


Welcome to The Pulse of Retail 2023

Olga Kotsur
CEO - Mercaux

I’m thrilled to welcome you to the fourth edition of our annual report
where we take the pulse of digital transformation in the retail industry,
and for the first time warmly welcome our fellow MACH Alliance
members, Fluent Commerce, commercetools and Orium who have
jointly commissioned this year’s research with us.

This year’s survey is taken with a backdrop of great uncertainty,
beginning with the recovery efforts from the global pandemic, the awful
impact of the war in Ukraine and the cost of living crisis affecting many
households across the world. The results of our survey reveal that
retailers are bullish in their plans to counteract these challenges with
many looking to invest through the rising interest rates and recession to
bring stability, and even growth, to their business.

These tactics appear to be underpinned by the high importance that
retailers are placing on MACH principles to future-proof their
businesses, particularly those around composability, both online and in-
store, so it’s apt that this year we welcome the views of our MACH
Alliance partners to the report.

With such unpredictability from one month to the next, Mercaux will
commit to updating the findings of this report towards the end of Q2
2023 so that you are able to further benchmark your 2023 plans
against those of your peers. We will release an addendum to those that
have downloaded this original report. If your colleagues would also like
to receive this update, then please let us know (details at the end of this
report).

The team at Mercaux will be hosting a roadshow following the release
of this report to discuss the findings. If you would like to attend one of
these sessions or book one of our complementary virtual consultations,
then please get in touch.

Best Wishes
Olga




Executive Summary

1.

Retailers planning to invest their way through
global recession

2.

Composable architecture important for 91%| of
retailers (but only 2%l claim they are fully
composable)

3.

67% of retailers ready for Next Generation
Technologies, with a further 30% mid-way
through updating their infrastructures

4.

Deployment of in-store technologies double
in a year, with one popular in-store technology
nearly tripling in this time frame

5.

The top technology in “launch phase” for
half of the geographies we surveyed is Next
Generation Distributed OMS

6.

The most popular solution in the “planning”
phase for retailers are focused around
in-store customer experience

7.

Customers wishing to experience a
frictionless omnichannel customer
experience can do so in just 11% of retailers

Transitioning from Legacy POS to Next
Generation solutions is important for
79% of retailers surveyed

9.

Customer self-checkout solutions revealed
as the most important evolution for POS
when it comes to the store




About the Respondents

Mercaux worked with CensusWide, a global insight-driven research company, to
poll 550 retail executives that work in the headquarters of retailers that operate
both e-commerce and brick and mortar stores (excluding Food, Wine and Grocery).
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1. Retailers to invest their way
through global recession

With the backdrop of a recession, it might come as a surprise that retailers are choosing investment as a way to
counteract the impacts. In fact, it was CEOs in the UK and US that were particularly vehement in their intent to
continue investing, with 83% agreeing to increased investment in e-com, and 72% opting to increase investments
in brick and mortar. These sentiments were closely aligned with other members of the C-suite who participated in
the Pulse of Retail 2023.

A report by Business of Fashion, The State of Fashion Technology, brings further clarity to this intent as they
revealed that the C-suite is set to double the amount of revenue they reinvest into technology by 2030,
commenting that “fashion players that fail to embrace these technologies will face existential challenges, while
their tech-savvy counterparts should see measurable bottom-line benefits.”

On the growing impetus to invest, Chris Holley, Global Director, ISV Partnerships, commercetools, commented:

“The findings from the report indicating that so many retailers are intending to transform do
not come as a surprise. Frictionless customer experience is at the forefront of modern
commerce. We expect to see more retailers realise that failing to modernise and free
themselves from legacy technology stacks will negatively impact them in the long term —
ignoring this inevitability will slow retailers’ growth, and negative, inflexible shopping
experiences will drive away customers looking for convenience.”

Perhaps surprisingly, 10% of those in e-commerce roles are in favour of investing less in their sector, with 15%
opting to maintain, and the remaining intending to increase. Eight in ten of those in the IT function who have
dedicated a lot of their time over the past few years in ecom are in favour of funnelling more towards this channel.

After falling heavily in the first half of 2022, e-commerce funding worldwide experienced a slight rise once again in the
latter half. ONS figures indicate that the online share of retail has consistently fallen since it peaked in January 2021 (in
the UK). Yet our findings show that many retailers continue to see the value in investing in online, as they not only
consider their long term e-commerce strategy, but how it could also support a frictionless omnichannel one too.

| 50% plan to increase budgets to digitally transform the store,

whilst 39% plan to maintain budgets

Half of respondents plan to spend more on in-store technologies in 2023 to capitalise on footfall as basket sizes
shrink in response to economic difficulties. By making the most of every store visit through a variety of in-store
technologies, retailers are looking to get ahead of the competition, offering a mix of digital and physical
experiences ahead of their rivals. Where investment has been high in upgrading legacy backend systems to
support e-com growth and service models emerging during periods of lockdown (such as curbside pickup and
BOPIS), retailers are quickly realising that they can extend these to store to enhance the customer’s experience.
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Investment in e-commerce technologies

Increase investment by vertical Maintain investment by vertical

Footwear 76% 67%

71% Specialty Gifts

Sportswear 66%

Fashion & Apparel 63%

Health & Beauty 62% Home Decor

Investment in brick and mortar technologies

Increase investment by vertical Maintain investment by vertical

Footwear 71% Jewellery 56%

55%

Sportswear 52% Toys 54%

Department Store 52% Home Decor 50%

Fashion & Apparel 50% Health & Bea 47%

News for store staff was mostly positive, as 43% of retailers plan to maintain
staffing levels, whilst 44% will actually look to grow their store teams. These
findings fall in line with growth in store numbers, as 45% are planning to grow
their store footprint in 2023, with only 9% planning to reduce their numbers.
This reveals that a lot of our respondents will be looking to brick and mortar
for revenue growth in 2023. Benelux (27%) and Spain (30%) recorded the
lowest intention for store growth in the survey.



https://www.cbinsights.com/research/report/retail-tech-trends-q3-2022/






https://ok.commercetools.com/hubfs/Statamic/Files/B002_commercetools_NaysayerDataReport_Final.pdf


















https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html
https://www.scandit.com/resources/reports/future-fashion-in-store-engagement/









http://fluentcommerce.com/



https://www.cbinsights.com/research/report/retail-tech-trends-q3-2022/
https://commercetools.com/commerceinnovation
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/timeseries/j4mc/drsi
https://www.scandit.com/resources/reports/future-fashion-in-store-engagement/




