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Introduction

Making the move 
from omnichannel to 
unified commerce

Rapid advancements in consumer technologies 
and behaviours have transformed retailing. 
Today’s customers want seamlessness, and 
that means delivering a connected, continuous 
shopping experience across any device 
or location. 

But there’s a problem.

Many retailers are still counting on an omnichannel 
approach to bring their systems together but most attempts 
fall short. That’s because omnichannel simply links digital 
and physical systems together, without the ability to keep 
pace with consumer whims. Add in ever-evolving channels, 
slicker supply chains, more fulfilment options and purchasing 
technologies, and omnichannel’s limitations become even 
more obvious.
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When 42 percent of consumers stop shopping with a brand 
after only two bad service experiences,1 and reducing costs 
is paramount, it’s critical to move to a unified commerce 
platform if you’re seeking to innovate, capture value and 
stay relevant. 

This ebook is your guide to unified commerce and 
how you can shift your focus from the hard work of 
integrating channels to offering a holistic customer 
experience based on unified inventory and customer 
data. You’ll find out how to start your journey, read about 
disruptors already benefiting and walk away with our 
four-stage unified commerce adoption model to cut 
costs, retain customers and grow revenue.

42%
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The business case for 
unified commerce

Keeping ahead of consumer  
behaviour and technology advances 

Following the trends that are   
powering a new retail ecosystem

Watching the disruptors 

Defining unified commerce 

Connecting, engaging and delivering:   
unified commerce’s top benefits
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Part 1: The business case for unified commerce 

Keeping ahead of  
consumer behaviour and 
technology advances

When it comes to retail management, the 
concept of ‘unified commerce’ is elbowing 
‘omnichannel’ out of the picture.

For over a decade, omnichannel linked together various 
digital and physical channels to make sure that the customer 
experience was seamless. While omnichannel management 
can look smooth on the surface however, there are often 
rough patches underneath.

Many retailers have hit a wall because their omnichannel 
efforts can’t meet today’s retail challenges cost effectively. 

1. Accurate and timely inventory management

Managing inventory is a retailer’s biggest challenge 
— no matter their size. It’s also the biggest cost. Many 
retailers launch self-serve channels without getting their 
inventory right and can only access rudimentary sales and 
inventory positions. That prevents them from offering the 
‘buy anywhere, fulfil anywhere’ options that are best for 
customers and most profitable for them.
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2. Obtaining a single view of the customer

Consumers now demand the ability to shop at any time, 
using any channel, from any device, at the best price. But if 
you’ve got separate databases for your call centre, or your 
staff can’t see what customers are doing on your website, 
you simply cannot offer a seamless customer experience.

3. Integrating data silos

Many retailers use numerous customer-facing and back-
office mobile apps, cloud applications and legacy systems. 
Often loosely connected with manual processes and 
complex integrations, these omnichannel systems are fragile, 
inefficient and costly to maintain. 

4. Adding modern technologies and capabilities

To keep pace with consumer demands for personalised 
services, retailers need to create and deploy new apps, 
services, channels and devices. However, integrating existing 
legacy systems with modern technologies to create new 
brand experiences can be costly, time consuming and risky.

5. Aligning in-store and online experiences

Bricks and mortar stores often lack the tools and systems 
that enable their people to deliver customer experiences that 
match online shopping’s price, speed and convenience. 

6. Making sense of data

While creating personalised offers from customer data 
is possible, making sense of that data to drive further 
opportunities, value and returns can be a challenge without 
the right analytics and insight tools. 
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7. Uniting people and processes to innovate

Digital transformation efforts often take place in isolated 
teams, with little coordination and collaboration across the 
organisation. Creating a culture of innovation is as much 
about the challenge of bringing together disparate people 
and processes, as it is about uniting disparate technologies.

“It’s time to make a unified commerce 
approach a top priority if you want to 
connect, simplify and innovate.” 
Kelly Brown, CEO, Triquestra
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Part 1: The business case for unified commerce 

Following the trends that are 
powering a new retail ecosystem

Retail is going through massive change due to 
the influence of disruptors like Amazon, Netflix 
and Spotify. These innovators have forever 
altered how consumers expect to shop and how 
retailers get their products into shoppers’ hands.

