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eCommerce solutions led the CART Composite Index at 215% above average, showing that 
retailers of all sizes are grappling with the shift of industry sales to online. Interest in this space is 
consistent with a growing number of studies that project 10% of revenue to be done via 
eCommerce and an increasing recognition of Amazon and other digital merchants as competitors. 
Combined, this is fueling industry focus on securing new online shopping capabilities and 
developing new operational practices to support the services. User activity on the CART platform 
reinforces this focus on securing eCommerce capabilities with online shopping outperforming all 
other solution categories. This frenetic activity is compounded by the number of new solution 
providers rushing into the market, along with what were digital-only solutions now seeking to 
expand into the brick & mortar space. Adding to the challenge for retailers is finding a path to 
eCommerce profitability which remains elusive in these early days. 

POS is ripe for disruption as the industry is focusing heavily on tablet and mobile checkout 
capabilities. Retailers are increasingly forced to consider new systems as they become omni-
channel; having disparate systems for critical functions such as sales reporting and payment is not 
only inefficient but can become an operational blackhole. The rapid growth of cloud-based 
solutions is carrying over to the POS world. A growing number of solutions coming to market are 
putting the POS in the cloud utilizing low-cost tablet devices in place of expensive and costly 
traditional POS terminals. Interest in mobile checkout is being driven by dissatisfaction with existing 
self-checkout technology by an increasing number of retailers, resulting in an index score of 3.89. 
CART is seeing a growing number of mobile applications and dedicated hardware solutions that 
enable customer self-shopping to enter the market. 
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U.S. FMCG RETAIL FOCUSED ON 
ECOMMERCE, MOBILE CHECKOUT 
AND INVENTORY MANAGEMENT
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 EXECUTIVE SUMMARY

• eCommerce (online shopping) leads the 2015 CART Composite Index with a 
score of 4.31, reaching 215% above the average. 

• Retail operators on the periphery of the country are most focused on leveraging 
technology and innovation with close to 40% of users from the West Coast. 

• Tablet & mobile checkout solutions continue upward trend, rising to an index 
score of 3.89. 

• Inventory management and merchandising optimization continues to be a high-
interest area for the industry. 



Just as the largest retailers have leveraged inventory 
management solutions focused on merchandising 
assortment optimization to fuel financial performance, 
CART is now seeing smaller competitors, independent 
and regional retailers, seeking solutions in this area. 
Advances in technology are helping bring cost 
effective, cloud-based merchandising assortment 
optimization solutions to this sector of the industry. 

Industry focus on in-store marketing, 154% above the 
mean, is being fueled by the explosive growth of 
smartphones and mobile devices. The ability to 
engage the shopper in-store triggered by realtime 
shopper location, along with associated traffic 
analytics, are opening up a new competitive area. This 
is compounded by the capabilities provided by an 
ever-growing number of apps, mobile taking center 
stage of industry marketing focus and the realization 
that shoppers already in the store are a prime target of 
efforts to add an additional purchase to their basket. 

The CART platform data shows the retail industry is 
evolving quickly. The buzz about eCommerce for brick 
and mortar stores is starting to become a reality. 
Additionally, the industry’s previously limited POS 
options are ripe to be disrupted with in-store 
technologies remaining at the heart of the retailer’s 
interest.  

The pace of change fueled by technology enabled 
innovation is continuously increasing quarter over 
quarter with new startups entering the market at an 
accelerating pace. Transformation and disruption are 
becoming ongoing challenges rather than occasional 
events. 

In this environment it is critical to be aware of new 
innovation flowing into retail from both startups and 
established companies. The CART Retail Innovation 
Report will become a regular release tracking and 
analyzing these trends.   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ABOUT THE U.S. FMCG RETAIL 
INNOVATION REPORT


Technology-fueled innovation is exploding 
across the fast moving consumer goods 
industry, transforming and disrupting 
marketing, operations, supply chain activity, 
and even business models. The CART 
platform is designed to help industry 
participants keep pace with innovation, 
bringing together the largest curated 
collection of retail industry solutions in a 
platform where retailers, wholesalers, and 
brand manufacturers can search for, learn 
about, and connect with solutions for their 
businesses. 

