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The demands of store personnel continue to grow.  Their focus needs to be on the customers 
shopping in the store.  Their attitude needs to be positive and they need to be in a position to 

provide assistance to the customer.  They must manage all the preparation required to ensure that 
the store is always ready for the customer.  Telecommunications (and mobile communications), 
when properly deployed, can enhance the ability of performing these necessary responsibilities!  
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This document is designed to help Retail IT departments establish a strategy to take 
advantage of advances in telecommunications while maintaining simplicity and 
taking advantages of a variety of applications at the store.  As we witness rapid 
advances in telecommunications, internet and mobile communications there are 
opportunities to enhance the customer experience, reduce costs, improve overall 
communications and efficiency at the store.  However, if not careful, stores can be 
easily overwhelmed with complexity.  The store requires IT to simplify the use and 
maximize the functionality of technology in the store. 
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Keep “IT” Simple! 

Simplicity is the #1 request from the stores, right next to reliability and availability.  
The ability to simplify while maximizing functionality has 2 key prerequisites:   
 

1.  Knowledge of duties/process performed by the people working at the store 
2.  Awareness as to current capabilities and options in the marketplace   

 
Simplifying business process through integration and automation is powerful and 
can make store personnel more productive and efficient.  That enables them to put 
more focus on the customer which results in higher customer satisfaction.  However, 
simplifying isn’t just about cutting out steps or cutting out a piece of technology.  It 
requires ‘ease of use’ as well as reducing the number of keystrokes, mouse clicks, 
screens, look-ups, devices and the time it takes to accomplish the task. 
 
When an old phone system is replaced with a new one that has more functionality, 
ensure it will be an improvement for the store.  Experience has shown that some 
new phone systems can take more time and key strokes to execute simple tasks.  
Unlike other equipment, a phone system is a 5-10 year decision and that is too long 
a time to live with a system where store personnel wish they had the old system 
back. 

Learning from the Past 

Retail is demanding and requires squeezing every ounce of benefit from the 
technology being deployed.  At the same time, the business needs to move forward 
and IT needs to be able to accommodate.  Since the telephone system will be 
around for a long time and phone calls into the store are a proven revenue source, 
more focus needs to be on what type of phone system is being implemented. 
 
Historically, phone systems were a ‘buy it and forget it’ investment where little 
business intelligence existed.  However, the phone system in the branch or store 
can be one of the most underleveraged assets in IT.  In the pursuit of leveraging the 
phone system, don’t underestimate the transitional impact from those 15-20 year old 
phone systems to a ‘new’ system.  There can be a steep learning curve when you 
make that type of transition.  
 
When replacements are planned, there are distinct benefits when focus is on 
supportability and manageability and using just primary vendors.  However, mistakes 
can be made by assuming that the primary vendors have the best solutions for 
stores or assuming that ‘simplicity’ from a vendor perspective is the same as store 
personnel’s definition of simplicity.  Experience dictates that proof of concepts need 
to include actual users in order to validate vendor statements and to help weed out 
assumptions usually made during an evaluation process. 
 
In order to minimize negative impact, during evaluations and functional reviews, 
understand ‘How’ a function will be used, ‘Who’ will be using it, ‘When’ they would be 
using it and ‘What’ benefit will it provide.  When those questions are addressed 
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Converge! 

Contacts, calendar 

Mobile Phone 

Pager 

Camera 

during the review of technology, problems and complexity will be identified before 
frustration is heard from the store. 
 
In addition to the improvement in technology offerings for retail telecommunication, 
the way a consumer views a phone has dramatically changed.  During the past 10 
years or so we witnessed the convergence of a variety of productivity and 
communication tools.  Mobile phones continued to increase in functionality while 
shrinking the need for additional devices.  Back before the convergence was reality, 
some felt that the need for multiple devices will always exist and if there was ever to 
be a convergence, the phone was not the right device to centralize all this 
functionality.   
 

