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The Internet of Things  
is here today
There’s a new era dawning in the retail industry, and it’s being 
driven by the Internet of Things.

The Internet of Things, along with big data analytics, is 
changing both the way in which consumers behave and how 
retailers can interact with them. The Internet of Things is a 
game changer for the retail industry and give retailers the 
tools and insights to transform their businesses. Through 
implementing an effective Internet of Things strategy, retailers 
can significantly improve, automate and refine business 
processes, reduce operational costs, integrate channels,  
and most importantly, better understand and engage  
with customers.

However, with predictions there will be 30 billion connected 
autonomous things as part of the Internet of Things by 20201, 
retailers can easily become overwhelmed by the potential 
that the Internet of Things offers – particularly within the store 
environment. It is critical to first develop compelling business 
cases with well-defined objectives and build implementation 
plans that take advantage of your current assets and 
infrastructure.

The Internet of Things is the term used to describe a world 
where physical “things” such as devices and sensors are both 
smart and connected, with the ability to collect and share data.

Page 2

according to gartner, the economic value-
add across sectors from the Internet of Things 

is forecast to be $1.9 trillion by 20202

AnAlyTIcsThIngs connecTIvITy DATA

  1. IDC, Worldwide Internet of Things (IoT) 2013-2020 Forecast: Billions of Things, Trillions of Dollars, Doc # 243661, October 2013.     2. gartner, “Forecast: The Internet of Things, Worldwide, 2013,” November 2013.



21st century shopping is a consumer-driven 
activity, which is testing the store environment 
in previously unseen ways. Armed with mobile 
technology and data literally at their fingertips, 
today’s consumers are more knowledgeable 
and demanding, and define the shopping 
experience they want to have. Although 65% of 
customers in the UK alone would rather shop 
in store than via the internet3, within the store 
environment they crave the same rich product 
information and personalized marketing as 
they encounter online, and expect store staff to 
meet their service expectations.

The proliferation of channels through which 
consumers can shop, particularly the rising 
popularity of ecommerce, is also impacting the 
success of in-store shopping.

Forrester predicts that ecommerce will grow 
at a CAGR of 9.5% over the next five years 
in the US, reaching $414 billion in sales and 
accounting for 11% of total retail sales by 
20184. Therefore retailers must fight harder 

against online competition not only from 
their closest rivals, but also against direct 
engagement between brands and consumers, 
to retain traffic in their stores.

To meet these demands, many retailers are 
pursuing an omni-channel strategy with the 
aim of integrating the information-rich and 
convenient experiences of online shopping 
with the unique ability to see, touch and try 
products within the store. For example, many 
retailers are actively encouraging mobile phone 
engagement via their in-store Wi-Fi connection 
to curb showrooming - a growing trend that 
sees shoppers try out products in the store  
but buy them cheaper online - and drive  
sales conversion.  

The challenge of understanding and engaging 
with in-store shoppers is made even more 
difficult by the lack of consumer data captured 
on the shop floor, compared to the vast insight 
that online retailers can use to create targeted 
campaigns and nurture high value customers.
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Today’s omni-channel shoppers 
Understanding the potential of the Internet of Things is impossible without first looking 
at the major challenge facing today’s retail industry: how consumers now shop.



The Internet of Things starts with your Things 
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At Microsoft, we believe the Internet of Things 
can make a difference to your business right 
now, beginning with the things in your business 
that matter the most – Point of Sale (POS), 
digital signage, mobile devices, shelf-edge  
labels and store equipment. It’s really the 
Internet of Your Things, and it starts by building 
on the infrastructure you already have in place, 
using familiar devices and services in new ways, 
and incorporating the right technology to 
ultimately help you use data to create insights 
and make more informed business decisions.

Rather than thinking about the Internet of Things 
as billions of devices and sensors connecting 
to systems and the cloud, think about your 
things —your devices, sensors, IT infrastructure, 
cloud services, and software. Instead of trying to 
think about the massive amount of data being 
produced by billions of devices, think about 
how one piece of data—on your customers, 
your processes, sales, or inventory—can 
provide value to your organization. These are 
your things; they’re critical to you and help you 
power your business.   