CART is able to develop powerful insights 
and analytics drawn from the tens of 
thousands of site visitors searching the 
thousands of solutions available. These big 
data analytics enable CART to quantify what 
areas of innovation the retail industry is 
focused on, providing objective and 
measurable views to industry direction, unlike 
more subjective traditional interviews or 
surveys.  

These findings are being collated by CART to 
produce a Retail Innovation Report, giving 
industry executives unique and unparalleled 
innovation insight into consumer goods retail 
from CART platform activity.  

The report is not intended to call out specific 
solutions or companies, rather, it is intended 
to provide readers a view to what subject 
areas the retail industry is interested in. 

This inaugural report encompasses activity 
for 2015 (January 1 through November 30, 
2015).
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U.S. 2015 CART Composite Index  

* Data is based on U.S. CART platform use 
** Scores are based on the CART Composite Index including search and engagement metrics 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Operators located in states on the perimeter of the country appear to be most focused on retail 
innovation. While a good portion of the retail industry is headquartered in the eastern half of the 
U.S., almost 40% of CART users are based on the West Coast, perhaps reflecting a strong 
technology focus inherent in the area that is extending into retail. Other geographic areas of heavy 
use include New York, potentially driven by New York City’s startup and ad tech scene, Illinois with 
Chicago as the hub for many CPG brand manufacturers and related tech startups, and Texas 
driven by Austin’s fast growing technology sector. 
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U.S. FMCG RETAIL INNOVATION 
INTEREST PRIMARILY ON 
PERIPHERY OF THE U.S.
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ECOMMERCE SOLUTIONS 
EARNED A CART 
COMPOSITE SCORE OF 
4.31 PROVIDING 
OBJECTIVE EVIDENCE OF 
THE INDUSTRY’S FOCUS.  
  
Rising to 215% above the mean, eCommerce is the clear leader of industry focus. Given numerous 
industry reports and projections it is estimated that 10% of consumer packaged goods industry 
sales are moving online within the next few years, the interest from brick & mortar retailers to learn 
about and implement eCommerce capabilities has exploded. There has been a great deal of media 
attention given to the shift to online and it is quickly becoming a reality.  

The online purchase of food and other household consumables is expanding and splintering as a 
growing number of shoppers use meal-kit services like Blue Apron and Plated and delivery-on-
demand services such as Uber and GrubHub. Ship-to-home fulfillment increasingly threatens brick 
& mortar retail as Amazon and others grow their subscription businesses. Amazon represents a 
unique threat, integrating automatic replenishment of household consumer goods into smart home 
technology and appliances using its Amazon Dash Replenishment Service. The growing use of 
digital assistants like Apple’s Siri and Amazon’s Echo are helping fuel this movement as well, 
enabling shoppers to verbally add items to their shopping lists and order them via voice 
commands. 

The eCommerce solution space has attracted a growing number of new solution providers as 
industry interest has skyrocketed. These new entrants are providing increasing options to retailers, 
adding to the limited number of legacy eCommerce solution providers that have operated in brick 
& mortar retail. This is along with a number of digital-only solutions attempting to expand into the 
physical retail space. The result appears to be challenging for retailers as they seek to assess and 
evaluate a wide range of capabilities and approaches along with simultaneously having to weigh 
the viability of many young solution providers. 

Retailers seeking to enter the world of online shopping are grappling with decision criteria including 
whether it is best to partner with a third-party solution provider or create their own retailer-branded 
service via one of the many white label solutions. Business model decisions are also being made to 
address whether to or how much to charge shoppers for the service, and if its feasible to provide 
home delivery services in addition to click & collect. 
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ECOMMERCE
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+215%



As online volume grows, larger retailers are looking at the opportunity to establish and operate 
‘dark stores’ dedicated to the fulfillment of online orders, reducing the impact to the ‘public’ stores. 
In similar fashion, wholesalers are considering the ‘dark store’ strategy and developing ship-to-
home capabilities on behalf of participating retailers. 

Retailer eCommerce initiatives are creating both risks and rewards for brand manufacturers. The 
opportunity for brands to collaborate with retailers to influence online purchase decisions in 
realtime through product suggestions and targeted promotions communicated as part of the online 

user experience is growing in popularity. 
As an increasing portion of industry 
sales move online, brands will need to 
move with it or risk losing share to 
retailers who are embracing 
eCommerce; this is particularly true of 
Tier 2 and 3 national brands, along with 
a large number of regional and local 
brands. 