 
 
Today, the conveniences included in the new smartphones make the phone or tablet 
the ‘obvious’ choice for those other functions to converge.  Even though some still 
don’t have a cell phone and some still carry pagers, the mobile (smart) phone has 
become a key to communication.  The market is showing that mobile phones and 
smart phones are more popular than most people ever imagined.  Families are 
utilizing mobile communications as a standard way to interact with each other 
throughout the day.   
 
In a report on Internet Trends by Morgan Stanley, they forecasted that mobile 
access will continue to increase in popularity and will soon out number PCs. 
 

 
http://www.slideshare.net/CMSummit/ms-internet-trends060710final 

http://www.slideshare.net/CMSummit/ms-internet-trends060710final
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Beyond face-to-face communications, telecommunications and mobile technology 
are an increasingly integral part of interfacing with customers as well as 
communicating with other store personnel, other stores, corporate staff, distribution 
centers, vendors, etc.  This is where the opportunity lies:  Utilize store phone 
systems to do more than just provide dial tone!   
 
When the learning from the convergence of various devices into a smart phone is 
applied to the various functions and devices in the store, the opportunity to converge 
becomes apparent.  The purpose of the convergence isn’t just about eliminating a 
piece of equipment, it’s about providing store personnel with mobility to perform 
functions that are generally limited to sitting in front of a computer or walking to the 
back of the store and picking up a scan gun.   
   
 

 
 
IT is in an excellent position to help Retail Stores simplify their environment-but not 
just simplify, the potential exists to drive an increase in productivity and sales. By 
increasing access to business intelligence and converging functionality on to a single 
device, store associates are empowered to do more with less and spend more time 
in front of the customer. 
 
Think about store personnel with the ability to perform multiple functions while 
walking down an aisle:  Answer a customer’s question regarding an out-of-stock, 
order more product, look up sale history or price history by scanning a product, 
receive a phone call, pull up planograms and compare to the display, pull up call 
history for various departments, send a picture of a display back to headquarters, 
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check availability of store personnel, receive a text once routine tasks are 
completed, check on orders, video customer feedback and share a training video 
with staff-all from a single device.  
 
Those are a few of the potential benefits and advantages in making use of current 
technology and applying it to the needs of the store.   

The Problem – Not all phone systems are built with ‘ease of use’. 

With the advantages of new technology, assumptions should not be made that a 
new phone system will make a retail store more productive or efficient.  In an effort 
to position products for the larger market, most phone systems are designed for one 
general environment, whereas some are customized for the retail environment.  
 
When the old key system is replaced by a new IP based ‘general office’ phone 
system, expect complaints on how many key strokes it takes to page or to transfer a 
call.  Or store personnel complaining about having problems making or answering 
simple phone calls.  The reason for this is that not everyone is used to new 
technology and can be intimidated when they have to figure out how to use a new 
phone—they want to just pick it up and use it like the old one.  They may even 
demand the system simulate the old key system.  With the high employee turnover 
in the stores, training is continuous and store personnel need to be in a position to 
assist the new employees—they can’t be struggling with the new phone system.   
 
Providing store management with more functionality and better reporting while still 
providing simplicity for store personnel is the objective in solving the problem.  When 
stores get the new phone system, they should experience a true benefit with the new 
equipment, rather than frustration and requests to put back the old system.  Don’t be 
mistaken to think that time and familiarity with the new system will solve the 
problem-it often doesn’t. 

The Checklists 

When evaluating phone systems, use a specific checklist that identifies what’s most 
important.  There should be one checklist from a store perspective and one from an 
IT perspective.  Both are important and need to be factored into the analysis.  And 
whenever there is a conflict in the decision making process, always provide the 
advantage for the store.   