By implementing an Internet of Things strategy 
that focuses on getting smart with what you 
already have - the devices, services and data 
- and expanding upon them, retailers can 
merge digital and physical environments to 
make immediate and noticeable improvements 
in store. This will help to increase employee 
engagement, drive smarter operations, 
transform customer experiences and provide 
access to the kind of real-time in-store customer 
information that you’ve never had before.

the Internet of  
 Your Things

 Your Data

=

Your Things

+
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Retailers are capitalizing on the Internet of Things
Many leading retailers and hospitality providers are already creating their Internet of Things and transforming their businesses  
with better insights, enhanced customer service, improved processes, increased efficiency and new opportunities.
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The co-operative group
The United Kingdom’s fifth largest food retailer, started their Internet of Things by 
enabling real-time pricing and promotions. They put in place an intelligent system 
from Point of Sale, kiosks, self-checkouts, mobile devices and data management, 
leveraging Microsoft technology. The solution enabled tracking of sales, trends and 
stock orders, and setting prices in real time, driving $317 million in weekly sales and 
$4.7 million in annual savings.

Royal caribbean 
The second-largest cruise company in the world, started their Internet of Things by 
sharing data between devices and venues to create individualized experiences for 
each passenger. They implemented 35 Windows embedded handheld devices on 
each ship to monitor food and cooler temperatures and deployed an integrated 
Point of Sale solution based on Windows platform. The benefits include automatic 
alerts for cooler malfunction, reduced time to generate temperature compliance 
reports, 60% reduction in time to complete temperature checks, and seamless 
integration of POS, digital signage, interactive TV and photo gallery for a better 
customer experience.
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Creating the Internet of 
Your Things in store
You can create the Internet of Your Things to support sound 
business decisions with clearly defined ROI. By connecting 
your devices and line-of-business assets to generate greater 
data visibility and putting the capabilities of these devices  
and assets to work in new ways you can gain new data 
insights, generate new business opportunities and increase 
your profitability. 

Although there is no set route for implementing an effective 
Internet of Things strategy, retailers should focus on three key 
areas that impact in-store digital transformation: employees, 
operations and the customers.

Transforming customer experiences

Driving smarter operations

empowering your employees 
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Retailers can start creating their Internet of Things strategy by connecting the 
principal data-gathering hub – the POS system– to other devices, such as 
digital signs, mobile devices, eCommerce site and social media. By doing this, 
you can enable a more mobile and knowledgeable workforce who can provide 
better service. Connected store devices can:

empower store associates to deliver a more personalized  
customer service.

Equipped with information such as product data, reviews and each customer’s 
transaction history and preferences across all connected devices, store associates 
can deliver more intimate, personalized customer experiences anywhere on the 
shop floor, while also making customized upsell and cross-sell suggestions.

enable store managers to be more productive and effective. 

Using connected mobile devices to access management tasks and productivity 
apps anywhere, store managers can be freed from the back office so they 
can spend more time on the shop floor with customers and associates. Store 
managers will also have more visibility to associates’ performance thanks to 
additional data insights from connected devices and systems.

enhance cross-team collaboration. 

In-store sales associates have real-time visibility into how customers respond 
to products, how merchandising is working, and the effectiveness of in-
store promotions. Connected devices and systems, integrated with the right 
enterprise social tools, enable sales associates to quickly share sales-floor 
insights and closely collaborate with back-office workers like merchandising 
teams, buyers, and marketing teams to drive timely adjustment on strategy 
and execution to maximize business impact. 

Empowering your employees 
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Driving smarter operations 
Retailers who are more advanced in implementing their Internet of Things strategy are using it to 
drive smarter store operations. Connecting and optimizing store assets, streamlining processes, 
improving story inventory tracking, and centralizing store operations can lead to significant 
savings in operating costs. Here are some implementation examples: 

enable remote asset management and 
predictive maintenance. 

For example, supermarkets can reduce 
shrinkage greatly with remote monitoring 
and predictive maintenance on equipment 
such as freezers and refrigerators to protect 
perishables. Such capabilities can be 
extended to other important in-store assets 
to reduce machine downtime, optimize 
utilization and manage costs.

Track shelf inventory in real time.

Using shelf sensors, RFIDs or price tags, 
retailers can track inventory end-to-end. 
As products are removed from store shelf, 
inventory information is updated in real 
time and store associates are notified 
automatically to restock when inventory 
drops below a preconfigured range. This 
reduction in out-of-stock items increases 
sales and contributes to happier customers. 

Improve store operational efficiency. 

For example, connected digital shelf labels 
can enable real time price updates using 
Bluetooth technology, reducing the cost 
of manually updating paper labels and 
allowing store associates to focus on the 
customer. Using sensors to monitor the 
length of checkout lines and opening new 
ones as needed can minimize staff idle 
times at checkout counters and improve the 
customer checkout experience. 

optimize environmental control.  