By providing a compelling mix of convenience, speed, 
affordability and variety, retailers have created a 
‘new normal’. 

Disruptors continually broaden their services beyond their 
original offering. They create tiered options that incentivise 
customers to take advantage of new benefits. And they 
anticipate and then shape consumer behaviour.

Disruptors are creating a new retail ecosystem with a 
seamless combination of physical and digital channels and 
an array of engaging technology and customer experiences.
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1. Immersive technologies

Innovators use technology to revamp the customer 
experience, strengthen their brand personality and simplify 
the buying journey all the way from research to product 
delivery. They use immersive technologies like artificial 
intelligence (AI), virtual reality and augmented reality, as 
well as internet-of-things sensors, beacons and smart home 
devices. These tools empower staff and make the customer 
experience more effective and enjoyable.

2. Collaborative and personalised

Mass production and generic services are losing their 
appeal, while demand for handcrafted or made-to-order 
goods is steadily rising. Disruptors not only have the ability 
to measure specifically what each consumer wants, they 
are now in a position to link their processes and resources 
to provide it.2 They co-create products with customers by 
crowdsourcing or launching create-it-yourself startups. Then 
they analyse behavioural and preference insights to enhance 
product design and customer experiences. 

3. Delivery anywhere, anytime

Today customers expect you to get their purchases to them 
when and where they prefer. They want faster and cheaper 
deliveries, including on-demand or same-day, sometimes 
with a window of delivery of only a few hours. Disruptors are 
launching new fulfilment and logistics services to get orders 
turned around on a faster scale and pace than ever before. 
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4. Specialise and surprise

Large retailers are setting up small or temporary pop-up 
stores with a select range of products and services, and 
smaller retailers are specialising in products with niche 
appeal. By recognising that experience is as important as 
product and price, disruptors attract customers to their 
physical stores with knowledgeable employees and fun 
experiences that cannot be delivered online, such as VIP 
launches, product previews and informative demos.

5. Caring and sharing consumers

From holiday houses and taxis to music and movies, the 
sharing economy is growing. With more efficient, cheaper 
and personalised offerings, these sharing services appeal to 
consumers who are more interested in renting than buying 
more stuff. In addition, a larger and wealthier middle class 
is increasingly attracted to socially-responsible brands with 
values that align with their own. Brands that are ethical 
and sustainable, and that communicate in an open and 
transparent way, are building trusted relationships with 
their customers. 
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Part 1: The business case for unified commerce 

Watching the disruptors

Amazon’s one-touch Dash Wand3 is a handheld 
device with a speaker, microphone and barcode 
scanner. It’s primarily designed as a grocery 
scanner — you can either tell it to order an item or 
scan a barcode to automatically add the item to 
your Amazon cart — but it also controls your smart 
home devices so you can turn on the lights, lock the 
doors, set the temperature and more.

Samsung’s smart fridge4 has 
a large LED touchscreen that 
allows family members to share 
messages, photos and calendars. 
Plus it’s got an internal camera 
so you can view the fridge’s 
contents and take images of 
products to add to shopping lists 
and online orders.
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Beacon technology — small, wireless devices that transmit 
Bluetooth signals to nearby smartphones — is changing in-
store experiences. When a customer walks into a store with 
a Bluetooth-enabled phone and the right app, the store can 
send an offer, discount or recommendation to the customer’s 
phone via the beacon. These offers can be based on past in-
store purchases or what someone browsed online. 

Amazon Go5 is an ambitious retail concept that uses AI, 
sensors and other technology to create a store with no 
checkouts. A test store opened in Seattle earlier this year and 
lets customers use the Amazon Go app to enter the store, 
take the products they want and leave. Shortly after, Amazon 
charges their account and sends a receipt.

Loyalty Building Tip #1: Offer the best price
When inventory is your biggest cost, lowering that cost lets 
you lower price for the fickle consumer, without reducing 
margin. With a unified commerce management system 
you can optimise your inventory by forecasting demand 
and tracking sales to reduce stock levels and free up 
capital. And by simplifying systems and eliminating 
interdependencies, you’ll reduce your overheads. 
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Part 1: The business case for unified commerce 

Defining unified commerce

Unified commerce is an architectural approach 
that effectively and seamlessly engages 
customers across all channels and touchpoints. 

