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Symphoni – The future of the 
connected enterprise

2

5HGHÀQLQJ�DQG�VLPSOLI\LQJ�
IRU�&RQQHFWHG�5HWDLO

Driven by the rapid acceleration 
of digital technology and changing 
customer expectations, retailers 
are continuing to transform 
their organisations. 

As highlighted in our report, 
Connected and curated – Long 
live the store, retailers are in a 
position to connect with customers 
through technology to offer a far 
superior experience – anticipating 
and surpassing their needs 
and expectations. 

Connected Retail means connecting 
the customer seamlessly 
to personalised marketing, 
the physical store, the digital 
experience, supply chain, seamless 
payment options, and most 
importantly to help staff to deliver 
a branded customer experience. 

Within the next few years, digital 
technology will be pervasive, 
so whether you are a customer, 
employee or supply chain partner, 
you will interact seamlessly with the 
physical and digital ecosystem of a 
UHWDLO�HQYLURQPHQW�LQ�DQ�HIÀFLHQW��
rewarding way.

However in order to achieve this, 
retailers must continue to invest 
LQ�WHFKQRORJ\�WR�UHGHÀQH�DQG�
simplify their operating model and 
performance metrics. 
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Figure 1: The evolution of retail and its impact on the operating model

Although the approach to retailing has evolved to accomodate the changing 
needs of the customer, this evolution to date has had relatively little impact on 
the business model. Beneath the customer touchpoints, the level of integration, 
LV�RIWHQ�VXSHUÀFLDOO\�MRLQHG�XS�RU�JHWWLQJ�E\�ZLWK�LQHIÀFLHQW�ZRUNDURXQGV�DQG�
in many cases adding cost to the existing operating model. As illustrated in 
the above diagram, Connected Retail demands full integration and an entire 
transformation the retail operating model.

Size of bubble indicates impact on operating model

Connected Retail will require businesses to deliver a 
consistent branded experience that makes the customer feel:
�� FRQQHFWHG�WR�D�EXVLQHVV�DQG�EUDQG�WKDW�NQRZV�WKHP

�� WKDW�WKH\�KDYH�WKH�FKRLFH�WR�FRQQHFW�LQWR�ZKDWHYHU�UHWDLO�FKDQQHO�WKH\�ZDQW�
to engage through

�� DEOH�WR�DFFHVV�ULFK�LQIRUPDWLRQ�DERXW�SURGXFWV��VHUYLFHV��SXUFKDVHV��VKLSPHQWV�
and post-sales support

�� HDVLO\�DEOH�WR�FRQQHFW�WR�DQG�XVH�WHFKQRORJ\�ZLWKLQ�VWRUHV

�� FRQQHFWHG�WR�D�UHWDLOHU·V�HPSOR\HHV�DQG�D�EURDGHU�FRPPXQLW\�

Using mobile devices to 
connect store staff with 
customers and provide 

them with data to 
be productive

Using technology to 
recognise customers and 

develop relationships 
with them

Using customer insights for 
merchandise, space and 
inventory management 

decisions

Connected Retail, 
which means: 
�� +DYLQJ�D�XQLÀHG�EUDQG�VWRU\�

across all channels that 
promises a consistently superior 
customer experience. 

�� +DYLQJ�DQ�LQWHJUDWHG�EDFN�RIÀFH�
operating model driven by agile 
and innovative technology. 

�� 7UDQVIRUPLQJ�WKH�RSHUDWLQJ�
model to be customer centric 
and applying this across all 
business functions.

Explore how Connected 
Retail will be delivered in 
3Z&·V�VKRUW�ÀOP�Symphoni 
– The future of the 
connected enterprise.

http://pwc.com.au/industry/retail-consumer/publications/connected-curated-retail.htm
http://pwc.com.au/industry/retail-consumer/publications/connected-curated-retail.htm
digital.pwc.com/the-future-of-the-connected-enterprise/
digital.pwc.com/the-future-of-the-connected-enterprise/
digital.pwc.com/the-future-of-the-connected-enterprise/
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$�QHZ�RSHUDWLQJ�PRGHO��
PHWULFV�DQG�PLQGVHW
Delivering Connected Retail means 
transforming the business from the 
front to the backend and across 
WKH�VXSSO\�FKDLQ��,W·V�QR�ORQJHU�MXVW�
about adding an online channel, 
it’s about a new operating model 
that is customer centric, agile and 
powered by data and technology. 
It’s now time to rethink operating 

models, starting with a change in 
mindset, reshaping organisational 
structures, changing the way 
business success is measured and 
employees incentivised. Beyond 
this, retailers need to also factor in 
broader global, societal, environmental 
and community concerns  – that will 
LQFUHDVLQJO\�LQÁXHQFH�WKH�ERWWRPOLQH�

Figure 2: Key changes in mindset between omnichannel and Connected Retail

Connected 
Retailer

Omnichannel 
retailer

Voice of customer heard within store

Market insight drives marketing approach

Loyalty = card + points + status

Multiple channels of engagement

Payment options controlled by merchants

Employees help customers when their role permits

Supply chain as a supporting function

Products tracked within the business 
from sourcing to sale

A single customer view across the organisation

Individual customer insight drives 
personalised engagement

Loyalty = Two-way valued relationship

Integrated channels delivers consistent branded 
customer experience

Payment options driven by the customer

Customer advocates at the forefront for all 
employee roles

Supply chain as part of the integrated and 
branded customer experience

Full visibility from manufacturer to customer

Who’s implementing tomorrow’s operating model, today?

Selfridges (Department store)

“Around a quarter of our weekly website 

visits are from outside the UK. Our brand 

needs to extend overseas so we need an 

international strategy with digital at the 

heart of it.”

Even with limited physical presence, your 
market is global
7UDGLWLRQDO�ERUGHUV�QR�ORQJHU�DSSO\�DQG�WKRVH�UHWDLOHUV�
not planning for internationalisation run the risk of 
becoming irrelevant and missing out on potential 
business.

John Lewis (Department store)

“The biggest change in delivering 

omnichannel in John Lewis was when 

we aligned incentives across channels. 

