel
columns, retail executives are given
the same liberty.

Retail Success Features

The drop deadline for ad materials is noon Eastern Daylight Time on the ad sales deadline.

The Green Retailing
Research Supplement
Examining green initiatives in
hardware manufacturing/life-

cycle maintenance, operations,
and consumer concerns
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The Annual Resource
Guide To Grocery &

C-Store Solutions
Self-Checkout, Digital Signage,

POS Systems
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Store Closings/POS   Apps For BI Store Data Security       Mobile Payments   Customer Service    POS Trends Self-Service Trends         Mobile Apps        Retail & The Economy      Self-Checkout        Assortment Planning   
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In December 2010,
Integrated Solutions
For Retailers will
publish a survey-
based report exam-
ining the worst mis-
takes of 2010 and
the best retail invest-
ments for 2011. 

The issue will
include a compre-
hensive listing of
market-leading ven-
dors that provide
those solutions
deemed the best
investments for
2011. 
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Q&A

Research & Trends

Vendor Insight

Partner Perspectives

These articles describe to our 22,500* print subscribers and
37,000 electronic users** how your product or service was imple-
mented by a retailer. Case Studies detail the implementation of
retail technologies, services, and solutions that help retailers
improve efficiency, save money, increase revenue, or grow sales.

Case Studies

Doug Wood, president and COO at Tommy

Bahama, is using CRM (customer relationship

management) data to increase brick & mortar

sales and drive e-commerce traffic.

Doug Wood didn’t know what he was missing. As presi-

dent and COO at Tommy Bahama, Wood oversaw the

implementation of an enterprise retail software system in

2002. The software package his company purchased

included modules for POS, CRM, merchandising, plan-

ning, replenishment, and sales analytics. But the retailer

did not ‘flip the switch’ on the CRM application. It was-

n’t until 2008 that Wood started significantly utilizing his

CRM module, and in doing so, he quickly realized the

countless opportunities to increase sales he had missed

while the valuable data in

the module sat idle.

Don’t Overlook 

The Value Of CRM

Tommy Bahama has 82

retail locations that offer

upscale men’s and

women’s apparel, acces-

sories, and gifts, as well as

home furnishings. When

the retailer opened its

first retail stores in 1996,

it operated each one with

the most basic of POS

systems — cash registers

purchased from an office

supplies store. At the

time, the lack of an inte-

grated POS solution was

not a major concern for

Wood; Tommy Bahama

had simplistic inventory

problems that were easy

to manage. If one store

was overstocked, Wood

simply sent the surplus back to the warehouse. “It wasn’t

until we grew to 20-plus locations that we realized we

needed a robust retail system to centralize the POS func-

tionalities [i.e. credit/cash transaction facilitation and

inventory tracking] of our existing and future stores, as

well as our e-commerce platform,” says Wood. “The lia-

bility we had on our inventory was the biggest obstacle

we faced at the time. Inventory equals money; that’s

where the investment is. I had to make sure we put the

optimal amount of inventory in each store to ensure

sales.” To accomplish that, the retailer needed a retail sys-

tem that would plan and forecast correct levels of inven-

tory. Wood admits at the time he didn’t even consider the

CRM module as a way to help solve the company’s inven-

tory problem. In 2002, the retailer implemented the STS

retail suite (STS was purchased by NSB, which ultimately

was purchased by Epicor in 2007) to alleviate its invento-

ry problems. The suite included the previously men-

tioned modules. The retailer purchased its servers from

Dell. The original installation took more than a year due

to the six modules that were installed.

Create Your Marketing Message With CRM

Over the years, the retailer went through several upgrades

of its retail software modules, but performed little main-

tenance on the CRM module. Although the CRM module

was collecting valuable customer and sales data (e.g. email

and mailing addresses and products purchased) at the

POS, the retailer’s marketing team did not use the data.

In 2007, the retailer hired a new marketing manager and

was in the throes of launching its e-commerce website.

