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How Retailers Can Modernize
In-Store Tech with Confidence




The Confidence Crisis

Our survey conducted by Retail Systems Research (RSR) underscores a critical disconnect:
Shoppers are demanding more engaging, intuitive, and tech-enhanced in-store
experiences, yet many retailers are falling short of these expectations.

Findings paint aninteresting picture:

(34% A
of retailers say they cannot keep up with

L consumer adoption of new technologies. )

(31% A
admit existing systems simply aren’t
up to the challenge of serving today’s
customers and employees. )

(31% A
perceive technology investment as

9 prohibitively expensive. D

The physical store remains central to In 2025 and beyond, success won’t
retail’s future. Despite the growth of digital be about who invested the mostin

commerce, many retailers still point to the technology — it will be about those
store as their primary growth strategy. Yet retailers who went boldly forward with
paradoxically, many admit theirin-store theirin-store tech innovation roadmap,

technology lags in delivering what today’s investing with confidence.
customers expect.

Shoppers now walk into stores already armed with product research, price comparisons, and
personalized digital experiences. When they encounter outdated systems or disconnected in-
store tools, the resultis friction and disappointment. Retailers know this — but many still hesitate
to modernize. The issue is not awareness of the opportunity, but alack of confidence inhow and
where toinvest.

To succeed, retailers must gain the confidence needed to move from hesitation to innovation
in theirin-store technology deployments.
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Where Retailers See Opportunity

Retailers recognize powerful opportunities for store improvement:

70%

o)
@ plantoinvestin assisted selling and endless
aisle capabilities.

M 66%
of top performers say they’llinvestin cross-channel
order handling in the next 12-18 months.

28%
ol
iﬂ@r\? want to optimize non-selling functions so associates can
spend more time with customers.

C 5
28%
see enterprise-wide inventory visibility as transformative.

=l 27%
O
rAK are prioritizing 360-degree visibility into customer
=== interactions across channels.

The common theme is visibility. Whetherit's freeing associates, connecting inventory across
channels, or equipping teams with customerinsights, the goal is to empower associates with the
ability to serve shoppers effectively.
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The Barriers Holding Retailers Back

Despite many retailers having a definitive view of in-store tech opportunities, many still are

hesitant to move forward.

| 54% |

say technology changes
too oftento keep up.
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38% |

cite high total cost of
ownership.

49%
struggle to quantify ROI.
37%

feel conflicted about
whether new tech will be
tools or distractions.

It’s not that retailers dismiss the value of innovation. Instead, the pace of technological change
creates uncertainty — and uncertainty leads to hesitation. The pace of technological advances

can be daunting.

Many retailers are finding themselves overwhelmed by this pace of change, saying “our
infrastructure prevents progress” (30%). The so-called “legacy lag” is becoming a liability as

older systems that weren’'t developed with open architectures
made to adapt to change dragretailersinto a downward spiral

of diminished returns.

This tension produces decision paralysis. Leaders worry

about making the wrong bet, about technology becoming

obsolete too quickly, orabout justifying costs without a

return oninvestment. The longer decisions are delayed, the
wider the gap grows between customer expectations and

store capabilities.
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How Leaders Overcome These Challenges

These are not purely technical barriers; they

are organizational and cultural challenges. -

Retail leaders aren’tjust evaluating software; ﬂ
they are weighingrisks, anxieties, and the

perception of making the wrong movein
a hyper-fast marketplace.

This is why the concept of the “confidence gap” matters so much.
It’s less about capability and more about mindset. Retailers must
overcome decision paralysis to act with clarity.

Top performers approach technology adoption differently. Their practicesreveal a
disciplined playbook:

O Analytics
Nearly half (49%) invest in business analytics to measure benefits and tie
adoption to outcomes.

O Defined business cases
38% insist on ROl and clear use cases before committing.

O Incremental adoption
32% begin with smaller projects, demonstrate ROI, and then scale up.

O Validation from partners
28% request references and proof points before buying.