Once that problem was solved, it all 

started working. Store Partners no longer 

feared recommending customers go to the 

website or use in-store kiosks.”3

Retail channels should be run together 
with the right KPIs
Change within business can be scary – not only 
to management, but to those on the ground. 
Understanding and planning for impact, aligning 
KPIs and clear communication of expectations is 
paramount to overarching success.

ASOS (Online apparel store)

“We’ll measure success through, amongst 

RWKHU�WKLQJV��RXU�VKDUH�RI�RQOLQH�WUDIÀF��
the number of followers we have on 

social media sites, and, of course, sales. 

We are creating the best experience 

for our customers so they return to us 

every day...” 4

Performance metrics should deliver 
LQVLJKW�RQ�WUDIÀF��FRQYHUVLRQ�DQG�FRVW�
to serve
ASOS uses granular KPIs to manage its retail 
operations and even reports many of them publicly, 
including: 
�� QXPEHU�RI�DFWLYH�FXVWRPHUV
�� QXPEHU�RI�DFWLYH�6.8V
�� YLVLWV�E\�FKDQQHO
�� QXPEHU�RI�FOLFN�DQG�FROOHFW�ORFDWLRQV
�� VDOHV�WUDQVDFWLRQV
�� SLFNLQJ�FDSDFLW\�SHU�KRXU
�� DYHUDJH�WUDQVDFWLRQ�YDOXH
�� ODERXU�FRVW�SHU�XQLW
�� DYHUDJH�XQLWV�SHU�WUDQVDFWLRQ
�� DYHUDJH�VHOOLQJ�SULFH�

Apple (Consumer electronics)

“Apple Stores are the place to be … Only 

1 in 100 who visit the store buy anything.”  
Ron Johnson, former Head of Retail, Apple.1 

Connectivity and experience drives cross-
channel conversion
Connectivity is increasingly blurring the silos between 
traditional retail channels. For retailers this means 
that the physical experience needs to be exceptional 
and the retailer needs to allow the customer to start 
DQG�ÀQLVK�WKH�SXUFKDVLQJ�MRXUQH\�DFURVV�WKHLU�FKDQQHO�
of choice.

:HVIDUPHUV��'LYHUVLÀHG�

´���RXU�ÀQDQFLDO�VXFFHVV�JLYHV�XV�WKH�
ability to employ more than 200,000 

people, pay taxes, pay dividends, 

look after our environment and also 

contribute to the communities in which 

we operate.” 5

Societal, sustanability and community 
LVVXHV�ZLOO�LQÁXHQFH�SHUIRUPDQFH�PHWULFV
Driven through digital connectedness and 
transparency, brands are increasingly being evaluated 
EDVHG�RQ�WKHLU�DFWLRQV�EH\RQG�WKH�FRQÀQHV�RI�WKHLU�
business.

Dan Murphy’s (Liquor)

“We need to ensure all of our channels are 

working together as a total retail solution” 2

A changing operating model for consumer goods companies
,W·V�QRW�MXVW�WUDGLWLRQDO�UHWDLOHUV�WKDW�DUH�IDFLQJ�D�IXQGDPHQWDO�FKDQJH�WR�WKHLU�RSHUDWLQJ�PRGHO��&RQVXPHU�JRRGV�FRPSDQLHV�
also need to have an increased focus on direct-to-consumer interaction and experience to ensure that their brands retain 
value when competing with retailer’s private labels. In the world of Connected Retail, consumer goods companies will need 
to focus on:

Consumer insights

Consumer goods companies will have 
direct engagement with consumers 
WKURXJK�GLJLWDO�FKDQQHOV��7KH\�QHHG�
it to make sure they have at least as 
good insight into consumer needs 
as retailers if they are to have strong 
brands and avoid being displaced by 
private label products. 

Direct-to-consumer sales channel

Retailers are the ultimate 
intermediaries, and evolved 

historically because it was too complex 
and costly for manufacturers to 
interact with individual customers. 
However, digital channels have cut the 
cost and made the complex simple. 
With consumer goods suppliers also 
focusing more effort on branding 
efforts, this has driven a push with 
consumers who seek to interact with 
them directly. Higher value consumer 
goods companies are already well 
evolved with their own direct-to-
consumer operations, but in the 
future we should expect direct to 

FRQVXPHU�VDOHV�WR�EHFRPH�VLJQLÀFDQW�
for categories. 

Systems of engagement

Consumer goods suppliers will need 
to invest in many of the systems of 
engagement that retailers have if 
they are to gain insights and have a 
compelling direct-to-consumer sales 
FKDQQHO��7KLV�LQYHVWPHQW�QHHGV�WR�EH�
made across brands to ensure optimum 
brand positioning is achieved.

We will focus on:
��Operating model
��Roles and 

responsibilities
��Metrics
��Bringing it to life



7Connected Retail6 PwC 

7KH�VFDOH�RI�FKDQJH�UHTXLUHG�WR�
reshape an organisation so that is 
LV�FRPSHWLWLYH�DQG�SURÀWDEOH�LQ�WKH�
global market will take time. It is 
most challenging for the largest, 
longest established businesses, while 
some of the more nimble or recently 
established businesses are nearly there. 

Fast forward a few years and the 
Connected Retailer will:

�� have ‘digital’ capability embedded in 
all parts of the business – it will no 
longer be owned by one team

�� use greatly enhanced customer 
insights to guide each department, 
whether it’s the design of the 
product, what inventory is fast 
tracked through the supply 
chain, or how store employees 
are incentivised

�� have a single owner for all retail 
channels (store, online) with 
consistent metrics that drive 
the organisation to interact 
with customers in the channel 
of their choice

�� be staffed by employees who are 
empowered by mobile devices 
to help customers and be highly 
productive.

7KH�PRVW�VXFFHVVIXO�FRQVXPHU�
goods companies will also look 
like Connected Retailers with the 
advantage of designing their store 
network from scratch and:

�� have direct relationships 
with consumers

�� operate a direct-to-consumer 
channel in addition to other 
retail channels.