As online sales grow, retailers will be 
faced with the challenge of integrating 
online merchandising into their 
established category management 
practices. It remains to be seen if 
retailers will seek to extend the role of 

Category Captains to the online world. And there are many ideas on how product presentation is 
prioritized when a shopper is reviewing a category online or searching for a particular product 
without a clear set of best practices rising to the top. 

It remains early days for supermarket retailers moving online as they work to operationalize new 
processes and find a path to profitability; however, the eCommerce space is evolving rapidly and is 
quickly becoming a necessity for retailers. 
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AN ECOMMERCE 
FUNCTION IS NOW A 
REQUIREMENT FOR 
BRICK AND MORTAR 
STORES
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RETAIL INNOVATION IS DRIVING 
TOWARDS A CONVERGENCE OF  

BRICK AND MORTAR WITH ONLINE



INDUSTRY INTEREST IN 
TABLET AND MOBILE 
CHECKOUT IS EVIDENCE 
OF THE TRANSFORMATION 
COMING FAST TO THE 
TRADITIONAL POS.  

This area comes in at number two on the CART Composite Index with a score of 3.89, users are 
focusing on this area nearly 200% more than the mean. 

The traditional POS has been ripe for disruption given the growth of cloud-based capabilities and 
the advances of tablet and other mobile devices. The industry looks to assess the entire checkout 
experience with an eye towards improving service, reducing costs, and potentially freeing up 
valuable selling floor space. 

Historically costly to purchase and maintain over time, POS systems have required a number of 
peripherals, secure networking, and dedicated checkout counters which consume valuable floor 
space. Moving to tablet-based POS takes advantage of the move to cloud-based solutions; the 
complexity of POS software is tailor-made for moving to a cloud environment. Using a tablet along 
with streamlined peripherals also reduces the physical footprint required. 

Many retailers have sought to control checkout related labor by installing self-checkout systems, 
but these systems have not been a home-run. Retailers today seem to be of two minds regarding 
the technology. Some retailers are removing self-checkout systems from their stores while other 
retailers are doubling-down on the technology. Trends appear to paint a future in which self-
checkout gives way to customer self-shopping, the shopper using their smartphone or a dedicated 
mobile device to scan products as they shop.  

While self-shopping has not yet taken hold in the U.S. market, there are a number of retailers 
working with the capability in Europe and CART sees a growing number of new innovative solution 
providers entering the space from overseas. 

As eCommerce grows in importance the industry is understanding the need for omni-channel POS 
systems that unite online and brick & mortar sales and reporting. 
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MOBILE POS

+200%



INVENTORY 
MANAGEMENT TOOLS 
ARE IN HIGH DEMAND 
WITH A CART COMPOSITE 
INDEX SCORE OF 3.10.  
Having the right merchandise on the shelf — products, brands, package sizes, and the correct 
number of facings of each — has been shown to have a significant impact on sales. The more 
aligned the merchandise assortment with the shopper base, ideally at the individual store level, the 
better performing sales will be. The right merchandise assortment delivers increased sales, 
increased inventory turn, increased gross profit dollars, and lower out of stocks along with 
providing an improved shopper experience. 

Given the significant capital retailers have tied up in inventory and the persistent out-of-stock issues 
suffered by nearly all supermarket operators, solutions promising improved decision making for 
merchandising assortment and inventory management are in high demand with a CART 
Composite Index Score of 3.10.  

While nearly all retailers can benefit 
from properly deployed inventory 
management solutions, retailers that 
have shopper-identified transaction 
data are turbocharging the benefits. 
Shopper-intelligent retailers 
understand the different types of 
shoppers they have and the proportion each of their shopper segments makes up of their 
business. With these powerful insights, retailers are looking to align mass promotion and 
merchandising activity to attract the types of shoppers they want. 

It appears there are two key drivers spiking interest in inventory management. The first is the 
publicized success Kroger has had in these areas using insights and analytics drawn from its 
massive storehouse of shopper identified transaction data gained through its loyalty program. The 
other driver is the fast growing use of predictive analytics to help retailers (and wholesalers) 
understand what promotions to run and merchandise to stock. 

