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WHERE TECH WILL TAKE RETAIL 
RETAIL TECHNOLOGY 
LEADERS ENVISION 
THE FUTURE OF RETAIL 
Till about a decade ago, Technology 
was considered unobtrusive, a "back-
office thing" without a name or an 
identity. Consumers were shopping 
the old-fashioned way, wearing out 
their shoes instead of their keypads. 
Today, buzzwords like 'consumer-
centric' and 'Omni-channel' have 
raised their expectations and they 
now seek experiences rather than 
just delightful products and services. 
Technology has transcended from 
an aspiration to an expectation and 
has wedged itself securely between 
consumer and experience to create 
an everyday interface. A plethora of 
experiences have migrated online and 
with them, consumers. 
By Sheetal Choksi & Sharmila Cirvante 

F r o m a service ex t ens i on , t e chno l ogy has evo l ved 
to a l i f e l ine for businesses. Reta i l is no stranger 
to t h e t e c h - r e v o l u t i o n ; today, i t has t e chno l ogy 
w o v e n i n t o i t s D N A . I n th is landscape , the ro le 
of t h e Techno logy Leader i n c rea t ing seamless 
consumer j ou rneys be tween the o n l i n e a n d 

o f f l ine rea lms is i n va luab l e . I f t e chno l ogy is the face of r e t a i l , 
the CIO is i ts b r a i n . 

W h i l e the rap id chang ing pace of t echno logy has caused 
seismic shifts i n shopp ing habi ts , i ts t remors have r i pped apart 
the de f i n i t i on of the Retai l Technology Leader. Images Retail 
spoke to 29 Chief I n f o r m a t i o n Officers across the coun t r y 
to unders tand h o w the ir roles have changed over the last 
few years and the future they foresee. Presented here is a 
conso l ida t i on of the i r responses. 

We have s t ruc tured the art ic le i n t w o sections: the first par t 
documents the CIOs' v iews o n the i r chang ing role i n th is tech 
d r i v en w o r l d , the techno logy challenges retailers w i l l face, 
as w e l l as an analysis of the Top 5 t ech pr ior i t i es of 2016¬
2018 they ant ic ipate . The second par t in t roduces us to the 
m a n b e h i n d the des ignat ion and spot l ights the pr io r i t i es he 
envisages w i l l shape the re ta i l w o r l d of the future. On a l ighter 
note , we also peek in t o his personal tech choices. 
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1 • IT teams are expected to 
know the retai l business 
realities as m u c h as marke t ing 
or operations and be involved 
in conceptual isat ion, rather 
than j u s t solutions f f 

- Indresh Pradhan, 
Head - IT, Kaya 

' • N o w the same CIO has t o 
be Chief Innovat ion Officer/ 
Chief Intell igence Officer/ 
Chief Integrat ion Officer/ 
Chief In frastructure Officer 55 

- Yakeen Gazi, 
Sr. V.P. IT& Supply Chain, 

Hypercity Retail India Limited 

' •The challenges w i l l be 
on h o w to use mobi le tech 
w i t h o u t tear ing down the 
v i r tual walls o fsecur i ty 

- Kiran Komatla, 
AVP - IT, Burger King India 

The changing role of the CIO: 
from business enabler to business 
stakeholder 
Gone are the days w h e n impress ive I T 
or Eng ineer ing degrees staked c l a im 
to a CIO's fame. W i t h most companies 
fus ing the i r I T strategy w i t h Business 
strategy, today 's Head of Technology 
is ge t t ing d o w n to business and is 
expected to use techno logy to dr ive 
business strategies and fu l f i l the 
corporate v i s i on . The tech credentials 
are no t even a mandate anymore . 

Given the consumer demand for 
digital t ransformat ion, i t is impor tant 
for Technology Heads to develop the 
mindset of Digital Enabler and Growth 
Hacker i n the next couple of years. 
"Heads of Technologies now need 
to have a deeper understanding of 
business and its challenges to drive 
sales and margin growth, without 
ignoring the customer intimacy needed 
to stay aligned with their expectations 
from retailers as a service provider," 
observes Abel A. Correa, Head IT 
Strategy and Governance, Arvind Ltd. 

The age of web and mob i l e technology 
has created h i gh l y tech savvy customers 
w h o look for a seamless shopping 
experience across mu l t i p l e channels. 
Consumers use technology i n various 
ways before they shop and dur ing 
the ir t ime i n the store - they search for 
onl ine coupons, use mobi le devices to 
check prices, research products , make 
shopping lists and read product reviews. 
F rom being present across channels, 
the focus n o w is to provide a un i f i ed 
experience across channels. Customers 
w i l l natura l l y gravitate towards retailers 
that can combine a compet i t ive 
shopping experience w i t h h i g h customer 
satisfaction. 