3DFLÀF�%UDQGV�RZQHG�%RQGV��HPERGLHV�
WKLV�PRGHO��7KH�EUDQG�KDV�PDQDJHG�
to successfully establish a direct-to-
consumer engagement model through 
its various activities and launch its 
own digital and physical footprint, 
alongside its partnerships with other 
ÁDJVKLS�UHWDLO�EUDQGV�

Key operating model 
changes to consider:
1. Align physical and digital 

store operations under a 
single management team with 
incentives that are agnostic to 
channel of sale.

2. 3XW�LQ�SODFH�D�ÁH[LEOH�GDWD�
infrastructure that is able 
to build a ‘single view of 
customer’ and deliver real time 
operations.

3. Start using sales performance 
metrics that are structured 
in terms of visitors, cost 
RI�DFTXLVLWLRQ��FRQYHUVLRQ�
UDWHV�DQG�TXDOLW\�RI�
customer relationships.

Taking a different perspective
7KH�WRPRUURZ·V�RSHUDWLQJ�PRGHO�ZLOO�QHHG�WR�EH�VXSSRUWHG�ZLWK�RUJDQLVDWLRQ�FDSDELOLWLHV�XQGHUSLQQHG�E\�WKH�
following characteristics:

Digitisation

Digitising processes 
to improve customer 

satisfaction, employee 
productivity and 

supplier interaction.

Engagement

Enabling digital interactions 
with customers, eployees 

and the broader community 
in a more engaging, 

seamless way.

Disruption

Allowing business 
transformation through 

innovative models that don’t 
exist in the market today.

Trust

Ensuring secure information 
in a digital age to inspire 

trust by customers and all 
relevant stakeholders.

2SHUDWLQJ�PRGHO� 
Structuring for success
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A new operating model needs 
to be supported by a new 
organisation structure. 

7KH�PRVW�QRWDEOH�FKDQJH��ZLWK�GLJLWDO�
becoming embedded in all parts of 
the operating model, it is no longer 
a discrete function; rather a tool 
and skillset that needs to permeate 
throughout every role within 
the organisation. 

As illustrated in Figure 3, the Senior 
Leadership team is centered on four 
NH\�UROHV�RI�WKH�&KLHI�([HFXWLYH�2IÀFHU��
Customer Engagement Director, 
Products and Services Director and the 
&KLHI�3HUIRUPDQFH�2IÀFHU�

7KH�FKDQJHV�LQ�UROHV�DQG�
responsibilities, compared to the 
typical retailer are outlined. 

Chief
Executive
Officer

Figure 3: The evolving Connected Retail organisational structure

The Cyber and Privacy Director (CPD) is responsible for inspiring trust 
by customers and all relevant stakeholders. As retailers move to a data 
and technology-enabled business model the reliance on technology 
increases, as does the risk of threat. Given the importance of privacy 
and cyber threats, this role needs to be elevated to ensure security is 
designed into the experience and actively managed.

The Sustainability Director (SD) has also been elevated in the 
organisation given the importance of implementing and monitoring 
sustainable sourcing. In addition to ensuring that the business is 
meeting government and industry standards, this role will work across 
the organisation to ensure sustained business viability. This role 
will greatly benefit from new technologies, such as sensors, which 
combined with external data will provide a richer view of a business’ 
footprint and impact.

The Chief Performance Officer (CPO) is responsible for all aspects 
of finance however there is an increased emphasis on driving 
transformational change through the organisation as it shifts to 
a connected enterprise. Defining the new scorecard and driving 
digitisation across the business will be critical in reducing cost while 
increasing efficiency and the CPO will be the champion of that change.

The Corporate Services Director (CSD) needs to consider alternate 
business models to drive efficiency while delivering an increased level 
of service. The key roles within the function that offer the highest value 
and retain intellectual property should be internal, however the majority 
of the services should be delivered using more contemporary models 
and the best third party provider. With the advent of business model 
and process digitisation, enabled by technology, mobile, cloud, crowd 
sourcing and outsourcing there is an opportunity to drive efficiency, 
increase service and reduce cost.

The Data Operations Director (DOD) is responsible for ensuring 
data is available, usable and embedded in every process to enable 
real-time data driven processes and decisions. This is less about 
financial reporting and more focused on operational insight to drive the 
connected and curated customer experience. The DOD works closely 
with the CPD to ensure all data flows are secure.

The Customer Engagement Director (CED) has overall responsibility 
for defining and delivering the brand promise with every interaction the 
customer has with the business. They must gain the insight on each 
customer and, interpret that for each part of the organisation in order to 
deliver a curated experience and offer. They manage communications 
with each customer and design the connected sensory experience 
the customer has when they interact. They are also responsible for 
monitoring and tracking the real time satisfaction of the engagement and 
customer advocacy.

The Product and Services Director (PSD) is responsible for interpreting 
the customer insights and designing the product offer. This role includes 
all aspects of product design/selection, price and quality with the main 
change in focus being using customer insights to drive innovation in 
product and offer development.

The Channel Logistics Director (CLD) is accountable for ensuring 
products are available regardless of channel or fulfilment option. They 
must ensure there is complete real-time product visibility across the 
entire supply chain and has the right level of agility built in to the process 
to enable the customer to choose how and when they would like to 
obtain the product. Customer service is also at the forefront of the 
engagement given this is in most cases the last interaction the customer 
has with the business.

The Channel Operations Director (COD) is accountable for and 
manages all retail channels under a single team with consistent metrics 
that drive the organisation to interact with customers in the channel 
of their choice. They are responsible for the consistent execution of 
the experience and delivery of service. They are primarily focused on 
customer profitability rather than channel.

5ROHV�DQG�UHVSRQVLELOLWLHV�
Changing the guard
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Chief
Executive
Officer

0HWULFV 
A new retail scorecard

While a number of traditional metrics 
will still be relevant in the Connected 
Retail world (such as sales, margin, 
(%,7��52&��&2'%��HWF���WKHUH�ZLOO�EH�D�
marked shift toward metrics focusing 
RQ�FXVWRPHU�DGYRFDF\��GHÀQHG�
through tools such as, net promoter 
score and PwC’s customer.mind) 
DQG�SURÀWDELOLW\��

A Connected Retail business needs to:
�� understand how the engagement 

channels work together to 
attract customers and convert 
to successful sales

�� ensure purchases are successfully 
delivered to the customer how and 
when they expected: supply chain is 
part of the product

�� measure the health of its customer 
relationships (both the immediate 
customer/retailer and the 
end consumer)

�� understand how the engagement 
channels work together to 
attract customers and convert to 
successful sales.