The new marketing manager, knowing how crucial CRM

data is to launching a successful e-commerce business,

suggested the retailer conduct an RFP for a new CRM

module. Wood agreed, saying he felt the existing CRM

module’s features might have been outdated, and more

Use CRM To

Increase Sales
Targeted marketing campaigns result in e-commerce 

sales spikes of up to 500% for $450 million Tommy Bahama.

by Erin Harris

P
h
o
to

s
 b

y
 S

tu
a
rt Is

e
tt

Installation Profile

Technology User: 

Tommy Bahama

Total Stores: 
82

Problem: 
Tommy Bahama barely used its

CRM (customer relationship

management) module or the

data it generated for six years.

The advent of its e-commerce

platform required the retailer to

use CRM. The CRM system in

place at the time had to be

replaced with a new, updated

model for the retailer to realize

increased sales.

Solution: 
The retailer chose Epicor’s CRM

offering. It enables centralized

integration with the retailer’s

POS system, and it captures

real-time customer data. 

Primary Vendors:

Dell, Epicor

Feature Story Store Systems   � Customer Relationship Management
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Self-checkout lanes help grocers drive efficiency, maximize margins.

by Matt Pillar

Self-Service: Efficiency

Enabler For The Times

While the cost of food and consumer packaged goods

have seen measurable increases in recent quarters, gro-

cers aren’t reaping the rewards. In fact, rising prices have

shaken up the grocery industry, testing the loyalty of

consumers and the mettle of grocers who typically oper-

ate on margins as slim as 2%. The economics of selling

groceries are tricky, but many grocers have found some

breathing room in technology investments. One tech

investment that’s holding its own is self-service technol-

ogy, specifically self-checkout. Here, Jim Vance, presi-

dent of self-service technology provider Pan-Oston, and

noted grocery authority Phil Lempert, ‘The Supermarket

Guru,’ share some insight into the case for self-check-

out.

What are the primary drivers of self-

service technology adoption in retail today?

VANCE: Increasingly knowledgeable and demanding

consumers are seeking quality, speed, and convenience

(especially at the checkout). Consumers are demanding

more control over their shopping experience. For

instance, many are particular about how groceries are

handled and bagged. They prefer to bag their groceries

themselves so that unbagging at home is more conve-

nient. Consumers also seek convenience in the ability to

purchase items whenever they want without waiting.

Privacy is another factor — consumers seek the ability

to purchase sensitive items discreetly. And lastly, con-

sumers seek to ensure that what gets scanned is the right

price and at the right quantity. They want the ability to

ensure what was paid for

actually arrives home.

LEMPERT:
The primary

driver of self-service

technology is our desire

to satisfy the needs of our

shoppers who are hassled,

time pressed, and want to

be in control of the shop-

ping (and checkout) expe-

riences.

What are the most

recent technological

advances in self-ser-

vice technology?

VANCE: The self-check-

out station presents a

host of technologies.

Cash and coin recycling,

biometric security, virtual

imaging, bottom-of-cart

viewing, direct-to-shop-

ping cart merchandising,

GPS (global positioning system) shelving, PDS (product

data sheet) price verification, RFID (radio frequency

identification), and interactive kiosk technologies are but

a few of them.

LEMPERT:
Building checkouts

ergonomically to meet shopper

needs, rather than to meet the

needs of the supplier, is a

recent advance. When a shop-

per uses ergonomically

designed self-checkout stations

like the Utopia lanes from

Retail Solutions Forum POS Hardware  � Self-Checkout 
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“Increasingly 

knowledgeable 

and demanding 

consumers are seek-

ing quality, speed, 

and convenience 

(especially at the

checkout).

Consumers are

demanding more 

control over 

their shopping 

experience.”

Jim Vance, 

president, 

Pan-Oston 

“The primary driver of self-service technology is

our desire to satisfy the needs of our shoppers who

are hassled, time pressed, and want to be in con-

trol of the shopping (and checkout) experiences.”

Phil Lempert, ‘The Supermarket Guru’

Retail systems budgets are tighter than

most of us can ever remember. There’s

a lot of systems investment scrutinizing

going on, starting with unprecedented

analysis of the potential for return on

new investments. Many retailers are also

poring over their existing investments,

searching for expenses to cut and effi-

ciencies to gain.