Unified commerce works because it bypasses all of 
omnichannel’s limitations. Instead of connecting different 
systems, you create one open, centralised commerce 
platform that exposes one version of truth to all channels.

This platform provides a hub for your channels, centralising 
customer, inventory and fulfilment data and transactions 
in near real time. With all customer engagement points 
connected, unified commerce lets you deliver a holistic and 
personalised customer experience more consistently. That 
means you can treat each customer as the individual they 
are, all the time — one person with one account, interacting 
with one unified brand.

The shift from channel silos to unified commerce6 

LEGACY

REALITY

ASPIRATIONS

NIRVANA

UNIFIED COMMERCEMULTI CHANNEL

OMNICHANNELSINGLE CHANNEL
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How big is unified commerce?
Retailers agree that unified commerce is now their top 
priority, with 71 percent indicating they have or plan to 
implement a single, unified commerce platform within the 
next three years, and 5 percent saying they have already 
reached a true unified commerce model.7

And they’re predicting a massive impact on their bottom line.

More than two-thirds of retailers expect a unified commerce 
platform to improve margin, brand value and revenue by 
more than 10 percent.8 

Retailers also expect unified commerce to drive innovation 
and efficiency within their IT team:

• 45 percent expect unified commerce to drive IT 
innovation through significant improvements in their 
ability to meet business demands faster.9

• 35 percent expect significant improvements in IT 
efficiency by reducing the time and budget for data 
security, maintenance and infrastructure.10

Loyalty Building Tip #2: Make your bricks click
Unified commerce gives you the freedom to design and 
implement new in-store customer service technologies 
and experiences that match (or even exceed) your digital 
offerings. You can develop apps that let your customers 
use their mobile phones in-store to self-checkout, locate 
products, find their real-time order status or even 
interact with chatbots to gather product information or 
get personal recommendations.
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Part 1: The business case for unified commerce

 

Connecting, engaging and 
delivering: unified commerce’s 
top benefits
 

A single retail management platform positively 
impacts your entire business in so many ways.

1. Simplify your technology

A single commerce platform gives you a leaner and 
more flexible architecture to deliver greater agility, 
increased efficiency and more control. By centralising 
data and systems you can expect many IT efficiency 
improvements, including:

• Scalability: third parties can easily plug in, building the 
ecosystem of retail software, tools, resources and devices 
you can add and change to match your business needs.

• Accuracy: exposing data and functions (rather than 
moving and replicating them) reduces integration 

— improving efficiency, decreasing errors and 
increasing accuracy.
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• Easier to maintain: the single centralised platform 
reduces the need for reconciliation and manual processes 
to maintain and manage data and functions, and there is 
only one system to secure.

• Reduced costs: reduced maintenance, management and 
integration of data and systems decrease your overheads.

2. Accelerate speed to market

These improvements in IT efficiency and flexibility let you 
meet business demands faster and innovate much more 
quickly. There’s less work required to plug in and implement 
new functions across channels, test cycles are reduced, and 
you’ll use development capacity more effectively. Teams 
currently tied up in building and checking integrations can 
be moved onto more innovative, customer-centric initiatives.

3. Optimise inventory and availability

Your most significant benefit will be increased sales 
generated by ranging and fulfilment capabilities that enable 
you to sell products across channels (and even sell products 
not normally stocked within any channels).

With a single view of stock across all locations, plus the ability to 
easily move it around the business, you’ll reduce your inventory 
costs and overall stock requirement. And by giving customers a 
range of purchasing and fulfilment options, you’ll enhance your 
service and increase customer satisfaction.

4. Boost in-store productivity and sales

You’ll benefit from lower shipping costs and increased 
sales when your ‘click-and-collect’ customers pick up their 
purchases at stores, with NRF research showing 90% of users 
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bought additional items when picking up purchases.11

Foot traffic is declining and store closures are increasing.12 By 
arming your staff with extensive product details and providing 
shoppers with experiences that entertain and entice them to 
linger, you’ll enhance customer interactions, improve staff 
productivity and ultimately increase conversion.