7KHVH�DOVR�DSSO\�WR�&RQVXPHU�*RRGV�
companies since the boundary between 
retailer and supplier is breaking down.

The scorecard for tomorrow’s leaders
�� For the CEO, customer advocacy will 

become the main forward looking 
PHWULF��*URVV�PDUJLQ�JURZWK�ZLOO�
become more important than 
headline sales growth as retailers 
VWULYH�IRU�SURÀWDEO\�VDOHV�

�� An effective Customer Engagement 
Director will need real-time 
customer advocacy metrics across 
several customer touchpoints 
DQG�VHJPHQWV��7KLV�UROH�ZLOO�EH�
concerned with primarily building 
a base of loyal customers and 
keeping them.

�� 7KH�3URGXFW�DQG�6HUYLFHV�'LUHFWRU�
is likely to be inspired by and adopt 
metrics from fast fashion retailers, 
like Zara, that drive short focused 
development cycles.

�� Retail Channel Operations 
will live and die by a granular 
understanding of conversion 
metrics across all channels and by 
HDFK�FXVWRPHU��7KH\�ZLOO�XVH�WKHVH�
metrics to tweak the offer down 
to an individual customer, their 
purchase stage, and known channel 
of choice.

�� 7HFKQRORJ\�OLNH�5),'�WKDW�
allows a ‘single view of product’ 
– where each SKU is at anytime 
and ultimately who bought it 
– will power metrics across the 
supply chain.

�� Strategic suppliers will share 
production and inventory data to 
provide forward looking metrics and 
allow smart choices about customer 
IXOÀOPHQW�RSWLRQV�

�� Retailers will share customer 
and demand data with strategic 
suppliers to help them make short 
and long term decisions about new 
product development, marketing 
and production.

�� Metrics that pure play online 
retailers like ASOS are currently 
using, will be applied across 
physical stores too.

Figure 6: Key metrics for Connected Retail senior leadership

Figure 5: Exploring a potential future-state retail scorecard, that combines 
traditional, online and Connected Retail metrics for a holistic view of 
performance

Connected and concerned: Measuring the worth of CSR 
As the world becomes increasingly connected, 
WKHUH�LV�DQ�XQGHQLDEOH�ÁRZ�RI�LQIRUPDWLRQ�OLQNLQJ�
up individuals, communities and groups. It is 
this awareness of social, ethical, environmental 
and political issues and a sense of community 
that is beginning to become an important part of 
customer experience. 

,Q�������D�1LHOVHQ�*OREDO�6XUYH\�RQ�&RUSRUDWH�
6RFLDO�5HVSRQVLELOLW\��&65�KLJKOLJKWHG�WKDW�ÀIW\�ÀYH�
percent of online consumers globally said that they 
were ‘willing to pay more for products and services 
provided by companies that are committed to 
positive social and environmental impact’ – with the 
UHVXOWV�EHLQJ�VWURQJHVW�LQ�$VLD�3DFLÀF�DW�VL[W\�IRXU�
percent.6�7KHVH�UHVXOWV�GHPRQVWUDWLQJ�WKH�OHYHO�RI�
priority that consumers attribute to CSR. Let’s face 
it, if as a consumer, you know that you are ‘doing 
good’ through the choices you make – it’s generally 
a no-brainer decision.

In terms of measuring business performance, 
metrics related to CSR are already a prominent 
part of reporting. In retail, where interactions are 
predominantly customer-driven and where brand 
reputation already plays a heavy role in driving 
overarching commercial performance, CSR will be a 
pervasive part of day-to-operations and metrics. 

7KH�PRVW�FRPPRQ�PHWULFV�WKDW�DUH�FXUUHQWO\�EHLQJ�
measured to different levels of granularity, include:

�� workplace safety

�� diversity and inclusion

�� ethical sourcing

�� community contribution

�� environmental impact and sustainability

�� governance.

As consumers seek organisations that meet both 
their material and values-based needs, some of the 
PRUH�VSHFLÀF�DUHDV�WKDW�UHWDLOHUV�FDQ�IRFXV�RQ�WR�
measure and achieve success in these areas include: 

�� proactive application of sustainability practices 
across the organisation

�� compliance with global best practice principles

�� increased transparency with social, 
environmental and sustainability information, 
particularly with regard to sourcing and 
environmental impact

�� accessibility of digital assets (in Australia this has 
been mandated for government-owned assets, but 
will likely be regulated more broadly across the 
landscape)

�� embedding CSR metrics into KPIs for individual 
roles (eg buyers, suppliers, etc)

�� LGHQWLÀFDWLRQ�RI�UHOHYDQW�FURVV�VHFWRU�SDUWQHUVKLSV�
that enable an organisation to utilise its resources 
for a ‘greater good’.7

7KH�NH\�WR�HQVXULQJ�WKDW�&65�PHWULFV�DUH�FRUUHODWHG�
WR�RYHUDUFKLQJ�EXVLQHVV�REMHFWLYHV��LW�ZLOO�EH�
critical to ensure alignment of these with business, 
employee and customer values. 
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Unlocking Connected Retail metrics 
through customer tracking 
Customer tracking technology will soon allow many key metrics to easily be 
PHDVXUHG��0RVW�ZLOO�EH�EDVHG�RQ�VPDUWSKRQH�XVH��EXW�ZLOO�UHTXLUH�WKH�UHWDLOHU·V�WR�
gain customer consent through an app and/or privacy setting. 

7KH�NH\�WR�PDNLQJ�WKH�PRVW�RI�WKHVH�WHFKQRORJLHV�DQG�WKH�LQVLJKWV�IURP�WKHP�
will be through a robust data processing system and translation of these into 
actionable insights across the organisation.

Customer tracking technologies

GPS

GPS allows retailers to track customer’s proximity to a store and can 
be used to send nudges to encourage visits. Generally not accurate 
enough for conversation tracking.