Store Check List 

o Communicating with customers  

Excellent customer service begins with communicating with the customer and 
understanding their needs.  Many customers will want to call a store to ask 
questions and they don’t just call from home; they are mobile and want quick 
answers as they are making a decision to go to one store or another while 
they are at a red light or walking through a parking lot to their car. They want 
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to talk with someone within 10-30 seconds.  When a customer has options, 
they will use those options when they have trouble getting through.    
 
When servicing customers, there is a different perspective on technology.  
Many of the newer telephony platforms are focused on the unified 
communications interface and not the basic functionality needed on a counter 
in the store. Phone menus, key strokes and screens need to be ‘store 
intuitive’ not ‘engineer intuitive’.  There is no time to ‘figure things out’.  It can 
be frustrating (or embarrassing) when a customer is waiting while store 
personnel are pulling out documentation or asking a peer on how to do a 
basic function on the phone.  

o Communicate with store personnel  

In larger store formats, it is important to be able to contact someone without 
having to physically search for them.  Providing everyone with a low cost 
mobile device increases efficiency.  Digitally Enhanced Cordless 
Telecommunication (DECT) devices generally fulfills this need.   
 
In stores where all personnel carry a mobile device, simplify the ability for an 
associate at the register (Point of Sale) to reach the supervisor by providing a 
canned text message from a push button pendant or POS function key.  This 
would be more efficient and less disruptive to the store than paging or trying 
to make a phone call. 
 
However, many retail stores can’t afford to give everyone their own mobile 
device so evaluate the features in the phone system that integrates with other 
‘personal’ mobile devices.  As an example, there are tools that allow an 
‘ITouch’ or ‘IPad’  to function as a phone when it is located in proximity of the 
local area network (LAN).  There are a variety of personal devices that people 
have--tap into those resources by ensuring the options of integration. 

o Call  Reporting  and Analytics  

Although each store manager may have a unique approach to how they run 
their store, without specific call reporting, they can only make assumptions  
about calls they receive.  There is extreme benefit to seeing real-time call 
statistics-(What gets measured gets managed).  Below is a few of the most 
popular factors from call reporting: 
 

¶ The total number of calls and their distribution throughout the day with 

flexible intervals (every 5 min, 10 min, 30 min, 60 minutes) 

¶ Reports should have flexibility to breakdown by departments 

¶ Show the number of abandoned calls 

¶ Show (again by department) how long it takes to answer the phone, the 

length of time customers are being place on hold and the number of times 

they are transferred 
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Without reports, managers generally assume a lower volume of calls based 
on what they handle or observe. There are far too many calls that go 
undetected especially those that hang up because they are tired of waiting. 
 
One store manager that was provided detailed reports, was amazed to find 
out that the highest call volume was between the hours of 5:30 am and 7am-
employees verifying their work schedule.  Routine scheduling questions are 
now being handled with an auto attendant and staffing decisions are now 
being made based on business intelligence now available through the phone 
system.  That same manager was also surprised to find out how the volume 
of calls changed throughout the entire day. 
 
This type of reporting not only assists in staffing decisions but it also identifies 
which departments are neglecting phone calls resulting in the loss of sales. 
 
As you step back from an individual store and think about the enterprise of 
stores, statistics across all the stores and by each department within each 
store, will provide opportunities to analyze business intelligence on a wider 
scale.  Ensure the capabilities exist to bring data from all store phone systems 
into a consolidated view. 

o Mobile Functionality  

Functionality for mobility should be in the basic design of retail applications 
and the phone system.  True mobility provides that anything that can be 
performed at the desk can occur anywhere in the store. The system should 
go beyond just offering cordless phones--It should offer integration with other 
applications on the mobile device.   
 
With texting functionality, it eliminates the need for overhead paging to 
another person and is becoming quite popular.   
 
Also, there should be a simple way to forward office calls to a cell phone.  
And if a call is active, there should be a simple way to shift the call from a 
desk phone to a cell phone without interrupting the call. 

o Feature Set  

Call Routing 
Should include a simple way to route or transfer a call to a specific 
department or person either through automated attendant or manually.  
 
