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R ampant, rapid and relentless 

change has retailers in 

Australia and across the world 

facing fresh opportunity and, 

admittedly, a few challenges.

Yes, ecommerce continues to 

grow, although not necessarily on 

the trajectory the pundits predicted. 

It hasn’t resulted in the demise of 

physical stores. In February 2019, 

online retail turnover in Australia 

had the sharpest decline since the 

data series (National Australia Bank’s 

Online Retail Sales Index) began three 

years ago.

Shoppers now have the power to put 

their convenience first – demolishing 

traditional buying patterns. To respond 

to this challenge, retailers need to 

understand how technology is, or can 

be, leveraged to meet it. 

For a second consecutive year, we 

have partnered with the Australian 

Retailers Association to delve into this, 

examining the uptake of technology 

by retailers across the nation and their 

investment priorities.

Three-quarters of surveyed retailers 

say technological changes are causing 

major disruption to their market. Their 

challenge is to turn this disruption to 

their advantage. 
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Trolleys, carts and baskets 
Australian retailers recognise the 

importance of a strong ecommerce 

presence as part of their ecosystem, 

with 85 per cent of respondents saying 

they value having an online sales 

channel. Almost half are investing in 

or expect to invest in an ecommerce 

website. However, 16 per cent are yet 

to activate an online sales channel. This 

percentage is skewed mainly towards 

smaller retailers that may be stretched 

for time, or lack the expertise and 

resources necessary to invest in and 

build an online presence.

Almost two-thirds of survey 

respondents are either already investing 

or planning to invest in social media as 

a sales channel. Social media enables 

retailers to build a sense of community 

and engage shoppers, resulting in 

higher retention and increased sales, 

which is the ultimate goal.

It’s clear retailers are at varying stages 

of maturity with their ecommerce and 

social media adoption. As a retailer, if 

you’re ready to meet your customer’s 

decision on where or how they buy, 

you win the sale from a competitor 

who isn’t. With every completed sale 

you also open the door to building 

loyalty, as once a customer experiences 

convenience on their terms, they 

typically keep coming back.

Down but not out 
As retailers move towards relying 

heavily on technology, for all aspects 

of running their operations, investing 
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in technologies that allow a retailer 

to function during a network outage 

couldn’t be more critical. 

Earlier this year, the online shopping 

site of one of the country’s major 

supermarket retailers crashed after 

unsuccessful IT maintenance created a 

software issue that lasted for three days. 

Many customers were left frustrated, 

unable to make transactions and arrange 

deliveries during this time.  

The incident followed an earlier network 

outage that affected the company’s cash 

registers, forcing stores to close around 

the country. 

As consumers and retailers 

become more reliant on technology, 

within both physical stores and 

ecommerce platforms, it’s important 

to have a failsafe in the event of 

unexpected downtime. 

Half the survey respondents say 

they lack a POS solution that can 

process offline sales, yet this is a 

simple strategy to eliminate the risk 

of lost sales, cumbersome recovery 

efforts and reputational damage. 

Many retailers that continue to be held 

back by older systems do so because 

they feel a change will be expensive. 

The reality is that recent technology 

developments enable offline POS 

capabilities to be offered via a tablet – 

making change economical. 

Data before decisions 
One of the most valuable resources 

any retailer can have is data about their 

customers. The data can be as broad as 

knowing how many customers shopped 

with you on a specific day, or involve 

more individual details about a shopper’s 

buying habits and preferences. Insights 

that can be drawn from this type of data 

help retailers to understand customer 

preferences and guide critical decisions 

on where to invest to increase revenue.

One of the most effective ways to 

collect data is through loyalty programs. 

Despite this value, 43 per cent of 

surveyed retailers don’t have a loyalty 

program, while only 22 per cent are 

currently running a loyalty program 

that is integrated and available across 

their stores.

Some of the poor uptake can be 

attributed to loyalty program fatigue, 

with Australian consumers saying the 

value of loyalty programs is decreasing 

(Mastercard: ‘Achieving advocacy 

and influence in a changing loyalty 

landscape’, 2017). To counter this, 

retailers can adopt technology that allows 

shoppers to combine all the programs 

they belong to into a single application. 

Your business can then use this bank 

of information to tailor offers more 

effectively and enhance the shopping 

experience to ultimately create greater 

brand loyalty.

The chains of power 
A robust supply chain management 

(SCM) solution is often a retailer’s most 

effective path to decreasing capital 

investments, improving cashflow and 

lowering cost. Yet retailers continue to 

be challenged by getting the right items 

in the right quantities from the supplier, 

figuring out the best way to store them 

in the warehouse, then distributing 

those products efficiently to stores 

and customers. 

Forty-seven per cent of the surveyed 

retailers have no access to real-time 

insights into sales and inventory. 

This makes the management of stock 

levels and distribution a complicated 

logistical operation. 

Further, only a third have an hourly or 

daily view of their sales data, with 71 per 

cent lacking integrated front-end and 

back-end systems. 

As Australian retailers compete against 

the likes of Amazon, access to real-time 

stock checks and a detailed view of their 

supply chain is now a must-have.

An intelligent SCM solution fully 

integrated with all other areas of 

the business, such as CRM, sales, 

marketing and POS systems, will 

empower leaders to make better 

decisions and enable service staff to 

answer customer demands with more 

accuracy and confidence.

Sale through 
It’s clear Australian retailers recognise the 

imperative to continue to invest in new 

technologies, to help them bolster their 

omnichannel ecosystem and boost their 

performance and offering, particularly as 

the market faces growing pressure from 

incoming competition. 

Advances in retail technology make 

change simpler and more cost effective. 

A technology partner with strong 

expertise can ensure retailers better 

leverage their investment to connect 

all areas of the operation and drive a 

frictionless customer experience. Winning 

the new game is much easier if you have 

the tools of the trade and the know-how 

of a strong team supporting you.

About Chad Gates 

Chad is the Managing 
Director of Pronto 
Software and is 
responsible for leading 
the company’s staff and 
the execution of its long-
term growth strategy. 
With a strong focus on the areas of cloud, 
analytics and mobile applications, he 
drives the delivery of smarter and more 
flexible solutions that help Pronto Software 
customers increase business results.

Chad has more than 20 years of 
experience in the IT and retail sector,  
having held senior technology  
and policy roles at the Australian 
Retailers Association.

About Pronto Software 

Pronto Software is an Australian 
developer of award-winning business 
management software. Its flagship 
product, Pronto Xi, delivers rich business 
insights, helping organisations optimise 
and grow their operations. For more than 
40 years, Pronto has been the trusted 
IT partner of more than 1,700 global and 
local businesses. Visit www.pronto.net.

Download ‘The State of Australian 

Retail Technology 2019’ white 

paper from: www.pronto.net/

whitepapers/the-state-of-

australian-retail-technology-2019.