By embedding sensors in environmental 
controls such as heating, ventilation, air 
conditioning and lighting, retailers can 
remotely manage these elements and 
introduce settings such as temperature 
limits to optimize energy usage and  
reduce costs. These savings can be 
significant to retailers who are looking  
for ways to improve their profit margin. 
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Transforming customer  
experiences

Understand shopping behavior within the store.

Enabled by the Internet of Things, for the first time, retailers can discover 
previously hidden data by tracking customers’ shopping behavior in store. 
For example, tracking technology on carts, shelves, lights, cell phones 
or video cameras can provide data such as location, shopping pattern, 
products viewed and items purchased.

Personalized interaction and targeted marketing. 

Interactive digital displays within the store can show relevant information 
and promotions based on customer demographics and interests. With 
opt-in programs such as guest Wi-Fi and store apps, retailers can send 
customers coupons and recommendations in real time based on their 
locations in store and past purchases.

Bring web-style analytics to the store. 

Retailers can now combine in-store customer behavioral data with 
existing sales and inventory data and information from other sources 
such as social media to perform more sophisticated analytics, including 
predictive analysis, upsell and cross-sell analysis, and product affinity and 
recommendation analysis. With such deep customer and product insights, 
retailers can optimize store layout, improve merchandising, maximize sales 
and win and retain high value customers.

By using technologies that enable the Internet of Things such as sensors, 
Wi-Fi and Bluetooth beacons, retailers can bring the information-rich 
online experience into physical stores to transform consumers’ shopping 
experiences – the ultimate prize the Internet of Things brings to retailers.



Microsoft delivers on the Internet of Things
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Devices and Assets Cloud and  
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Microsoft azure Intelligent Systems Service
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Clearly, the Internet of Things offers great 
promise for retailers. Until now, however, 
fragmented Internet of Things solutions have 
been the only option and companies have had to 
piece all the components together by themselves. 

Companies have had to build custom 
connections to all their devices with varying 
operating systems and intelligence. There 
have been limited options to control and 
manage these devices, and to secure devices or 
machine-generated data. The data eventually 

retrieved from the devices may not be in a 
usable format or easily combined with data 
from other sources, preventing companies from 
driving real business insight and optimization.  

Microsoft offers a robust Internet of Things 
platform that helps companies accelerate the 
implementation of their Internet of Things 
strategy. As a key component of the platform, 
Microsoft Azure Intelligent Systems Service 
provides a single, integrated solution that 
enables you to easily connect and configure all 

your technology assets, remotely monitor and 
manage all the assets, harness data from the 
assets to be analytics ready so you can send 
data to powerful BI tools such as HDInsight, 
Power BI for Office 365 and Microsoft Azure 
Machine Learning to drive meaningful insights. 
With a diverse partner ecosystem that builds 
industry solutions to extend the capabilities 
of the Intelligent Systems Service, you have 
the flexibility to innovate and build highly 
customized experience that meet the unique 
needs of your business.

www.microsoft.com/iss
http://azure.microsoft.com/en-us/services/hdinsight/
http://www.microsoft.com/en-us/powerbi/default.aspx
http://azure.microsoft.com/en-us/services/machine-learning/
http://azure.microsoft.com/en-us/services/machine-learning/


The time to unleash the Internet of Things is now, beginning with your things. Creating 
the Internet of Your Things is the first step to transforming your store for 21st century 
retail. It addresses one of your most pressing challenges – how to provide a personal, 
seamless and differentiated experience for customers who do not think in terms of 
channels. The Internet of Your Things takes omni-channel shopping to a new level, 
by bringing the online experience to the store through digital interactive displays and 
devices, personalized promotions and services, and new customer engagement models..

Start by identifying the key business challenge you’re looking to solve or the process 
you’re looking to change and then look at how data, devices and analytics can all 
come together to give you the insights you need to address it. Retailers already 
capture copious amount of data – whether through POS transactions, customer loyalty 
programs or social media efforts. So it’s less about chasing more data, but rather 
getting smart with what you already have and using proven technology platforms that 
can scale up as you expand your capabilities and reach new business goals. 

Microsoft is delivering the technologies and services for the Internet of Things today, 
helping customers connect the things in their business and gain insights from data 
while reducing costs and risks. With scalable and flexible solutions from Microsoft, you 
can grow the Internet of Your Things along with your business.
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Embracing retail’s future today

Put the Internet of Your Things to work for you with two simple steps:

Get started now

• Stay informed with the Internet of Your Things newsletter at  
 www.InternetofYourThings.com
• Learn more about Microsoft Azure Intelligent Systems Service at  
 www.microsoft.com/iss