W i t h l ines g e t t i ng b l u r r e d b e t w e e n 
service o f f e r ings , i t is i m p o r t a n t f o r 
reta i lers to be creat ive a n d i n n o v a t i v e 
to p r o v i d e a re l evant a n d u n i q u e 
d i f f e rent ia tor . 

The three big technology challenges 
retailers wi l l face: technology 
solutions mus t evolve to business 
solutions 
Technology is becoming more agile 
and responsive. I t is re levant to a lmost 
every business f u n c t i o n a n d process of 
an o rgan i za t i on today, and the impac t 
of this change o n business is s igni f icant 
and chal leng ing . The Technology 
Leader is expected to conver t this 
chal lenge into o p p o r t u n i t y and w h i l e 
they are r i s ing u p to the task, some 
lacunae be tween service a n d de l ivery 
are expected. 

W h i l e customer re tent ion , a seamless 
Omm-channe l experience and creat ing 
d i f f e rent ia t ion i n products and services 
topped the l is t , there were others. 
Some of i t h a d to do w i t h a fast 
chang ing pace, w h i l e others i n vo l v ed a 
change o f m indse t . 

W h e n we asked CIOs on w h a t 
they bel ieved w o u l d be the three key 
challenges that re ta i l w o u l d face f r o m a 
technology po in t of v iew, we received 
m y r i a d answers. 

The key themes however 
revolved a round : 

r. Manag ing customers and their 
changing expectations 
From creat ing a one v i e w of the 
customer and one v i e w for the 
customer to cus tomisa t i on and 
personal isat ion for customers. From 
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" R e t a i l e r s who analyse 
the i r data and convert i t to 
act ionable i n f o rma t i on w i l l 
be better at unders tand ing 
a n d engaging the i r 
customer needs and hence 
w i l l be able t o create more 
relevant offers for the i r 
customers 5 J 

- Vikram Idnani, 
Head-IT, Trent 

d r a w i n g ins ights f r om data to r e ta in ing 
consumers as the pr ice wa r has d r i v en 
away marg ins a n d loyal ty . 

F r o m creat ing a seamless shopp ing 
experience to manag ing r ap id l y 
chang ing consumer preferences, CIOs 
w i l l be o n the i r toes to ident i fy the 
r i gh t p l a t f o r m or products , keep ing i n 
m i n d the h i g h degree of obsolescence. 

On the subject of prov id ing 
differentiated and unique personalised 
experiences, Anil Shankar, Customer 
Care Associate & VP, Shoppers 

" o m n i - c h a n n e l customer 
engagement combines 
orchestrat ion and journey 
managemen t t o provide m u l t i ­
channel contact centre best 
practices for great customer 
experience w i t h compel l ing 
business outcomes j j 

- Sandeep Kothari, 
VP - IT, Travel Food Services 

Stop adds, "The need is for in-store 
digitization to match the other channels 
and to improve the interaction of 
frontend association with customers." 

2. Data, Data Analytics a n d Data 
Protection 
W i t h the ab i l i t y to collect large 
amounts of data comes the 
respons ib i l i ty of manag ing that data, 
m a k i n g sense of that data to be able to 
impact business decisions as w e l l as 
pro tec t i on of that data. 

Indresh Pradhan believes that the 
big challenge will be "making sense 
of the data." 

3. Skilling a n d Re-skilling of the 
workforce 
Technology providers w i l l have to 
change their pos i t i on ing f r om prov id ing 
technology solut ions to business 
solut ions. This shift i n pos i t ion ing 
w i l l mandate a shift i n mindset , bod i 
w i t h the IT teams as w e l l as across 
management. This w i l l necessitate 
investments i n re-ski l l ing of exist ing 
teams, as we l l as investments i n t ra in ing 
and development of b o t h I T personnel . 

Priority 1: Bui ld a single customer 
experience across channels 
Today's cus tomers w a n t a seamless 
s h o p p i n g exper ience across m u l t i p l e 
channe ls . O m n i - c h a n n e l fuels th i s 
sh i f t , b u t the cu r r en t t echno log ies 
used by each channe l do n o t t a l k 
to each o ther smoo th l y . Th is puts 
the onus o n the re ta i l e rs . "In order 
to provide a seamless experience 

FORECASTING THE FUTURE: THE RETAIL CIO'S TOP 5 PRIORITIES FOR 2016-2018 

In such an amorphous and rapidly 
changing scenario, what key areas 
are CIOs focusing on in the future? 
We gave them a list of 10 options 
and asked them to selectthe top 
5 priorities andthe reasons for 
choosing these. The options were: 

80 

60 

40 

Build a single customer experience 5. 
across channels 6, 
Integration methodologies to manage 
co-existence of multiple disparate 7. 
systems used in retail 8, 
Build/enhance the mobile strategy 9. 