WiFi

Most retailers now have store WiFi which allows simple location 
tracking within store (eg which departments visited) and high level 
visit-to-purchase metrics or time-in-store metrics.

Beacon

Beacons are more accurate but require additional investment and 
can allow browsing by category, and therefore ‘visit’ to ‘trial’ to 
‘purchase’ be tracked. Because known customers are tracked, their 
online activity and therefore cross-channel behaviour can also be 
measured.

Other technologies enabling tracking while in-store, include: facial recognition, 
video, motion detectors and sensors, commercial or bespoke wearable devices 
(eg Disneys magicband) and digitised rewards/loyalty cards.

A matter of trust?

Whilst the recorded percentage indicates that only 18 per cent of Australians are 
willing to share their location through their mobile phone, the likelihood is that 
WKLV�QXPEHU�LV�PXFK�KLJKHU��7KLV�LV�GXH�WR�WKH�IDFW�WKDW�PDQ\�PRELOH�XVHUV�DUH�
unaware that their location services are turned on when browsing the internet 
and using various applications.

As illustrated below, Australians are appear to be more conservative than many 
countries at allowing retailer’s access to data like their location. Concerns about 
privacy and security may be driving this behaviour – making trust implicit to the 
retailer/customer relationship.

72%60%

The scorecard 
for tomorrow’s 
customer
With customers at the heart 
of Connected Retail, having 
an understanding of customer 
interactions will become one of the 
cornerstones of retail metrics. 

With this in mind, the key new metric 
IRU�UHWDLOHUV�WR�FRQVLGHU�LQ�WKH�LQÁXHQFH�
of sales is ‘customer advocacy’. 
Advocacy is a forward looking measure 
that most effectively drives long term 
VXVWDLQDEOH�SURÀWDELOLW\��

7HFKQRORJ\�VXFK�DV�3Z&·V�FXVWRPHU�
mind (see customer.mind provides a 
real-time view of customer voice on 
opposite page for more information), 
enables advocacy to be tracked in 
real-time by observing a customer’s 
digital footprint.

%\�IRFXVLQJ�RQ�DFTXLVLWLRQ�FRVWV��
conversion rates and advocacy across 
all channels, Connected Retailers will 
ÀQG�ZKLFK�FKDQQHOV�DUH�PRUH�HIÀFLHQW�
and cost effective at different stages of 
the purchase funnel.

Physical store

Percentage of 
customers who 

have browsed or 
tried products 
in store, then 
bought online

Percentage of 
customers who have 
browsed products 

online, then 
bought in store

Online store

Critical to success is cross-channel conversions 8

Trial

Visit

Purchase
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Connecting and empowering 
WKH�VKRS�ÁRRU
'DWD�XVHG�WR�EH�WKH�GRPDLQ�RI�ÀQDQFH��%XW�WHFKQRORJ\�LV�
democratising data and allowing employees of all levels to 
choose the information and performance metrics they need 
WR�GR�WKHLU�MRE�ZHOO�

Connected Retail will empower in-store employees, 
allowing them to access to data through mobile devices 
VR�WKDW�WKH\�FDQ�PDNH�UHDO�WLPH�GHFLVLRQV��7KH�VKRUW�
DQG�ORQJ�WHUP�EHQHÀWV�RI�PDNLQJ�WKLV�FKDQJH�WR�WKH�
business include: 

�� delighting customers with personalised service

�� enable staff to build meaningful customer relationships

�� opportunities for targeted sales and conversion

�� providing customers with an incentive to become 
brand advocates

�� drive an ongoing relationship and loyalty.

7KHVH�GHYLFHV�DOVR�HQDEOH�WKH�GLJLWLVDWLRQ�RI�LQWHUQDO�
SURFHVVHV�WR�GHOLYHU�UHDO�WLPH�LQIRUPDWLRQ�DQG�HIÀFLHQF\�
across operational task management.
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Figure 7: “I am happy for stores to establish my location through my mobile phone?” 9

customer.mind 
provides a 
real-time view of 
customer voice
Fuelled by the increasing amount of 
digital data, rather than speculate 
about what customers want – 
retailers have the opportunity to 
tune into what their customers are 
saying and gauge their ‘actual voice’ 
in real-time.

By tapping into multiple data 
sources10, PwC’s customer.mind 
aggregates, structures and scores 
this information to establish the 
‘actual voice’ of the customer. 

Where traditional customer research 
has been episodic and siloed in 
customer or service departments, 
customer.mind lifts up these 
insights to enable a live, natural 
view of the customer ecosystem that 
can be utilised and actioned across 
multiple areas of the business:

Marketing
�� Message development and 

response monitoring

�� Content marketing support

Sales
�� Sales optimisation support

�� ,QÁXHQFHU�LGHQWLÀFDWLRQ�DQG�
advocate program support

Service
�� ,GHQWLÀFDWLRQ�RI�VHUYLFH�

satisfaction drivers

�� Real-time customer advocacy

Innovation 
�� Feeding ideation

�� 7HVW�PDUNHW�UHVSRQVH�PRQLWRULQJ

Operations
�� Fraud detection

�� Collaboration support

Do you know your  
customer.mind? Contact 
3Z&�WR�ÀQG�RXW�PRUH�
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%ULQJLQJ�LW�WR�OLIH� 
Imagine if stores and systems ‘had a voice’

By 2020, the pace of technological 
innovation will have accelerated even 
more and mastery of new technology 
SODWIRUPV�ZLOO�GHÀQH�WKH�UHWDLO�ZLQQHUV�
of tomorrow. 

7RGD\��WKH�HQGOHVV�DLVOH�LV�D�UHDOLW\�DQG�
ZH·UH�DW�WKH�FXVS�RI�ÁH[LEOH�GHOLYHU\��
digital wallets, social shopping, on-
demand manufacturing and wearable 
technology becoming common place. 

7KH�TXHVWLRQ�LV��KRZ�ZLOO�WKHVH�
technologies enhance the Connected 
Retail operating model and 
provide more granualar insights to 
enhance success?