5. Mobilise and personalise your customer experiences

The ability to see each customer’s shopping preferences and 
history across all channels is critical for building personalised 
shopping experiences.

With a holistic view of your customers, you’ll be able to better 
plan your pricing and promotion strategies and get the right 
offer or message to the right customer, at the right time and 
right place.

6. Use data for business insights

One of the most compelling benefits of unified commerce 
is the value that comes from using all the centralised data 
to obtain insightful or actionable information and have it 
available when and where it’s needed.

A single, unified platform gives you the ability to view all 
customer touchpoints and react to potential issues in real 
time. With a single source of truth and powerful analytics, 
you can turn large amounts of data from disparate sources 
into insights that help you to attract and engage customers 
in new ways, and improve your bottom line.
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Loyalty Building Tip #3: Let customers shop 
where, when and how they want
With unified commerce, every channel interacts with the 
centralised platform and all data stays in sync across 
websites, apps, stores, call centres and mobile devices. 
The order management system is key as it provides 
order visibility and ensures consistent and accurate stock, 
customer, purchase history and loyalty information in 
any channel.
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in action

Your four stages to unifying customer experiences

Cue and unified commerce — the perfect retail fit

Choosing your unified commerce partner
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Part 2: Unified commerce in action 

Your four stages to unifying 
customer experiences

How will your organisation make the transition 
to unified commerce? Our four-stage adoption 
model can help you build an ecosystem of 
technologies, tools, processes and experts. 

Stage 1: Get tight control of your inventory

The first step is to ensure you can accurately manage 
your inventory levels across all your locations and 
customer touchpoints. 

A unified inventory management system lets you optimise 
your inventory by tracking bestsellers as well as slow-moving 
items to guarantee you’ve got the right inventory available in 
each channel, without carrying the cost of overstocking.

With a single source of inventory trends, costs and locations, 
you can react and change quickly, and forecast demand 
based on historical data, sales forecasts, trends and 
seasonal variations.

This step is as much about business process, training, 
discipline and compliance, as it is about the software 
you install. 



20

Stage 2: Extend your brand experience across all channels 

With inventory management in place, you are free to 
increase your number of purchasing channels. 

To do so, you’ll need a centralised hub for all your customer 
and inventory data and transactions. Then each and every 
channel can interact with the platform in near real time, and 
everything stays in sync. 

That means all your staff and customers will have the 
same product visibility and can expect fluid and accurate 
interactions, whether in-store, on mobile or online.

With real-time data on stock levels, you’ll be able to see 
where inventory is located and what distribution channel it’s 
heading to, find the lowest cost or fastest fulfilment route, 
and provide better promotions. 

Stage 3: Create delightful, personalised 
shopping experiences

Then it’s time to build genuinely meaningful customer 
experiences. You need to mix emotional and rational factors 
to connect and build relationships.

Rational value is the starting point for a great customer 
experience. It meets each customer’s very logical need for 
price and product. It’s also the functional experiences you 
offer, such as convenience, fulfilment, flexibility and speed. 

You’ll connect with your customers at an emotional level by 
tapping into their fundamental motivations and fulfilling 
their deep, often unspoken needs. These are the experiences 
that make customers feel valued, such as personalised 
communications, recommendations and offers, rewards for 
spend and tailored in-store experiences.



21

You also want to make sure your online and physical 
shopping experiences complement each other. Tie together 
different online and offline channels to launch new services 
that give customers the best of both worlds and optimise 
your costs, such as ‘click-and-collect’, ‘store-to-door’ or 
‘endless aisle’ fulfilment.

Stage 4: Innovate, innovate, innovate 

With your unified commerce platform in place, you can 
deliver truly innovative offerings to customers and build a 
disruptive competitive advantage.

By using APIs to expose data and functions and easily plug in 
and deploy new services, channels and devices, you’ll reduce 
integration and maintenance overheads, increase real-time 
accuracy and enjoy virtually limitless scalability and agility.

These improvements in IT efficiency and availability let 
you shift your team’s priorities to innovation. By using agile 
methodologies and creating a community of third-party 
apps and systems working together in an ecosystem, you can 
drive critical strategic initiatives and continually innovate.