Data Security and Fraud Protection 
Up-skilling People and getting organizations 
digitally savvy 
Building alignment of IT with otherfunctions 
Reducing Costs 
Embrace the Cloud and Cloud Services 

Data Strategy: storage and analysis 10. Internet of Things 

% who consider it among their top 5 priorities 

Build a single Build/ Data Security Big Data Building Integration Up-skilling 
customer enhance and Fraud Strategy: alignment of methodologies people and 

experience the mobile Protection storage and IT with other to manage getting 
across the strategy analysis functions co-experience organizations 
channel of multiple digitally savvy 

disparate 
systems used 

in retail 

Embrace 
the cloud 
and Cloud 

services 

Reducing Internet of 
costs Things 
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for the customer, it is important 
to build a consistent experience 
across all channels to make it 
simpler for the customer who does 
not think channels, but just thinks 
experience", says Vikram Idnani. 

Accord ing to Sandeep Ko thar i , Vice 
President - I n f o r m a t i o n Technology, 
Travel Food Services, the answer lies i n 
Omni - channe l Journey Orchestrat ion. 

"Omni-channel, sooner than later 
will become a hygiene factor for all 
retailers", confirms Yakeen Gazi, Sr. 
V.P. IT & Supply Chain, Hypercity 
Retail India. "But integrating 
existing legacy fail-safe systems with 
online technology requiring 100% 
connectivity and stability will be the 
main challenge in reaching the goal". 

For Omn i - channe l to become a 
real ity, agile software so lut ions are a 
mus t . Un fo r tunate l y , the i n d u s t r y is 
yet to wi tness a p roven comprehens ive 
so lu t i on . Abel A. Correa, Head IT 
Strategy and Governance, Arvind 
Ltd. expresses a different point of 
view. "The game changer will be the 
adoption of Cloud based deployment 
strategy for delivering IT in a cost 
effective manner as retail business 
will continue to be hard pressed 
for margins and returns on capital 
empioyed.The other major game 
changing touch point will be Mobile 
enabled software". 

Priority 2: Bui ld/Enhance the 
mobile strategy 
Mob i l e f irst is the n e w m a n t r a 
It is a must -have for the 
Mi l l enn ia l s , a customer 
segment w h i c h cannot 
be i gnored for business 
sustenance and g r o w t h 
i n the c o m i n g years. 
I n today 's compet i t i ve 
marketplace, mob i l e strategies 
help retailers r e m a i n re levant to 
m o d e r n consumers. "In fact, it's 
been here for quite some time, but 
retailers have been slow to catch on 
to consumer habits and behaviours", 
points out Sunil Nair. 

On the other h a n d , Pooraan Ja iswal , 
CTO, Globus Stores believes that 
mob i l e technology is s t i l l n e w and 
l i m i t e d , b u t is inves t ing i n i t as i t 
offers t remendous cost and space 
savings and increases p r o d u c t i v i t y w i t h 
co l l abora t i on i n real-t ime. 

W i t h mobi le 
technology becoming 

universal , h o w can retailers 
drive d i s rupt ion and create a value 

differentiator? According to Sandeep 
Kothari, "The firms that can best 
capture mobile moments will have a 
great advantage over their competitors, 
and the ability to engage customers or 
employees in their mobile moments 
depends on the organisation's abUity to 
innovate, build, and deploy". 

Mob i l e t echno logy is an equal ly 
va luable t o o l to improve employee 
engagement, per formance and 
produc t i v i t y . Ranjan Sharma, Head 
IT & SCM, Bestseller confirms its 

" Be i t in-store, website 
or mobi le, it is i m p o r t a n t 
for retailers t o drive 
compet i t ive advantage t o 
w i n in the dig i ta l era f | 

- Anil Shankar, 
Customer Care Associate & 

VP, Shoppers Stop 

" T h o u g h IT heads have started 
ge t t ing i n t o the business, there 
is a long way ahead t o create a 
proper br idge between IT and 
other funct ions J J 

- Pooraan Jaiswal, 
CTO, Globus Stores Private Limited 
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importance. "We intend to bring 
the entire life of an employee to 
this app to execute his day to day 
transactions and manage his issues 
and problems". L ibe r t y Shoes uses the 
mob i l e strategy to exh ib i t s igni f icant 
data to reach the i r w idespread sales 
w o r k force and employees. 