The technology ask

For retailers the use of new 
technology is likely to revolve 
around the following three 
business needs:

Deeper understanding of the data 
available on customers, business 
and the market to provide a 
detailed view of behaviour and the 
make predictions (Big Data).

Granular comprehension of 
product movement to meet 
regulations, reduce costs, increase 
safety, and mitigate risk and loss.

Perpetual connectivity and 
communication manifested by the 
rise of the internet penetration, 
smart devices, and social media.

The experience
Imagine if retailers could anticipate 
customer needs, so that they always 
had access to a full range of products 
at all times while in-store. This would 
deliver an extraordinary experience 
and increase advocacy. 

The operations
Imagine if the store manager knew 
what was happening in every part 
of their store at anytime. If a retailer 
could have a real-time, live pulse 
across its teams, inventory, supply 
chain and operations. 

The performance
Imagine if a store was ‘alive’ and 
could communicate information about 
the health of its own assets and 
systems. If a retailer could plug in to a 
live feed, it could respond in real-time 
to improve performance. 

,PSDFW�RQ�SURFHVV

,PSDFW�RQ�SURFHVV

,PSDFW�RQ�SURFHVV

With staff utlisation strongly reliant on 
data interpretation, skills required for 
customer service will be significantly 
impacted. 

Retailers that manage curated pricing 
models effectively could see real gains 
in revenue and inventory management. 
This will mean having a clear single view 
of customer and working to understand 
the nuances and correlations between 
behaviour and pricing.

Retailers will need to anticipate a variety of 
risks and to mitigate against these threats 
across all channels. Risks in any one 
channel may represent a threat across all 
channels and the overall business.

Early warning signals for maintenance and 
repairs have the potential to shrink supply 
chains. At the same time, 3D printing can 
help reduce equipment down times.

With increased access to data retailers 
are in an opportune position to create 
Customer Profiles that provide a rich 
picture of customer behaviour and 
preferences. With this information they’ll 
be able to offer benefits that are more 
meaningful and personalised.

The Endless Aisle concept embraces a 
move toward true integration between 
what have ‘traditionally’ been regarded 
as off and online channels. With trends 
such as mass customization, 3D printing 
and virtual fitting rooms – retailers are 
in a position to reimagine the physical 
environment.

Real-time marketing effectiveness across 
the organisation driven by location-based 
data and predictive analytics, enable 
retailers to predict what a specific shopper 
will care about, based on the behaviour 
of their peers, and be able to present that 
offer when it’s relevant. 

With effective profiling, stores will be able 
to provide customer service employees 
with more comprehensive Training and 
information about shoppers’ preferences 
and product benefits. If handled properly, 
this can streamline a sales process and 
make customers feel truly valued. 

With increased transparency across 
systems and customer behavioural data, 
the ability to provide Curated Pricing 
becomes a very real opportunity for 
retailers to improve conversion rates.

Efficient staff utilisation will mean real-
time customer support, personalised and 
delivered where and when it is requested. 
Digitisation and automation of resourcing 
will also translate to redefinition of roles, 
better streamlining and prioritisation of 
tasks to reduce costs.

By opening up a richer store of information 
and real-time customer data, Loss 
Prevention and Cybersecurity will be a 
top priority for Connected Retailers. loss-
prevention schemes.

Predictive maintenance means sensors 
embedded in manufacturing and retail 
equipment will self-diagnose for repairs, 
some of which can now be done locally by 
‘printing’ parts.

Today planograms are based on a variety 
of assumptions about how consumers 
walk through a physical store. Digitised 
Space Planning will utilise both customer 
data and geolocational technology to 
evolve and make this process more 
efficient.

Inventory Management technology, 
such as, digital tolerance meters and 
motion analytics, will enable growth 
in sophisticated displays that allow 
customers to access a retailers full range 
products, in a multitude of sizes, colours, 
and features, regardless of location.

Real-time tracking leads to real-time 
re-routing based on need as store sensors 
monitor product stock levels and signal 
stock outs.

Smart shelves combine sensors on 
shelves, equipment and products that 
send up-to-the-minute information to 
analytics applications that process to 
optimise sales.

Store managers will need to update 
merchandising models to reflect new 
customer behaviors. This may change 
space allocation and placement fee 
revenue.

Next-generation displays will aim to 
generate sales from wider selections. 
They’ll also be able to predict trends 
by allowing retailers to capture more 
information about customer interests, 
and they may even allow real-time 
merchandising experimentation. 

As information is exchanged digitally 
across the chain, retailers and their 
suppliers will make real-time inventory 
decisions, just as manufacturers have 
been doing. 

Product and shelf sensors coupled with 
RFID can collect data throughout the 
entire supply chain – from dock to shelf. 
This could lead retailers to re-architect 
how operations and business intelligence 
capabilities are deployed. 

Stores will need to rethink their use 
of physical floor space to optimise for 
being a showroom, a fulfillment center, 
a manufacturer, or more. The concept of 
products may also change. 

A richer customer profile will enable more 
meaningful, context-sensitive interactions. 
It will also help to understand customers at 
a more granular level. 

Up-to-the-minute information about the 
sales environment will allow marketers to 
adjust promotions and prices dynamically, 
based on activity, proximity, purchase 
history and preferences. 

The role of customer services will 
significantly change – with an impact on 
training techniques, competency models 
for hiring, and even compensation.
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%ULQJLQJ�LW�WR�OLIH� 
)XOÀOPHQW��WRGD\��WRPRUURZ�DQG�EH\RQG

Instacart: Delivering a magic experience
In a sector that is dominated by the heavy-hitting technology players, Instacart 
is making an impression with its ‘managed crowdsourcing’ online grocery 
delivery service. Founded in 2012, within two years the startup has received a 
US$2 billion valuation and locked down US$220 million in VC funding.12 

Purporting to be ‘the best way for people anywhere in the world to shop for 
groceries’ – Instacart customers do their grocery shop through the company’s 
app, selecting goods from a range of retailers (including Safeway, Wholefoods 
and Costco). Once the order is placed it is goes through to one of Instacart’s 
4000 personal shoppers, across 15 cities (in the US)13 and they do the 
shopping and in some cases deliver the groceries to the customer, usually 
ZLWKLQ�WKH�VSDFH�RI�D�FRXSOH�RI�KRXUV�IRU�ÁDW�GHOLYHU\�IHH��

According to Founder, Apoorva Mehta (speaking to Business Insider 
Australia14) the key to the apps success lies in the intelligence of the app, 
ZKLFK�GULYHV�DEVROXWH�HIÀFLHQF\�´7KLV�DSS�LV�H[WUHPHO\�LQWHOOLJHQW��ZKHQ�WKH\�
>,QVWDFDUW�VKRSSHUV@�DUH�DW�WKH�VWRUH��ZH�NQRZ�H[DFWO\�ZKHUH�DOO�WKH�LWHPV�DUH�
ORFDWHG��ZKDW�GHSDUWPHQW��ZKDW�LVOH��ZKDW�VKHOI��7KH�GULYHUV�DUH�URXWHG�LQ�WKH�
VWRUH�DV�ZHOO�DV�RXWVLGH��:H�JHW�DV�PXFK�HIÀFLHQF\�DV�SRVVLEOH�ZKHQ�ZH�IXOÀO�
these requests.”

Amazon’s drone army 
on the rise
With Amazon getting the go-ahead 
in the US from the Federal Aviation 
Authority to begin testing delivery 
through drones, a study from 
ÀQDQFLDO�ÀUP�$5.�,QYHVW�KDV�UHYHDOHG�
WKH�FRVW�VDYLQJV�IRU�WKH�UHWDLOHU�

7KH�UHVHDUFK�VXJJHVWV�WKDW�GURQH�
GHOLYHULHV�FRXOG�EH�FKDUJHG�RXU�DW�
as little as USD$1 per delivery, with 
a delivery wind down of less than 
���PLQXWHV�²�PHHWLQJ�WKH�LQFUHDVLQJ�
¶QHHG�LW�QRZ·�GHOLYHU\�H[SHFWDWLRQV�
RI�FXVWRPHUV��

“The breakthrough is the value that 
GURQHV�RIIHU�FXVWRPHUV��LQ�WHUPV�RI�
WKH�FRVW�DQG�WKH�FRQYHQLHQFH�µ�VDLG�
$5.�,QYHVW�DQDO\VW��7DVKD�.HHQH\�15

$XVWUDOLDQ�FXVWRPHUV�DUH�GULYLQJ� 
WKH�QHHG�IRU�D�FKDQJH�LQ�IXOÀOPHQW 11 
What do they do if...

If basic delivery was 
free, they would be 
willing to pay for 
delivery:

The most important 
return options for 
online purchases 
include: A paid return label Return to store Return to a 

convenient 
location

Imagine if... 

Within a specific 
time frame

Within a specific 
time frame

On the same day Within 1-2 day 
delivery

Within 90 minute 
delivery for in-
store purchases

Products are out of 
stock while they are 
shopping online? 

Buy in-storeSearch on 
another site

Wait for it to 
come in stock

Would not buy it

A live inventory count 
is not displayed? 

Would still  
order it

Buy on 
another site

Would abandon 
the purchase

Would buy  
in-store

:KDW�GRHV�WKH�IXWXUH�RI�IXOÀOPHQW�ORRN�OLNH"

.H\�FRQVLGHUDWLRQV�IRU�WRPRUURZ·V�IXOÀOPHQW�PRGHO
‘Anytime, anywhere 
IXOÀOPHQW·�UHTXLUHV�UHDO�
time, accurate stock visibility

In order to successfully offer the option 
RI�¶RUGHU�IURP�DQ\ZKHUH��IXOÀO�IURP�
anywhere’ retailers must have full and 
real-time visibility and availability of 
inventory, regardless of what point it is 
at in the supply chain. A more dynamic 
approach to inventory visibility lies 
in the adoption of technology to 
provide item level tracking and the 
ability to connect this through from 
manufacturer through to the customer. 
7KH�QHHG�IRU�G\QDPLF�LQYHQWRU\�
management is fuelling increased 
adoption of technologies like RFID and 
cloud-based solutions to achieve end-
to-end transparency. 

)XOÀOOLQJ�¶QHHG�LW�QRZ·�
delivery expectations requires 
innovative transport solutions

Customers to date have been seemingly 
VDWLVÀHG�ZLWK�D�GHOLYHU\�OHDG�WLPH�RI�D�
IHZ�GD\V�RU�DW�D�VWUHWFK�QH[W�GD\��7KLV�
mindset is changing to ‘need it now’ 
– with tolerance for longer delivery 
OHDG�WLPHV�TXLFNO\�GLPLQLVKLQJ��,Q�
order to meet this, retailers will need 
to consider innovative ‘out of the box’ 
GHOLYHU\�VROXWLRQV�WKDW�SURYLGH�ÁH[LEOH�
options and can still be executed 
SURÀWDEO\��7KLV�GHPDQG�IRU�TXLFNHU�
and agile delivery is seeing trials 
with alternate modes of transport 
(eg drones and crowd-sourced 
delivery), as well as the emergence of 
drop ship arrangements.

‘Whatever I want, now’ 
requires dynamic order 
management systems

Dynamic order management 
technologies will underpin efforts 
WR�SURÀWDEO\�GHOLYHU�LQ�WKH�¶ZKDWHYHU�
I want, now’ world. Dynamic order 
management systems will need 
to apply sophisticated algorithms 
to connect inventory location and 
shipping cost data to make timely 
decisions about delivery, in the 
context of meeting more complex 
FXVWRPHU�VHUYLFH�UHTXLUHPHQWV��EXW�
QRW�VLJQLÀFDQWO\�LQFUHDVLQJ�WKH�FRVW�
to serve. 

:KR·V�DOUHDG\�¶IXOÀOOLQJ·�WRPRUURZ·V�PRGHO"
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How we 
get there

Innovative 
transport 
methods

Fluid rates 
from port to 

point

Pick from 
anywhere

Multiple 
storage 

locations
Set  

storage 
location

Set  
picking 
location

Set  
delivery  

rates

Set  
transport 

modes

7RGD\ 
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�G\QDPLF�



19Connected Retail18 PwC 

Food for 
thought
Omnichannel retail is no longer enough to remain 
competitive and be successful in the retail industry. 
In the near future, we will see many retailers 
moving toward the next generation of retail, which 
is connected.