Skill-based routing also provides the opportunity for superior customer 
service.  Having a call answered by someone that can address the call (first 
call resolution) is much better than having a call answered by someone that 
has to then transfer to another person.   
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In addition, the system should provide a seamless way to reroute calls to 
another store or site (intelligent call routing) in the case of unavailability of 
store personnel. This provides the opportunity to ‘load balance’ calls among 
stores.  The receiving store or site should be able to identify the calls intended 
destination.  This feature should be easy to set up locally and should not 
require complex configurations.   
 
Intelligent call routing can greatly reduce abandon rates.  Customers will 
hang-up (abandon the call) when they are on hold too long or being 
transferred around too many times.  Intelligent call routing is basically a series 
of call routing methodologies that ensure every call is handled quickly by 
available store associates or the predetermined off-site location.  While this 
methodology is sophisticated, the results are simple:  Quickly answered calls 
and lower abandon rates.  It is estimated that the average retailer has as 
much as a 20% abandon rate for calls into their stores. 

Paging 
A simple one button push to be able to page someone within the store and 
this ability should also exist on the mobile phones.  This is a standard function 
required by larger store foot prints.  However, paging should be used to 
deliver a message to all in the store. Too often it is used to track down 1 
person.   
 
An option for front end managers is to have pre-programmed buttons that 
directly request a supervisor, back office personnel, or whomever (to deal 
with a void check, price check, need change, etc).  The person being 
requested can receive a phone call and a pre-programmed text detailing what 
is needed.  This type of functionality should be inherit with the system and is 
an example of leveraging the phone system beyond basic functionality. 
 
The concept of “auto-paging” per department for inbound calls is also very 
important for departments who don’t have associates standing near to answer 
a ringing phone.  Calls can be ‘announced’ overhead that inform store 
personnel which department has a call waiting.  

Directory Services 
In addition to looking up department extensions and staff that work at the 
retail location, the system should have the ability to integrate into the 
company’s directory and customer database.  For example, when preferred 
customers call in, the phone system should be able to access data from 
customer records and then pull up a profile of information about them so the 
person answering the call can be more prepared as they answer the call.  

Conferencing/Transfe rring  
The system must have a straightforward way to add multiple people to an 
active call or transfer a call to another department.  Every system has this but 
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evaluate how easy it is to use as these features do not get used a lot-but they 
do get used. Any feature that isn’t used often must be easy to use or easy to 
remember how to do it.   
 
When transferring a customer to another department, it is preferred by 
customers to have the original person that picked up the call on the call when 
the new department picks up so they can introduce the customer and relay 
information so the customer does not have to repeat their request.  

Customer Greetings 
The system should allow multiple greetings for each department.  These 
greetings should be able to be managed locally or centrally.  The system 
should provide a simple way to implement a particular greeting across all 
stores or a subset of the stores at a predetermined time-on holidays or when 
special marketing campaigns are running where specific regions may need to 
vary the messages or offerings. 

On Hold Music/Messaging  
The system should have the flexibility to vary the on hold message or music 
depending upon the department, store or region.  Updates to the music or 
recording should be easy to do locally or centrally.  Many stores are getting 
creative with how they play automated messaging to callers waiting to be 
served.  It’s an opportunity to market specific products and services discreetly 
based upon the department requested.  Additional data could be captured 
that would assist in cooperative advertising efforts.   

o IVR  (Interactive Voice Response)  / Auto Attendant  

It is common practice to utilize auto attendants for incoming calls.  Validate 
the ease of setting up various menu options and ensuring flexibility to 
integrate extensions, departments and also outside lines.   
 
However, understand the ability to access data from customer and POS 
records as customers prefer intelligent routing where the system 
automatically accesses their profile in a database and then directs their call 
appropriately so they don’t always have to confront a menu system.  That 
information can also be forwarded with the call to ensure the receiving party is 
aware where the call came from and specific information about the caller.   
 