Priority 3: Data Security a n d 
Fraud Protection 
The increas ing use of d i g i ta l 
technology, social med i a a n d the 
adop t i on of t echno logy w i t h o u t a 
f u l l unders tand ing of its boundar ies 
is creat ing a p l ayg round for cyber 
c r imina ls . Data theft is a m i s f o r tune 
that plagues even of f l ine retailers. The 
threats amp l i f y w i t h the add i t i on a n d 
in t eg ra t i on of an on l ine channe l . 

As a prevent ive measure, Uzwal 
Kumar Chatterjee, VP & Head 
IT, Shop CJ Network advises to, 
"Insulate the organisation from 
Cyber-attacks and provide a robust 
and resilient IT security setup". 

Priority 4: Big Data Strategy: storage 
and analysis 
I n today ' s t u r b u l e n t w o r l d o f ever-
c h a n g i n g cus tomer expec ta t ions , 
b i g data can he lp reta i lers f i n d 
n e w ways of r e m a i n i n g re levant 
a n d compe t i t i v e . Sunil Nair says, 
"Big Data solutions can facilitate 
predictive analysis on customer 
data collected from a wider range 
of sources such as POS, online 
transactions, social media, loyalty 
programs and more. This can help 
retailers more accurately identify 
shopping behaviour of customers, 
which in turn can be used to deliver 
highly targeted, location-based 
services almost in real time". 
W h i l e data storage a n d ana ly t i cs w i l l 
p lay a p i v o t a l ro le i n u n d e r s t a n d i n g 
the consumer , Abe l A. Correa, Head 

IT Strategy and Governance, A r v i n d 
L td . , feels that I n d i a n retailers w o u l d 
first have to evolve o n the sani ty of 
current Master data layers to be able to 
move f r o m descr ipt ive to prescr ipt ive 
to pred ic t ive analysis. Th is underscores 
the necessity of strong Master data 
management processes. 

Priority 5: Building a l ignment of IT 
wi th other functions 
I n th is day a n d age whe re technology 
is ing ra ined i n every breath we take, 
IT has to be Enabler, Enhancer, and 
Exper ient ia l for its stakeholders and 
dr ive sales, operat iona l excellence and 
customer in t imacy . 

C o m p e t i t i v e advantage is w h a t a l l 
businesses need a n d the same can 
be ach i eved t h r u I T a u t o m a t i o n a n d 
i n t e g r a t i o n at a l l levels across the 
c ompany . I t is there fore i m p o r t a n t 

" F a i l Fast, Learn Fast and Evolve 
Fast shou ld be the m a n t r a to 
overcome the above cha l l enges• • 

- Abel A. Correa, 
Head IT Strategy and Governance, 

Arvind Mills 

" T h e CIO is very visible in 
most business meet ings JJ 

- Vishal Kapil, 
IT Director - Emerging Market 

India, Adidas Group 

for the I T t e a m to u n d e r s t a n d the 
bus iness be t te r a n d de lve deeper 
i n t o the f u n c t i o n s a n d goals o f 
d i f f e rent d e p a r t m e n t s . 

Priority 6: Integration methodologies 
to manage co-existence of mult iple , 
disparate systems used in retai l 
The t echno logy landscape is a 
complex , f ragmented m i x across 
channels w i t h every retai ler h a v i n g 
bu i l t i n d i v i d u a l systems. Th is has 
resulted i n a p a t c h w o r k of an t i qua t ed 
so lut ions p rone to errors. As re ta i l 
organizat ions grow, the comp lex i t y 
of systems increases. H a v i n g systems 
that integrate c losely w i t h each other 
makes i t possible to v i e w i n f o r m a t i o n 
end-to-end as w e l l as m a i n t a i n a single 
source of t r u t h . 

Today, the ava i l ab i l i t y of n e w 
in t eg ra t i on methodo log i es and 
na t i ona l leve l c onnec t i v i t y can move 
retai lers up the va lue c h a i n on data 
f low, f r o m be ing E n d of Day r o u t i n e 
to Real T i m e . Th is w i l l a l l o w t h e m 
to engage the cus tomer w i t h h i g h l y 
re levant a n d accurate i n f o r m a t i o n 
w h i l e p rov ide the lat ter w i t h a g l i t ch -
free u n i f i e d experience. 
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O n the other h a n d , adop t ing 
new mob i l e based and c l oud based 
so lut ions and in tegra t ing the same w i t h 
ex is t ing systems cou ld be the other 
game changer for the reta i l indus t ry . 