The end result is the ability to create extraordinary customer 
experiences that help to capture market opportunities, 
generate additional revenue and build brand advocacy.



Your building blocks for unified commerce
There are three building blocks of unified commerce that 
let you get started on your journey:

1. Centralised data and transactions for a single source 
of truth

2. Connected, open systems so you can quickly deploy 
new apps, services and channels

3. Agile methodologies that help you innovate quickly

Loyalty Building Tip #4: Reward your customers
Research has found that 75 percent of consumers are 
more likely to buy from a retailer that recognises them 
by name, knows their purchase history or recommends 
options.13 Implement a fully integrated loyalty programme 
that gives you a 360 degree view of your customers. 
Whether your staff or the customer enters their details 
in-store or online, you’ll be able to recognise them 
consistently and offer personalised recommendations and 
suggestions for products they might be interested in.

 

“Cue is one of the fastest retailers we’ve ever seen to roll out the 
Shippit solution for 3-hour delivery to their fleet of stores. What 
took most retailers six to 12 months they’ve done in only one.”

Rob Hango-Zada, Co-Chief Executive of Shippit.
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Cue and unified commerce  
– the perfect retail fit
Always at the forefront, Australian brand Cue Clothing 
Co delivers much more than just great fashion. It delivers 
a great customer experience through its physical, online, 
mobile, social, concession and customer service channels 
with the help of Infinity. In the last two years Cue has 
introduced many new features: click-and-collect, order 
orchestration, 3-hour delivery, store-to-door delivery, 
shoppable screens and endless aisle fulfilment, and added 
payment options like WeChat Pay, Alipay and Afterpay. 

In the past, introducing any one of these features would have 
taken six to nine months and could be a torturous experience. 
But Infinity’s unified commerce platform has made the 
process a lot easier. 

Shane Lenton, Cue’s CIO, is enjoying the journey. 

“From our perspective Infinity is the platform for us to innovate 
and accelerate. We’re not stuck with supporting legacy issues or 
trying to bolt on disparate systems to get things working. It’s at the 
centre of everything we do.  Adding new features is no longer a case 
of ‘how?’. Instead we think ‘what’s next?’.”

Customer uptake and response have been incredible as the 
new features have become available. The 3-hour delivery 
service totalled 15% of all online transactions in its first 
month. Similarly, click-and-collect made up 30% of online 
transactions in its first month.
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There’s no slowing down either. Shane is looking at 
personalisation that’s driven by machine learning and AI 
and enabled by the single customer and inventory view 
that Infinity provides. One idea Cue recently launched is for 
personalised e-receipts for in-store purchases that include 
targeted product recommendations.

The ease of implementing things with Infinity’s APIs puts 
Shane in a great position to respond to retail’s changes while 
focusing on what matters most. 

“We don’t just deploy tech for the sake of it. It’s all driven by one 
thing, what’s best for the customer.”

2011
• Stock online – no buffers – 

single view of inventory
• Pricing and promotion 

consistency across 
all channels

• Loyalty program - single view 
of customers

2017
• Endless aisle
• Store-to-door
• Deliver from stores
• Order orchestration

   CUE’S TIMELINE

2016
Click-and-collect •
Afterpay in store •

PayPal refund in store •

2018
3-hour delivery from store •

Shoppable screens •
RoyalPay - Alipay, WeChat Pay •

24
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Part 2: Unified commerce in action 

Choosing your unified 
commerce partner

Working with the right people and the right 
technologies will make the planning, design, 
implementation and roll-out of a new unified 
commerce system a whole lot easier. There are 
some important indicators of a good partner.

1. Maturity and market responsiveness 

You want a partner that has been around the industry a while, 
with a sound platform, business model and proposition. 
They’ll need to have people with the capability to help you 
plan and implement your inventory management, fulfilment, 
pricing and customer systems to work for you right now and 
into the future. If you’re working with a mature platform, your 
partner can focus on delivering innovation, because the core 
functionality you need already exists.

2. Customer experience

Make sure your partner has recent and direct experience. 
Have they implemented unified commerce systems or are 
they just adapting existing supply chain and fulfilment 
models? Ask for evidence of the relationships, products and 
services that help their clients to be successful, including the 
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consultancy, customisation and integration, training and 
support services you’ll need. 