Also understand the ability to integrate the various pre-programmed 
messages/music depending upon the customer or the request that was made. 

o Unified Communicati ons  

This functionality is designed to provide a single place (application) to go to 
receive all email and voice mail, as well as access to all contacts in a variety 
of ways:  Video, instant messaging, email or phone call.  It also provides their 
present status as to whether they are in the office or busy in a meeting or on 
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vacation.  It is important to understand how the phone system will integrate 
with the other aspects of unified communications. 
 
This technology provides an effective way for stores to work with division 
offices together on a common effort.  Examples include preparing for an 
upcoming promotion or training on new merchandise.  It allows joint access 
and mutual ability to update files and applications from other people and 
systems.  By making use of video conferencing and sharing of desktops, the 
quality of the experience is enhanced in lieu of a conference call and following 
along while looking at a printed report. 

IT Checklist 

o Scalability  

This includes both the number of users and the increases to network traffic.  
The system should scale for growth with incremental offerings in order to 
avoid over provisioning- spending money on something that won't be used.  
What are the price increments?  How easy to add additional lines? 

o Simulate an  old key system?  

For stores currently on a key system and where the user base may struggle 
with a new system, there are systems that have the flexibility to program the 
phones to simulate a key system. This can make for an easier transition to 
the new system.  All the features relating to IP, reporting, etc can easily get 
washed away if the user base can’t make the transition. 

o VOIP  

The convergence of voice and data on the network is becoming a standard 
and the system should accommodate for Voice Over Internet Protocol (VOIP) 
without the need for additional gateways or complicated licensing.  There are 
support benefits of consolidating voice traffic on a data network.  Most 
companies ensure VOIP functionality exists in their phone systems regardless 
if they are making use of the VOIP/digital feature set. 

o SIP Trunking  

This is a specific type of VOIP technology that enables the routing of voice 
traffic over a wide area data network thereby bypassing the traditional phone 
circuits.  This will greatly reduce costs and should be immediately pursued if 
not already in place.  Any new phone system should support SIP trunking 
natively and have a simple licensing structure. 

o Integration  

Two primary areas include the integration with existing hardware and the 
integration with various software or applications.  Integration with existing 
hardware (handsets or other devices) will save money and maximize the use 
of existing assets.   
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The ability to integrate with other applications, such as CRM and other 
directory services, increases effectiveness and negates maintaining separate 
directories.  More importantly, it improves customer service as customer 
profiles are brought up on the screen prior to answering the call.  Also, there 
are opportunities to interface with various other applications relating to 
inventory, pricing, etc that should also be evaluated. 

o Cabling Requirements  

Look for flexibility in the new phone system to be able to utilize existing 
cabling thereby reducing overall costs of implementation.   

o Management & Su pportability  

Moves, Adds & Changes need to be performed from a central location.  It also 
should include the ability to delegate some support to the help desk without 
introducing risk by giving too much access to the help desk.   
 
When updates need to occur, it should include the ability to send out to  
groups or the entire environment without having to update each individual 
store manually.  Also required is the functionality to support pilot efforts and 
the deployment of new services or applications. 

o Brin g Your Own Device (BYOD) to Work  

IT organizations need to develop a strategy and support plans to 
accommodate for BYOD.  There are many people that are developing 
personal productivity with their own tools-so being prepared to tap into those 
resources and still protect the company will require aggressive planning and 
management tools. 

o Telecom Expense Management  

Although not directly associated with the phone system, the management of 
circuits can be complex and when many locations exist in an organization, it 
is recommended to utilize a service to manage the invoices from the phone 
companies.  A standard process that controls all new lines and circuits is also 
required so that all data and voice circuits, as well as cell phones, are being 
managed by the service. Automation helps ensure that what is billed is what 
is in use.   
 
