Retail of
the future

5 trends to watch
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Inflation concerns. Supply chain disruptions. High staff turnover.
Retailers have been facing a seemingly never-ending number
of challenges that have launched them through furious — and
exceptionally fast — transformation. When loyalty can’t be taken
for granted anymore, retailers are forced to adapt and shift their
business model to one that best suits the customer if they want
to see returns. The good news is that there are opportunities for
those who dare to change.

Here are five emerging trends and technologies that we expect
will offer new challenges and opportunities in the months ahead.

Transforming physical stores
Captivating young shoppers
Technology to empower and retain employees

Sustainable and ethical practices

Technology that reduces cost and risk
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TREND NUMBER ONE

Transforming
physical stores

The role of the retail store has evolved significantly over the
last few years, particularly as online shopping has grown in
popularity. No longer simply transactional spaces, physical
stores have become experiential hubs where consumers
can gather to socialize, explore, and be entertained beyond
shopping. Globally, in-store shopping still accounts for
almost 80% of all retail sales.

As the role of the store shifts to meet consumer demand,
retailers are introducing new innovations to appeal to their
preferences and keep them engaged.

More than just retail

To expand their footprint and cater to diverse customer
needs, retailers are reinventing themselves, experimenting
with a range of different sales models and services that
entice customers to visit their physical locations. Take
shopping malls, for example. Once bustling with retail
shops and kiosks, malls have now adopted a more
restaurant-centered mindset. According to Retail Asia, F&B
will account for half of all new openings in shopping malls
in the coming years.

This shift highlights a broader trend: retailers are realizing
that attracting customers requires more than just offering
products.AccordingtoarecentsurveyfromMasterCard,76%
of retailers say that finding new revenue streams outside
of traditional retail is essential. Diversifying the in-store
experience—through high-value services like consultations,
live product demonstrations, rentals, or courses—turns a
store into more than a shopping destination. It becomes
a physical bridge between the brand and its customers,
capturing attention and encouraging long-term loyalty.




Engaging customers with technology

Consumers today bring expectations shaped
by their digital experiences into physical
stores, and retailers are responding by
weaving technology into every step of the
in-store journey. These digital experiences
Create convenience, personalization, and
connection with customers through smart,
data-driven tools that also enable retailers
to better understand their needs.

- Agentic Al and searchless commerce.
Artificial intelligence is increasingly shaping
how customers discover and interact with
products, both online and in store. In many
cases, shoppers are no longer starting their
journey by browsing shelves or typing
keywords into a search bar. Instead, they're
turning to agentic Al assistants to do the
legwork for them. These Al agents research
products, compare prices, and narrow
down options based on the customer’s
preferences, budget, and past behavior—
often before the customer ever steps into
a store.

This shift is already influencing purchasing
decisions. Research from NielsenlQ found
Another survey from Bain &Company
reports that 58% of consumers who use
generative Al say they rely on it to inform
what they buy, rising to 63% among
millennials and 59% among Gen Z. As
these tools become more embedded in
everyday shopping habits, retailers need to
think about how their products, pricing, and
availability are surfaced not just to people,
but to the Al tools acting on their behalf.

Alongside this, searchless commerce is
gaining momentum. Rather than relying
on keyword searches, customers can
describe what they're looking for in
natural language, upload an image, or
interact visually with products. These Al-
powered experiences remove friction from
discovery and make shopping feel more
intuitive. By blending digital guidance with
physical environments, retailers can create
smoother, more engaging journeys that
resonate particularly well with younger,
digitally native consumers, and ultimately
encourage deeper engagement and higher
conversion rates.
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« Real-time Al analytics. Today's physical
stores are becoming far more observant,
not just through cameras and sensors, but
thanks to Al systems that help retailers
understand what's happening on the
sales floor in real time. Rather than just
analyzing historical backend data, these
tools monitor inventory levels, customer
movement, and product interactions
the moment they occur, turning physical
spaces into intelligent environments that
respond to shoppers needs.

Take smart shelves as an example: these
digitally connected shelves use weight
sensors, cameras, and Al to continuously
track what's going on at the shelf level.
Weight sensors detect when an item is
picked up or returned, cameras identify
which specific products are being handled,
and Al models interpret this activity as it's
happening. Together, they provide retailers
with a clear picture of on-shelf availability,
product placement accuracy, and how
often shoppers interact with specific items,
even if a purchase doesn't follow.



- Underpinning many of these experiences
are RFID tags; small chips attached to
individualitems that give retailers real-time
visibility into product movement. When
RFID and Al work hand-in-hand, stores
gain a live view of product availability
and location, helping ensure shelves stay
stocked and items are where customers
expect them to be. For shoppers, this
translates into a smoother, less frustrating
experience. Products are easier to find,
out-of-stock situations are reduced,
and staff are better equipped to answer
questions or quickly locate items.