There’s a long-held mantra among workforce manage-

ment solutions providers that labor is a retailer’s largest

controllable expense. That makes workforce manage-

ment and, more specifically, time and attendance a cou-

ple of likely places to look for efficiency gains that hit

the bottom line. Peter DiMaria is CEO of

Accu-Time Systems, a

time and attendance solu-

tions vendor that special-

izes in retail. DiMaria says

a time and attendance sys-

tem is a quick ROI-

enabler. “By investing in a

time and attendance sys-

tem, a retailer can ensure

that the right employee is

at their station on time,

that overtime costs are

reduced, and that employ-

ees can be used when

needed,” he says. “Many

retailers juggle part-time

workers, which presents

an even greater challenge,

and one that’s better han-

dled by an automated sys-

tem.” DiMaria says time

and attendance is an excellent springboard for other

applications like scheduling and absence management,

which can also contribute to cost savings. Industry vet-

eran John Orr, who recently founded a workforce man-

agement company called WORKBits, agrees. “Time and

attendance is good in good times, and it’s good in bad

times. It helps retailers tighten up on top and bottom

lines to improve profitability,” he says. “Upgrading from

manual procedures typically yields a 2% to 4% improve-

ment in labor costs, which translates to about 8 minutes

per day per employee shift of wasted time in environ-

ments where a retailer is not policing the clock.”

Advances In Time And Attendance Technology?

DiMaria and Orr agree that biometric technology is the

most important hardware advance to time and atten-

dance technology in recent years. Once reserved for

high-tech security applications, biometric technology has

become standard fare at the punch clock. “The contin-

ued proliferation of biometrics to reduce buddy punch-

ing and ghosting continues to catch on,” says DiMaria.

And because biometric technology has become a com-

modity, biometric punch clock price points have come

down considerably. “The price point of a traditional bio-

metric time clock has been driven down from the $1,500

to $1,800 range to the $300 to $400 range,” says Orr.

Form factor advances include gravitation toward the

self-service kiosk model. DiMaria says changing labor

by Matt Pillar

Master Your Most

Controllable Cost

“Time and attendance is good in good

times, and it’s good in bad times. It

helps retailers tighten up on top and

bottom lines to improve profitability.” 

John Orr, 

CEO, WORKBits

“By investing in a

time and attendance

system, a retailer can

ensure that the right

employee is at their

station on time, that

overtime costs are

reduced, and that

employees can be

used when needed.”

Peter DiMaria, 

CEO, Accu-Time Systems

Retail Trends Update Workforce Management  � Time & Attendance

Controlling store-level expense is a must in this economy. 

Tightening up on time and attendance can add percentage points to your bottom line. 
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“The Customer Is King!” is an age-old mantra that

still rings true today. But, what satisfied yesterday’s

customer is no longer enough. Customers demand

visibility into their orders as well as flawless fulfill-

ment. They want to find, configure, and order

products and services through all available touch-

points. Also, they want to monitor order status

through various channels, regardless of the chan-

nel used to place the order. In fact, a survey of

5,000 consumers found that 90% want to track the

status of their order and subsequent shipment. In

a follow-up survey of 100 retailers by Multi-Channel

Merchant and Sterling Commerce, only a handful offer

that option. Retailers without existing cross-channel exe-

cution plans will soon be left behind.

So what can you do? You can change how you do busi-

ness in a few ways. Consider outsourcing and leveraging

third-party logistics providers (3PLs). Also, you can imple-

ment new fulfillment strategies, such as “endless aisles.”

Or, you can implement technology for a competitive

advantage. For example, order management technology

can help companies gain a competitive advantage through

two advanced capabilities — a contextual view of the

order- and process-centric order brokering. A contextual

unified view of the order provides all of the order infor-

mation even if it comes from disparate systems. Process-

centric order brokering allows retailers to view demand

across the entire supply and demand chain compared to

what is available internally and externally. Together, these

capabilities enable retailers to give the customer what they

want when they want it.

Order management technology enables retailers to

expand their product assortments to meet customer

demand for more choices, without expanding the

overhead to carry them. For example, retailers set-

ting up “endless aisle” programs may not execute

the fulfillment process, but they must still manage

with complete visibility in order to respond quickly

to consumer demand. A contextual unified view of

the order provides that visibility by aggregating

global inventory into a central repository. As a

result, customers get the product choices they want,

greater visibility into product availability, and the

ability to track order status in real time.