This will also provide you with the necessary information to manage your cost 
reductions as you migrate to new SIP technology and reduce POTS (Plain 
Old Telephone System) lines and voice circuits. 

o Vendor Roadmap  

Take the time to review the research and development going on with the 
vendor.  Review their roadmap over the next 2-3 years and validate their 
focus on the retail environment.  This provides insight into future releases and 
may impact internal roadmaps and plans.  
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Vertical Communications, Inc 

With the checklist outlined, evaluate a variety of vendors.  Vertical Communications,  

for example, is one of the ‘niche’ or ‘Best of Breed’ players in the market place.  

According to primary research firms, they are not regarded as a major player in the 

general telephony market but they are an up-and-coming player in the retail industry. 

At times, Vertical has sometimes been perceived as a solution for primarily small or 

medium sized companies.  The misperception comes from the fact that Vertical has 

not designed a campus size phone system that will support thousands of users at a 

single site (although there are ways to chain a bunch of units together).  Their focus, 

strategically, has been the retail store.   

Some architects have sited this limitation of not having a campus size system in their 

product offerings as a reason to eliminate Vertical from the list of potential vendors.  

They identify a requirement to have every site, including stores and campuses, on 

the same system to support Unified Communications.  Yet they have some very 

large customers, with thousands of stores, that implemented their solution for their 

stores (edge) and fully integrated with the HQ (core) solution seamlessly.  

Some key things that are worth a review of what this vendor has to offer: 

Vision:  

¶ That the phone system is more than just another PBX (Private Branch 

Exchange) that delivers dial tone-that it is a platform to build or integrate 

with other applications .  This vision was built listening and observing how 

retail operates at the store-with a focus on the customer experience.  

(Click here to go to their site to see a list of integrated applications) 

¶ Vertical somewhat invented the concept of ‘the 3rd channel’ which is 

phone calls into the stores as a critical sales channel.  (1st is walk-in and 

2nd is online).  This knowledge was embedded into how they designed 

their phone system as an application platform:  The WaveIP. 

Solid Technology and High Availability:   

¶ The Wave IP system is built as a solid-state device and has a dual 

operating system:  Linux and Wintel.  The primary phone functions run on 

the Linux kernel and many of the applications are designed to run on the 

Wintel kernel 

¶ Intelligent call routing that has the ability to personalize routing by 

customer profile, geography, language, etc. to specific extensions or 

departments. As well as provide look ahead load balancing between 

multiple sites 

http://www.vertical.com/vertical/waveip?section=Integrated%20Applications&sid=662731cbf62dabcaf78b3baa8c6005ce


 

 
 

P
a

g
e1

4
 

¶ Has the functionality of a fax server.  There are still a lot of people that 

require faxing.  This feature allows the elimination of internal fax machines 

or other fax servers 

Business Intelligence:   

¶ Independent of how the call is handled or routed, reporting data is 

accumulated and made available for not just a single store but the entire 

network.  A Global Reporting solution to identify customer call issues and 

trends across the enterprise   

¶ There are a number of pre-canned reports that include the critical metrics 

and the flexibility for any unique requirements 

Flexibility: 

¶ Integration with most existing phones and standard wiring 

¶ Integration with smart phones and Android devices.  Also the integration 

with the ITouch and IPad devices so they can be used as a phone-

Providing the opportunity for a single device to host other store 

applications and a phone 

¶ Native support for IP and TDM with a straight forward migration path to 

SIP and next generation carrier services 

¶ Support for 3rd party endpoints such as Polycom, Motorola, Ingenious etc. 

¶ Ability to work in an agile and innovative way to help IT better align with 

business objectives 

¶ Support for connector customization and integration with legacy 

applications or Service Oriented applications 

Creativity: 

¶ They have designed a 4 button device that can be programmed to do a 

feature the system provides.  As an example for the cashier, rather than 

picking up the phone and paging a supervisor, they can hit a button and it 

sends out a phone call, a text to one or all the supervisors and can tell 

which cashier made the call.   

