
0 

Fujitsu Pan-European Survey 2013  
The store in a Multi-Channel Environment - Store efficiency or customer experience ? 

Part I : Stores will be the hub for the retailerôs engagement 

with the óconnectedô customer 
 

Nicolas SAUTIER  

Head of Marketing for Retail Industry 

Fujitsu CEMEA&I  

Copyright 2013 FUJITSU 



1 

Survey Perimeter 

Â Main Topic 

Future of the Store in a multi-channel Environment :  

How to turn todayõs challenges into tomorrowõs successes 
through improvement of Store efficiency and customer 
experience? 

Â Method and timeline 

Â Retail Survey Phase1: Qualitative - 20 face-to-face and 
over-the-phone interviewees, September /November  
2012 

Â Retail Survey Phase1: Quantitative - 161 interviewee 
from January /February  2013 

Â Novametrie, the specialist provider of opinion leader 

research, was commissioned by Fujitsu to undertake 

independent research with senior managers in retail 

businesses in France, Germany, Italy, United 

Kingdom, and other countries (including multiple 

countries covered by HQ representatives).  

What is your vision about the 
future of the stores in your 

company ? 

What are challenges of the stores ? 
Store efficiency or customer 

experience ? 

How do you value technologies to 
support Store Efficiency or Customer 

Experience ? 

What about your customer datas 
across systems and organisation ?  

Which technologies do you want to 
use in the future ? 
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Main Insights 

Store customer knowledge data needs to be integrated 

into a single view of the customer 

 

Customer Datas 

Stores will be the hub for the retailerôs engagement 

with the óconnectedô customer Multi-Channel Future of Stores 

Store priorities ï driving sales and managing people Store Challenges 

Store operators are seeking a blend of experience and 

efficiency  

Customer Experience 

Store Efficiency 

Store technology projects are delivering multi-channel 

solutions ï the store is not alone  anymore  

Store  

Technologies 
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Stores will be the hub for the retailerôs 
engagement with the óconnectedô customer 
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Stores will be the hub for the retailerôs 
engagement with the óconnectedô customer 

. 

òIt's the 'central hub' of every activityó 
 
òCombining proximity and digitaló 
 
òTo make the web work better with the 
stores and the stores better with the 
webó 
 
òThe store must be a customer 
experience, something pleasant where 
the products are highlighted"  

Copyright 2013 FUJITSU 



5 

The importance of stores has been rising 

10 extremely 

Important  

1 totally no 

important  

9% 13% 14% 16% 16% 16% 5% 9% 

0% 20% 40% 60% 80% 100%

Europe 6,5 
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5,4 

Country 

Food 

> 1000m² 

Non food 

> 1000m² 
6,3 

7,0 

Store type Global 

Fujitsu Pan-European Retail Survey 2013 ï N=161 

How has the importance of the concept of "storeñ changed during the last three years?  
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86% of respondents defined stores as a place for 
service 

58% 

67% 

76% 

81% 

86% 

A pick-up point

A place of events,
discovery and
experiences

Exposure to the brand

A shopping point

A place for service

Country Store type 
Food 

> 1000m² 
Non food 

> 1000m² 

72% 94% 

56% 91% 

45% 88% 

70% 46% 

50% 76% 

47% 

75% 

51% 

69% 

Fujitsu Pan-European Retail Survey 2013 ï N=161 

Thinking about the role ñstoreò, to what extent do you agree or disagree regarding the following statements? The store is ...  
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mean is > 0,3 higher compared to Global 
mean is > 0,3 lower compared to Global 

Global 
Food 

> 1000m² 

Non food 

> 1000m² 

Hypermarket and supermarket 6,8 6,7 6,5 7,8 5,8 7,9 6,5

City-centre urban model 6,9 6,9 7,2 7,1 6 7,0 7,1

Click and collect 6,1 5,5 6,8 5,5 6,3 6,9 5,6

Drive 5,6 5 6,2 5,8 5,4 6,3 4,9

Online shopping 7,2 8,1 7,3 6,8 6,5 7,6 7,2

The attractiveness of the online shopping today 

Fujitsu Pan-European Retail Survey 2013 ï N=161 

How do you rate the attractiveness of the following distribution model?  
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é and in the future 

mean is > 0,3 higher compared to Global 
mean is > 0,3 lower compared to Global 

Hypermarket and supermarket 5,8 5,6 5,8 6,9 4,4 7,3 4,8

City-centre urban model 6,5 6,4 6,8 6,7 5,6 6,9 6,1

Click and collect 6,3 5,8 7,2 5,9 5,9 6,0 5,3

Drive 5,6 4,9 6,3 5,5 5,5 6,9 4,5

Online shopping 7,8 8,5 8,2 7,3 7,3 6,9 7,4

Global Food 

> 1000m² 

Non food 

> 1000m² 

Fujitsu Pan-European Retail Survey 2013 ï N=161 

How do you rate the importance of the following distribution models for the future of your business?  
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Stores will be the hub for the retailerôs 
engagement with the óconnectedô customer 

The store is still the fundamental shopping channel for retailers and their customers across 

Europe; however its role and operating model are changing rapidly to the meet the needs of the 

multi-channel shopper 

Service is becoming a key value add for the store ïthis includes both service efficiencies (like Click 

ónô Collect) but also service experience (like product discovery and sales associate interaction); 

product is key but the store needs to provide a differentiating ówrapperô to convert customers to buy 

(or price comparison will always win!) 

Stores are where the retailer can realise the óphysicalô brand experience for the shopper to 

complement and be consistent with the óon lineô and ómobileô brand experience ï this is what multi-

channel really means 
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Coming Soon é 

What is your vision about the future of the stores in your company ? 

Stores will be the hub for the retailerôs engagement with the 
óconnectedô customer 

What are the challenges of the stores, indicators and improvement area around store 
efficiency and customer experience ? 

Store priorities ï driving sales and managing people 

How do you value technologies to support Store Efficiency or Customer Experience ? 

Store operators are seeking a blend of experience and 
efficiency  

What about your customer datas across systems and organisation ?  

Store customer knowledge data needs to be integrated into a 
single view of the customer 

Which technologies do you want to use in the future ? 

Store technology projects are delivering multi-channel 
solutions ï the store is not alone  anymore  
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Fujitsu Point of View 

Copyright 2013 FUJITSU 



12 

Fujitsu in Retail ï who we are 

Â Global IT products and services provider ï ranked No.3   

Â Revenue: $55bn 

Â Japanese parent, operating in over 100 countries 

Â Global retail business for local, regional and global 

retail customers 

Â Retail products, solutions and services ï founded on 

our own IP 

Â Global product design and build, solution delivery 

centers and retail ócenters of excellenceô 

Â Leader in technology innovation ($2.8B R&D) 
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Retail 

Fujitsu in Retail ï what we offer 

Retail 

Solutions 

Self Service PoS Mobile Scan & Pay 

Retail 

Services 

Digital Media  
(network distribution) 

Retail as a Service IT Application  

Services 

Enterprise IT  
including networks  

Retail 

Applications 

PoS  Social/CRM Business Analytics 
(including Big Data) 

Cloud Solutions 

Store & Mobile  

Managed Services 
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Delivering a 

differentiated  

customer 

experience 

Driving down 

costs, 

improving 

efficiencies 

Fujitsu in Retail ï our point of view 
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