Mobile self-scanning and in-store apps
bring a new level of convenience to in-
store shopping, allowing customers to
scan items directly from shelves and pay
through the app without waiting in line.
These apps also offer additional features,
such as the ability to earn and redeem
loyalty points, access detailed product
information, and create shopping lists,
which can be automatically generated

from past purchases or shared between
users. By connecting these apps to their
stores, retailers can deliver personalized
offers and recommendations tailored to
individual shopping habits, send targeted
in-store promotions, and enhance the
overall shopping experience.

Interactive displays are helping stores
turn browsing into a richer, more engaging
experience — meeting customers where
they are with visual, tactile, and personalized
content that elevates time spent in person.
Instead of passive signs, retailers are
installing touchscreens, motion-activated
screens, and Al-powered product walls
that invite shoppers to explore items,
compare features, and discover tailored
recommendations right on the sales floor.
These tools bring product education and
discovery to life in ways static signage
cannot, while also giving customers room
to engage in interesting digital experiences
in-store.

Where to start:

Reimagine the role of the store. As customer expectations contin-
ue to evolve, think about how your stores can expand to encourage
engagement and retention. This might mean adding services, ex-
periences, or digital touchpoints that enable customers to spend

more time in store and return more often.

Put technology where it adds real value. Not every innovation
needs to be adopted at once. Start by identifying friction points
in the in-store journey — from finding products to checking out —
and explore how tools like Al-driven analytics, mobile apps, smart
shelves, or interactive displays can improve those moments.
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TREND NUMBER TWO

Captivating

young shoppers

The retail industry has always been shaped by evolving customer expectations, but Gen Z

and Gen Alpha are accelerating change at a much faster pace. As digital-first generations,
they expect shopping experiences that reflect the convenience, speed, and flexibility
of the technology they use every day. According to the Boston Consulting Group, Gen Z
and Gen Alpha are expected to make up 40% of global retail spending by 2035, making
their preferences increasingly influential. For retailers, understanding how these younger
consumers shop, pay, and interact with brands is essential to staying competitive.

Flexible payment options

Young shoppers have high expectations
when it comes to their payment experience
— it needs to be seamless, fast, and most
importantly, offer them the power of choice.
According to a survey from Forbes, 48% of
Gen Z shoppers said they would abandon a
purchase if their favorite payment method
wasn't available. As digital payments take
over, Gen Z, and soon enough Gen Alpha, are
the primary enforcers, contributing to the
growing popularity of options such as Buy
Now, Pay Later, which businesses such as
Klarna have made accessible, as well as Peer-
to-Peer payment apps and digital wallets.

+ Buy Now, Pay Later (BNPL) has become
exponetially popular, offering shoppers
greater flexibility with their purchases, and
allowing them to break up payments into
smaller, more manageable installments
overweeks ormonths.Recent research from
PYMNTS found that 1in 5 Gen Z shoppers
prefer to use BNPL as their payment
method over traditional credit cards. It is
especially helpful for those who cannot
handle large, upfront payments, orwho may
be low on cash at the time of purchase. But
this method has a benefit for businesses
as well since it encourages purchases that
may have not otherwise happened, while
typically leaving the collection of the money
up to a third-party company.

- Though Peer-to-Peer payment options

like Venmo, AliPay, and WeChat initially
allowed users to easily split fees between
friends and family members, they have also
expanded to the business world. These
types of payment services streamline the
checkout experience in-app, online, and
in-store with just a couple of steps and
make it easy for users to send payments
quickly and securely. Gen Z spends more
time on mobile devices than any other
generation, so offering a payment method
that can be done intuitively through the
app or online is key for encouraging more
purchases. In fact, eMarketer projects that
the amount of Gen Z consumers who have
sent P2P app payments will surge to 83%
by 2028.

Mobile wallets have rapidly moved from
a convenient alternative to a preferred
payment method, with Gen Z leading
adoption and Gen Alpha following closely
behind. These wallets appeal to younger
shoppers because they eliminate friction
at checkout, allowing users to pay quickly,
securely, and without carrying physical
cards or cash. According to PYMNTS, in-
store mobile wallet usage has increased
by 23% in recent years, driven largely by
Gen Z consumers. Adoption is starting
even earlier with Gen Alpha —



a Mastercard survey in Asia-Pacific found that 58% already have
digital wallets. As mobile devices become the central hub for
shopping, banking, and payments, mobile wallets are expected
to play an even larger role in retail, setting new expectations
for fast, tap-based transactions across in-store and digital
environments.

Social commerce

Gen Z are the trailblazers driving social commerce. Recent
reports suggest over half of all Gen Z shoppers use social
media to purchase a product, blending discovery and checkout
without ever leaving the platform. Social commerce enables
consumers to buy directly through apps like TikTok Shop,
Instagram Shopping, and YouTube Shorts, eliminating the
friction of redirecting to external websites. It's expected that
social commerce sales will reach around $1.17 trillion in the
coming year.