¶ They have customer friendly ‘single button’ devices that can be placed 

anywhere in the store.  The customer can push it and it can be 

programmed to call or text supervisors to respond to the specific location. 

¶ They have taken advantage of some flexibility with their voice greetings 

and on-hold music and centralized management to allow a number of 

different choices to go to various subsets of stores.  For example, a 

company-wide greeting could go out to all stores at a certain time.  Or the 

announcement of a particular marketing campaign to a certain region or 
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group of stores.  The management of all the messages is powerful and 

provides for the uniqueness and flexibility a national chain requires. 

Service and Support 

¶ There are no requirements to engage third party developers to provide 

any of the features advertised.  They use a dealer network to implement 

and support their solutions, however, all development and applications are 

done by Vertical.  

¶ As a vendor, they are very nimble and driven to make their customers 

successful.  This is demonstrated with their large customers as well as the 

smaller customers. Feedback regarding their support and service is very 

high.   

Overall, Vertical Communications is an up-and-coming company that has a niche 
solution for the retail environment.  They will continue to grow as they help 
companies increase sales.  The question gets asked why more companies aren’t 
taking advantage of their offerings.  Well, that’s a question for each IT department to 
answer.  Be thorough in the proof of concept and make decisions based on what is 
best for the stores.   
 
     Specific Retail Solutions 

 
 

Summary of the Product Matrix for Phone Systems 

http://www.vertical.com/
http://www.vertical.com/vertical/product-matrix
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Summary 

Although working at a store is not a prerequisite to understanding the 
store, a lack of that background does require listening skills and a 
genuine passion about the store!  Time needs to be spent in stores 
and while there, take the opportunity to ask the right level of questions 
which will increase awareness to important store functions that help 
them better serve the customer. 
 
The telephone system is capable of doing so much more for a store 
than generally assumed.  It can be used as a platform for applications 
that integrate with it thereby taking advantage of business intelligence 
regarding customers.  These applications can also be used to assist 
in better managing the staffing, the customer and the inventory. 
 
Some key points:   

¶ Ask questions “How? Who? When? What Benefit?”  

¶ Incoming calls equate to increased sales 

¶ Using Call reporting can help improve handling of calls  

¶ Validate assumptions with the store, listen and observe!  

¶ Validate the ease of use in new phone systems 

¶ Understand what features are used most at the store 

¶ Integrate the phone system with other business apps 

¶ Integrate the use of smart phones in addition to mobility 

¶ When evaluating phone systems, use checklists 

o One for the store 

o One for IT 

 (Both need to be satisfied as requirements vary) 
 
There are always choices regarding which vendor to use.  The key 
decision criteria should not be limited to the lowest bid or biggest 
vendor.  Focus should be on demonstrated results and the ability to 
understand the store environment.  Retail companies are always 
looking for an edge.  Partner with companies that stand behind their 
commitment to deliver results, with ease of use and that can provide a 
distinct advantage or that ‘edge’. 
 
A final comment:  Be the store!  Keep the vision and communication 
process simple and consistent.  Visit the stores regularly and help out.  
Experience and understanding is gained by performing some of the 
store tasks.  Methodologies and Frameworks are there to help-but 
wisdom is required in order to correctly apply the right processes and 
technology in stores. 
 

 
 

Gary Bronson has 
over 25+ years of 

Corporate IT 
experience, 

including 10 years 
with Fortune 50 

companies. 
 
During those years, 
heôs worked with 

some great leaders. 
Heôs had many 

positive 
experiences and a 
few negative ones, 

as well as many 
successful projects 
and a few failures. 

 
His specific retail 

experience includes 
6 ½ years with 

$40B companies 
including Supervalu 

where he was 
Group Vice 
President of 

Infrastructure & 
Field Services. 

 
 
 
 
gary@gbronson.com 

 

 
@garybronson7 

mailto:gary@gbronson.com