Priority 7: Up-skill ing people and 
getting organisations digitally savvy 
H o w e v e r soph i s t i ca t ed or m o d e r n 
t e chno l o gy m a y be, i t is w o r t h l e s s 
i f i t is i m p l e m e n t e d w i t h errors . A 
re ta i l e r c anno t be d i g i t a l l y enab l ed 
i f i ts employees f u m b l e w i t h the 
nuances i n v o l v e d i n engag ing w i t h 
the cus t ome r to de l i v e r a p r o d u c t 
or serv ice . 

The ever chang ing na tu r e of d i g i t a l 
has also rede f ined the pro f i l e of 
people . Ranjit Satyanath, Head -
Technology, Infiniti Retail Limited 
observes, "Earlier it was the super 
specialists. Now with the need to 
move fast, all-rounders are in great 
demand. Retailers must continually 

upgrade customer service skills 
to be able to leverage the digital 
prowess which will enable them 
to provide the speed, quality 
and richness of experience that 
customers expect today. It may be 
more cost effective to mass up-skill 
the current generation using modern 
training tools like online portals, 
mobile apps, games and other 
interfaces as they are comfortable 
with digital interactions." 

Priority 8: Embrace the Cloud and 
Cloud services 
D e p e n d i n g o n the size a n d m a t u r i t y 
of the o r g a n i s a t i o n , the cost-
ef fect iveness o f C l o u d makes i t a 
b o o n for re ta i lers w h o w o u l d l i k e to 
'Try Fast, Fai l Fast a n d L e a r n Fast'. 
New bus iness s tar t -ups are a l ready 
ope ra t ing ou t o f the C l o u d , enab l i ng 
t h e m w i t h c o m p e t i t i v e advantage 
against the t r a d i t i o n a l setups. 

Priority 9: Reducing costs 
It is encouraging to note that cost 
reduct ion features as the last pr ior i ty . 
Today, retailers need more integrated 
and reliable strategies and solutions 
i n order to rema in competit ive, and 
op t im i z ing cost of operat ion is key to 
enjoying this advantage. In f o rmat i on 
technology as a doma in , w i t h its tools 
for mo de r n retai l ing can improve retailer, 
supplier, and customer activities and 
experiences and provide an oppor tun i t y 
for retailers to control their operations 
result ing i n cost op t imiza t i on . 

Priority 10: The Internet of Things 
The In te rne t of Th ings (IoT) is 
regarded as a ma jor dr iver o f the t h i r d 
Indus t r i a l Revo lut ion . I oT w i l l be a 
d i s rupt i ve force i n re ta i l operat ions 
and companies dev is ing an IoT 
strategy shou ld p u t one ques t i on at 
the fore front : Do y o u w a n t to be a 
d is rupter or the disrupted? 10 

THE MAN BEHIND THE TECHNOLOGY: MEET THE CIO 
ABEL A. CORREA 
Head IT Strategy and Governance, Arvind Limited 

Abel has spent over a quarter of a century in IT, having held a 
mult i tude of influential positions like Country Manager for Red 
Prairie Technologies and JDA Software Inc. as well as CIO for 
Piramal Group. His deep knowledge in the field has enabled him 
to single-handedly drive Operational Excellence through IT and 
Process Innovations as well as Build and Manage Profitable CoE. 

TOP 5 priorities for Abel for 2016-2018: 
> Build a single customer experience across channels 
> Integration methodologies to manage co-existence of 

mult ip le disparate systems used in retail 
> Build/Enhance the mobi le strategy 
> Building al ignment of IT wi th otherfunct ions 
> Embrace the Cloud and Cloud Services 

TOP 3 challenges retailers wi l l face from a Tech POV: 
1. Vendors lacking domain expertise in retail, which hinders the 

delivery of tech solutions 
2. Changingthe perception of tech solutions into business 

solutions 
3. Adopt ing the "Fail Fast, Learn Fast and Evolve fast" mantra 

to overcome challenges pertaining to obsolescence and the 
pressure it creates. 

H5> I own (laptop/tablet brand): 
Lenovo 

r> I own (mobile phone brand): 
Samsung S6 

r> My favourite podcast: Ted 
Talks while driving 
My blog or my twitter handle 
is: Coming Soon! 

r> My most memorable tech 
disaster: My laptop refusing 
to connect to projector on 
one of the key presentation 
An app that I cannot manage 
without: Google and Outlook 

|-> Most creative way to deal 
with password management: 
Wife's name and birthday 
A website I most refer to: 
TEDX.com, Harvard Business 
Review 

r> On my day off: Family, Family, 
Family 

i-> Tech of the future is: Internet 
of Things 

|-> IT leader I look up to (role 
model): Mr. Arun Gupta 
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