The industry is seeing a proliferation of solutions addressing inventory management, particularly 
focused on promotion optimization and merchandise assortment optimization, as cognitive 
computing is brought to bear on the challenge. Retailers have indicated that there is a realization 
that the financial gains seen by big retail due to inventory management are fueling a growing divide. 

© 2015 Center for Advancing Retail & Technology, LLC. All Rights Reserved.

THE LAST MILE IS 
STILL THE LAST MILE
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INVENTORY MANAGEMENT

+155%



THE EXPLOSIVE GROWTH OF MOBILE 
IS REFLECTED IN AN INDEX SCORE OF 
1.84.  

A recent USA Today  survey shows that 92% of adults own a mobile phone, 68% own a 1

smartphone and 86% of Millennials have a smartphone. Retailers are starting to take advantage of 
the usage to innovate in-store marketing initiatives and new shopper services. Realtime marketing 
based on the shopper’s location in the store is already an area of strong industry focus and new 
capabilities providing deeper understanding of true shopper behavior in the store and the ability to 
effectively measure the impact of in-store initiatives are the main focus.  

Interest in in-store marketing solutions was 154% above the average, indicating industry 
understanding of the potential to drive additional revenue at little extra cost, as the shopper is 
already in the store. The ability to engage with the shopper in-store, especially when the shopper is 
in front of a specific category, provides a powerful opportunity to influence purchase decisions. 

Retailers and brands are able to 
leverage advanced in-store analytic 
tools such as video, mobile, and other 
category level technologies, giving 
marketers the ability to truly understand 
the impact of signage, displays, and 
other in-store initiatives in terms of 
shopper behavior. Increased ability to 
measure the impact and ROI of in-store 
marketing programs, displays, and 
signage should continue to trend 
upwards. 

Location technologies were noticeably low indexing at 0.09 pointing to the majority of retailers 
looking for more comprehensive solutions from mobile and analytics that include location 
technology as a feature. The technology of location is evolving to take advantage of wifi 
triangulation, magnetic waves and embedding signals in light waves, but low energy bluetooth 
beacons have current market dominance for enabling location in the store. Retailers have found 
that tying the location technology to marketing can be powerful if done correctly. 

Strong interest in mobile workforce management solutions achieved a CART Composite Score of 
2.99. As a relatively new category, mobile workforce management includes a new breed of 
capabilities that help retailers communicate with their associates. 

 USA Today October 29,20151
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MOBILE, LOCATION SERVICES AND OTHER INSIGHTS

LOCATION SERVICE 
TECHNOLOGIES 
MUST BE PART OF A 
LARGER SOLUTION



THE CART COMPOSITE INDEX 
CART platform users directly reflect the interests of the 
retail industry through the solutions searched for and 
time spent learning about different innovations.  

CART is able to drill into the search and related activity 
of over 30,000 platform users to gain insight to what 
specific areas of innovation users are searching for, 
learning about and connecting with. CART has 
developed a proprietary CART Composite Index Score 
that is based on search activity and engagement with 
different solutions through the platform. Each solution 
area is scored, indexed to a mean, and then rank 
ordered to produce the index. The CART Composite Index provides objective measurement and 
ranking of solution areas to provide guidance to industry participants as they seek to understand 
what their peers are focusing on.  

Data-driven analytics are supplemented with insights drawn from ongoing conversations with 
industry executives across the supply chain. These qualitative interactions provide CART an 
understanding of the challenges, opportunities, and priorities that are of particular importance to 
retailers, wholesalers, and brand manufacturers throughout the United States. CART combines its 
unique perspective across the fast moving consumer packaged goods industry and in-depth 
understanding of solutions to provide commentary accompanying the highest ranked solution 
areas in the report.  

ABOUT CART 
The Center for Advancing Retail & Technology (CART) powers an exclusive platform connecting 
retailers, brand manufacturers and solution providers. The platform represents the largest curated 
collection of solutions for the fast moving consumer goods industry. Users can search for, learn 
about and connect with new innovation for their businesses from an ever-growing ecosystem of 
solutions and related research materials to help industry executives keep pace in a world of daily 
innovation. For questions or comments: info@advancingretail.org. 
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