Satisfy Customers 

With Unique Returns Process

Order management technology provides flexibility in how

processes are set up to put the customer first. Take the

returns process as an example. By providing a seamless,

fluid returns process, organizations can elevate customer

satisfaction. Most organizations have a unique returns

process. Taking a process-centric approach is critical to

ensuring that the process can be customized for the orga-

nization’s unique needs. This process also improves opera-

tional efficiency by eliminating costly manual processes.

With the advent of ready access to information for order

status, consumers have an increasing demand for accurate,

complete, and up-to-date information for all orders.

Proactive event management and alert notification are

capabilities that help companies communicate proactively

with customers. These capabilities notify companies when

an exception occurs during the business process flow. To

resolve issues, a unified view of the order provides cus-

tomer service associates with the ability to modify or

reconfigure existing orders, determine the status of an

order, check inventory, or manage returns.

Retailers are finding they must have complete control

over fulfillment and logistics and manage all steps of the

order life cycle as a single unified process. A key strategy to

achieve these objectives is to implement order manage-

ment technology that will enable retailers to keep the cus-

tomer king while improving operational efficiency. � 

Cross channel execution plans help gain a 

competitive advantage and keep your customers satisfied.

Are You Giving Your

Customers What They Want?

“Order management 

technology provides flexibility

in how processes are set up to

put the customer first.”

Cory Wiegert is VP, global product 

management, applications of Sterling Commerce. 

He can be reached at cory_wiegert@stercomm.com.

by Cory Wiegert

Executive Outlook Order Management
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$30 billion is a staggering number. It’s close to what

consumers spent on electronics during the holiday

season and about what the U.S. government lent, the

second time, to AIG. This is also the estimated

amount retailers lose to organized retail crime every

year.

When NRF surveyed loss prevention executives

about the impact organized theft has on their com-

panies, a large majority agreed the problem has been

growing, both in the number of incidents as well as

in the severity. Organized retail crime leads to

increased prices, threatens the safety of retail

employees and the health of customers, and, of course,

cuts into the sales of businesses whose margins are

already razor-thin.

The Definition Of Organized Retail Crime

As a definition, organized retail crime refers to groups of

people engaged in illegally obtaining merchandise in sub-

stantial quantities through both theft and fraud for the

purpose of reselling. These crime rings generally consist

of “boosters,” who methodically steal merchandise from

retail stores, and fence operators, who convert the prod-

uct to cash or drugs.

In addition to being sold in flea markets or unautho-

rized local shops, some products stolen by these groups

end up for sale on online auction sites, which is called e-

fencing. The problem is so widespread that nearly 70% of

retailers say they have identified stolen merchandise or

gift cards at both physical fence locations and online auc-

tion sites.

Organized crime rings operate as well-oiled machines

that travel all over the country, sometimes hitting as many

as four states in one day. What they steal and resell, how

they sell it, and how much they stand to profit from the

sale of these stolen items are all methodically determined

before the operation begins. While technology, law

enforcement, and store security all play an intricate role

in uncovering crime rings, these criminals are smart and

sophisticated.

Even in these dire times, many large retailers are spend-

ing upwards of $1 million a year per store to combat

organized retail crime. Companies have hired and trained

teams of experts to focus specifically on organized theft

and are working diligently to create partnerships with

local and federal law enforcement to create a case against

many of these groups.

Merchandise That Poses Rewards Poses Risk

In addition to boosting popular apparel and accessories,

electronics, and even home goods, many criminals focus

on consumable food and personal care items, which can

pose health risks for consumers. Popular targets of orga-

nized retail crime rings include Crest Whitestrips,

Rogaine, Similac baby formula, razor blades, and preg-

nancy tests. Having not been stored or managed proper-

ly, these items can pose serious health risks for innocent

shoppers looking for a good bargain. And, because most

of these items are sold “new in box,” well-meaning con-

sumers are unaware that what they purchased may be

spoiled or expired — and stolen.

The NRF takes an active role in defining the 

ORC (organized retail crime) problem and lobbying for legislation.

Rhett Asher is VP of loss prevention for the National Retail Federation.
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“The problem is so 

widespread that nearly 70%

of retailers say they 

have identified stolen 

merchandise or gift cards at

both physical fence locations

and online auction sites.”

Organized Retail Crime:

Scope, Solutions

by Rhett Asher

Organized Retail Crime Guest Perspective
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