Thisincremental, evidence-based approach turns risk into momentum. Each small win builds
organizational confidence, making the next decision easier.
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Mobile as the Confidence Catalyst

Of all technology priorities, mobile stands out as the most confidence-building investment
because itsimpactisvisible,immediate, and people-focused:

WIW
63% value mobile tools 56% highlight mobile for 40% emphasize
that free managertime and empowering associatesin mobile’s role ininventory
boost operational visibility. customer engagement. management.

By placing digital power directly into the hands of associates and managers, mobile bridges
the confidence gap. Associates feel more capable, managers gain real-time oversight, and
executives see tangible returns. Most importantly, shoppers experience better, faster, more

personal service.

Time is Ticking

With70% of retailers planning assisted selling
and endless aisle investments, and two-thirds of
top performers prioritizing cross-channel order
handling, the next 12-18 months representa

tipping point.

The gap between leaders and laggards will widen.

Those who delay may find themselves unable to
catchup. Those who move decisively, guided
by data and discipline, will set new standards for
store experience.
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Building Confidence: A Roadmap for Retailers

The evidence suggests a clear path forward:

1. Acknowledge the pace of change — accept that you can’t chase every trend.
Focusinstead on technologies that solve measurable business problems.

2. Anchorinvestmentsin defined challenges — tie decisions to gapsinvisibility,
productivity, or customer experience.

3. Start small, prove ROI, then expand — incremental adoption builds confidence and
reducesrisk.

4. Leverage mobile as an early win — fast deployments with visible impact can catalyze
broader transformation.

5. Hold partners accountable for clarity — require references, ROl cases, and proof
points fromvendors.

This disciplined approach shifts the narrative from “What if we choose wrong?” to “How do we
prove value and scale what works?”

Moving Boldly Forward with In-Store Tech Innovation

Retailers face amoment of challenge and opportunity. Shoppers wantricher, tech-enabled
experiences. Retailers know stores are still their growth engine — yet many hesitate to equip
their stores with the right technology to win due to fear of missteps.

The lesson fromindustry leadersis clear: confidence is not born of perfect foresight. Itis built
step by step, through disciplined adoption, measurable outcomes, and incremental wins.
Mobile technologies and data-driven decision
frameworks serve as catalysts.

Ultimately, confidence itself becomes a competitive
strategy. Those who adopt it will transform their stores
into hubs of digital-physical engagement. Those who
don’trisk being left behind.

A

@ In2025 and beyond, success won’t be about who
invested the mostin technology — it will be about those

%} retailers who went boldly forward with theirin-store

techinnovationroadmap, investing with confidence.
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Survey Methodology

Retail Systems Research conducted an online survey from December 2024 - January 2025 and
received answers from 112 qualified retail respondents (retail executives and store managers).

Respondents were from retailers with a
geographic presence in:

e United States: 98%
e Canada:21%

e UK:10%

e FEurope:5%

Latin America: 4%
Middle East and Africa: 1%
Asia/Pacific: 1%

Retailers had 2024 revenues (USD equivalent) of:

e $500 million - $999 million: 45%
e $1-$5billion: 35%

e $250 million-$499 million: 13%
e Over$5billion: 4%

e Under $250 million: 3%

4%
3%

22%

Retail sector representation:

e Fashionand Specialty Goods (Apparel, Footwear,
Accessories, Luxury, Personal Care/Cosmetics): 60%
e GeneralMerchandise: 22%
e FastMoving Consumer Goods (Convenience,
Food & Drug, Health Care Products): 18%

Retail Winners: Surveyrespondents categorized as Retail Winners, with sales above 7% - 53%.
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About Jumpmind

Known forits cloud-native, mobile Point of Sale (POS) platform, Jumpmind offers
the most modern and technologically leading POS and unified promotions to
supportinspired shopping experiences that empower both shoppers and the
retail associates who serve them.

While most POS platforms are designed to meet retailers’ current needs,
Jumpmind builds a system designed for the future. Business requirements can
shift, customer expectations can evolve, and hardware preferences change over
time. That’s why Jumpmind solutions — which are built by retail industry veterans
— are technology agnostic, adaptable and future-proof, enabling retailers to
stay ahead of the curve through agility, at scale.

For more information, visit www.jumpmind.com
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