Connected Retail is about ensuring that the 
customer has a seamless experience across all 
interactions with the retailer – from marketing 
and supply chain, to the in-store and digital 
experiences. It is about being able to deliver 
a branded customer experience throughout the 
FXVWRPHU�MRXUQH\�URDGPDS�

7KH�HVVHQWLDO�HOHPHQWV�RI�GHOLYHULQJ�&RQQHFWHG�
Retail include a mindset change, reshaping of 
organisational structures and changing the way 
in which employees are incentivised��7KH�QHZ�
operating model must be customer centric, agile, 
and powered by technology, data and analytics, 
whilst the metrics used for retail performance need 
WR�HYROYH��VKLIWLQJ�DZD\�IURP�MXVW�VDOHV�DQG�WRZDUG�
customer advocacy. 

,W·V�QRW�MXVW�UHWDLOHUV�WKDW�ZLOO�IXQGDPHQWDOO\�
change their operating models – suppliers of 
consumer goods will become Connected Retailers 
too. Particularly as digital platforms evolve, 
allowing manufacturers to interact directly with 
individual customers.

They had a digital shopping 
assistant to help them 

navigate the store

Customers were recognised 
and greeted at the door 

of the store by name

$QG�FRXOG�ÀQG�RXW�PRUH�
about the products they 

were interested in through 
smart displays 

Plus they received offers 
that were customised to 
their personal shopping 

preferences… while 
shopping.

Imagine if... 

Can you meet 
the needs of 
the ‘always on’ 
customer? 

Explore how you can meet 
the needs of the ‘always on 
FXVWRPHU�LQ�3Z&·V�VKRUW�ÀOP�
What if the store had a voice?

http://digital.pwc.com/if-stores-had-a-voice/


SZF�FRP�DX�FRQQHFWHGUHWDLO
© 2015 PricewaterhouseCoopers. All rights reserved. 
3Z&�UHIHUV�WR�WKH�$XVWUDOLDQ�PHPEHU�ÀUP��DQG�PD\�VRPHWLPHV�UHIHU�WR�WKH�3Z&�QHWZRUN� 
(DFK�PHPEHU�ÀUP�LV�D�VHSDUDWH�OHJDO�HQWLW\��3OHDVH�VHH�ZZZ�SZF�FRP�VWUXFWXUH�IRU�IXUWKHU�GHWDLOV�

Liability limited by a scheme approved under Professional Standards Legislation. 
127025693 /19

)LQG�RXW�PRUH�DERXW�
Connected Retail

Acknowledgements
Nirosha Methananda,  
Inga Freiin Von Fircks,  
Andrea Marffy,  
Jenna Ralph,  
and Chris Warry.

Stuart Harker 
*OREDO�5HWDLO�	�&RQVXPHU�
Advisory Partner
+61 3 8603 2280 
+61 418 339 231 
stuart.harker@au.pwc.com

Further information
1. Matyszczyk, C., ‘Former retail chief: Only 1 in 100 Apple store visitors actually buys’, 

CNET, 10 July 2014

��� 3Z&�*OREDO�5HWDLO�6XUYH\������LQWHUYLHZ�SURJUDP

3. PwC interview with Paul Kennedy, former Online Program Manager at John Lewis 
DQG�FXUUHQW�&,2�RI�$3*�	�&R��6SRUWVFUDIW��6DED��:LOORZ��-DJ�

4. ASOS PLC website – www.asosplc.com/our-ambition-and-strategy

5. Wesfarmers Sustainability Report 2014 – sustainability.wesfarmers.com.au

6. Nielsen press release, ‘Global consumers are willing to put their money where their heart 

is when it comes to goods and services from companies committed to social responsibility’, 
17 June 2014

7. Visser, W., ‘Future trends in CSR, The next 10 years’, CSR International Inspiration 

Series, No. 11, 2012

��� 3Z&�*OREDO�5HWDLO�6XUYH\��������������RQOLQH�LQWHUYLHZV�ZHUH�FDUULHG�RXW�RYHU�
19 territories during August and September 2014. Australian results are based on 
subset of 1,002 online interviews.

��� 3Z&�*OREDO�5HWDLO�6XUYH\��������������RQOLQH�LQWHUYLHZV�ZHUH�FDUULHG�RXW�RYHU�
19 territories during August and September 2014. Australian results are based on 
subset of 1,002 online interviews.

10. Data sources may include and are not limited to: media, social graphs, social services, 
web chat, apps, online behaviour and call centres. 

���� 3Z&�)URVW�	�6XOOLYDQ�$XVWUDOLDQ�UHWDLO�VXUYH\��������2QOLQH�LQWHUYLHZV�RI�������
Australian consumers were carried out during July 2014. Please note that some 
results have been omitted. 

12. Fast Company Staff, ‘The World’s Top 10 Most Innovative Companies of 2015 In Retail’, 

Fast Company, date unpublished

13. Solomon, B., ‘America’s Most Promising Company: Instacart, The $2 Billion Grocery 

Delivery App’, Forbes, 21 January 2015 

14. Lynley, M., ‘Instacart Is A New Startup That’s Going To Eliminate Your Trips To The 

Grocery Store’, Business Insider Australia, 6 September 2012

15. Kern, C., ‘Amazon drones could provide delivery for as little as $1’, Integrated Solutions 

for Retailers, 16 April 2015

John Riccio 
Digital Change Leader
+61 3 8603 4968 
+61 419 275 097 
MRKQ�ULFFLR#DX�SZF�FRP

Richard Blundell 
'LUHFWRU��5HWDLO�	�&RQVXPHU
+61 3 8603 0086 
+61 415 881 841 
richard.blundell@au.pwc.com

Join the conversation 
SZF�FRP�DX�GLJLWDOSXOVH

Subscribe for updates: 
SZF�FRP�DX�GLJLWDOSXOVH�VXEVFULEH

Follow us on Twitter 
#3Z&$8GLJLWDO