3. A flexible and innovative mindset

Not only will your partner need the people and processes 
to move fast, they must also cultivate an environment in 
which agile innovation flourishes — to think differently, act 
differently and achieve success. And you’ll want to see 
that your partner has a history of responsiveness. Can 
they change direction, be flexible and achieve competitive 
success as opportunities develop, competitors act and 
customer needs evolve?

4. Broad product capability 

Choose a partner that can give you a broad and holistic 
unified commerce portfolio, perspective and experience. 
Offering a unified experience means the customer 
experience is intrinsically linked to inventory, fulfilment, 
supply chain and planning. You don’t want to be tied to 
a point player that can only provide portions. You want 
a partner that lets third parties connect and cultivates a 
community with those parties to reduce risk and increase 
flexibility. You also need to know that your partner has 
a strategic roadmap and investment committed for 
new capabilities. 

5. Consulting and market understanding 

Find a partner that will guide you in the right direction and 
tune technologies to fit your individual business needs. Do 
they have consultancy skills that span business and technical 
knowledge? Can they advise you on business processes as 
well as how the software works? Make sure they understand 
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your wants and needs (as well as those of your customers) 
and can translate them into products and services. 

6. Exceptional operations 

Check that your partner can meet their goals and 
commitments, and that they have the organisational 
structure, skills, experiences, programmes and systems to 
operate effectively and efficiently. That includes agile — 
make sure they’ve done the training and really understand 
agile principles, methods and practices.

7. Best of local, best of global

You’ll want a partner that is an Australasian business, 
focused on our region’s potential to succeed. A local 
partner means you can have more influence on the product 
roadmap and enjoy direct engagement with people on the 
ground committed to your success (and not distracted by 
offshore business activity). And a mid-size partner is more 
likely to view you as an important customer of influence — far 
better to be a big fish in a small pond (and not have to fight 
for attention as a small fish in a big pond).
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Loyalty Building Tip #5: Offer delight as well 
as satisfaction
Your analytics capability will help identify opportunities 
to create customer experiences that directly drive 
increased emotional connection and, as a result, greater 
customer value and financial returns. If you’re a liquor 
retailer, for instance, you can invite your loyal whisky 
connoisseurs to a tasting event of the best single malts 
from Scotland.
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Conclusion

Taking your retail business  
to its next stage

Operating a retail business has many challenges that 
unified commerce can help you meet:

• Changing consumer behaviours and technologies 
requires a value chain that can link together 
online and offline channels to provide a seamless 
customer experience.

• You’re in a race to deliver what customers want, how 
and when they want it, without over-promising and 
under-delivering on their desire for a channel-agnostic 
experience.

• Disruptors are combining digital and physical channels 
in unexpected ways to offer new services, reshape 
experiences and enter new markets. You need the means 
to innovate quickly so you don’t miss any opportunities or 
get left behind.

Now’s the time to move to a unified retail strategy that 
provides the flexibility and agility you need to keep in step 
with consumers’ changing needs. 

Make sure you’re one of the disruptors, not the disrupted.
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Start your journey to unified commerce
Get in touch to find out how Infinity can help you develop the 
agility to innovate. We’re keen to chat and discuss how we 
can support you to build a seamless blend of physical, digital 
and complementary customer experiences.

Email: connect@triquestra.com

New Zealand: +64 9 8209213 
Australia: +61 3 8375 8401

Visit: www.infinityrms.com

About Infinity

The Infinity unified commerce platform combines point 
of sale, eCommerce, mobile, inventory, fulfilment, loyalty, 
pricing and business intelligence on one open platform. 
Which means you’ve got a hub that centralises all customer 
and inventory data in near real time. 

The Infinity platform is easy to integrate with your current 
systems and with new technology. You’ll be able to innovate 
quickly, optimise inventory, maximise margin, and deploy 
new retail services — efficiently and profitably.

Infinity is proudly brought to you by Triquestra. We’ve been 
delivering retail management systems around the world and 
across industries for more than 20 years. 

CONTACT US

mailto:connect%40triquestra.com?subject=ebook%20Connect
https://infinityrms.com/
https://infinityrms.com/connect-with-us
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