The immediacy of social commerce has already transformed
retail, leading to more experimentation in how products are
showcased, marketed, and sold. TikTok Shop is a standout
example of this trend in action, making up nearly 20 % of
U.S. social commerce with sales projected to exceed $20
billion and continue growing through 2028. For Gen Z and
Gen Alpha, shoppable videos, livestream events, and creator-
led recommendations turn casual scrolling into near-instant
purchasing, aligning with their preference for seamless,
engaging experiences over traditional search-and-checkout
journeys.
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to start:

Build native shopping experiences on social media. Meet
Gen Z and Gen Alpha where they already spend their time
by enabling direct purchasing on platforms like TikTok,
Instagram, and YouTube. Use shoppable posts, short-form

video, and creator collaborations to surface products
naturally within feeds, reducing friction and turning
discovery into immediate conversion.

Offer flexible, mobile-first payment options. Give
younger consumers the freedom to pay how they prefer
by supporting a wide range of digital payment methods,
including mobile wallets, Buy Now, Pay Later, and peer-
to-peer options. The more choice and convenience you
provide at checkout, the more confident these shoppers
will feel completing a purchase

~— /

(6 LS Retail




(6 LS Retail

TREND NUMBER THREE

Technology to
empower and

7 retain employees

Keeping talent in retail is a challenge that never seems to go away. Take Ireland, for instance:
the Irish Times reported that over two-thirds of businesses struggled to find—and hold
onto—staff in the past year alone. And according to Svenja Gudell, Chief Economist at
Indeed, this isn't just a short-term problem but could stretch out for a decade or more.

So, what's a retailer to do? The answer lies in investing in technology that actually supports
your team. Tools that lighten the load, make everyday tasks smoother, and give staff the
resources they need give them incentive to stick around much longer.

Optimizing training periods

Some training periods can last as long as
three months, and all that time and effort
could go to waste if the employee decides
to leave not long after. Retailers need the
training period to be quick and efficient, so
the new hires get all the information they
need without sacrificing too much time
from other employees. At the same time,
retailers need to invest in the skills of their
employees and encourage them to grow in
their role if they hope to keep them for the
long-term. Here's where retailers can start to
make a difference:

- Employing technology that is easy to
learn. Retailers that use multiple different
systems to process sales, do stock counting,
handle returns, and order products from
other stores, will take longer to train new
hires. But with a single, unified retail
system to manage all the different daily
processes — from sales to inventory tasks —

retailers can cut down the training process
and get their employees up to speed in
no time. And those that manage many
different departments or locations can use
the same retail management system in
all of them, allowing them to easily move
employees if they need to without having
to retrain them.

Expanding employees’ digital skills.
Employees today need to have the right
balance of social and technological
skills to be able to offer expert customer
service. If retailers hope to retain talent,
it's important to not simply focus on the
skills the employees already have but also
think about how to help them grow. One
way retailers are doing this is by investing
in initiatives such as continuous training,
which gives employees access to programs
that will help them develop their skills and
facilitate interest in their job.
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Supporting employees on the sales floor

One of the worst parts about being short-staffed is not having enough hands to assist
customers on the sales floor. When employees can’t access information quickly, even
simple customer interactions become disruptive. Staff are pulled away to check stock in the
back or track down someone with deeper product knowledge, breaking the flow of service.
To reduce that friction, retailers are using technology to give employees better tools in the
moments that matter most:

« Al assistants as sales advisors. Retailers are beginning to experiment with Al-driven store
companions thatallow employees to ask questions in natural language and receive instant,
accurate answers. These assistants act as an instant guide, reducing the need to search
through systems or step away from customers. Whether it's checking stock availability,
confirming prices, or answering product-specific questions, employees can get the
information they need in seconds, helping conversations stay focused and productive.

« Mobile POS for flexibility on the floor. These devices can turn any mobile phone or tablet
into a checkout point for the customer, which comes in handy for those who aren't buying
a lot of items and want to avoid the queue. Sales associates can simply scan the customers’
purchase where they are and go on their way. And in the meantime, they can perform
inventory tasks, like stock taking and adjustments without having to go through the back
end. For example, if a glass bottle breaks or if a package gets opened, they can easily scan
the item and remove it from the system.

« Self-checkout that gives staff time back. Self-checkout kiosks and mobile self-scanning
devices have been making their way into retail stores for some years now. However, these
technologies don't just benefit customers, but employees as well. By taking pressure
off staff at the cash register, these technologies free them up to focus on other tasks
or help customers around the store. Not only does this enable them to check out more
customers at once, but it also gives them the flexibility they need to stay productive and
deliver better customer service.




_—
——— | Where
to start:

Listen to your frontline teams. Before introducing new tools or
processes, take time to understand where employees feel the
most pressure. Are they struggling to find information, manage
peak hours, or keep up with training? Regular conversations with
staff can help you identify where technology can genuinely lighten
the load rather than add complexity.

Rethink howwork gets done, not just what toolsyou use. Improving
the employee experience often requires rethinking long-standing
workflows. Look for opportunities to simplify everyday tasks,

remove unnecessary steps, or shift responsibilities in ways that
better support staff.

Create space for growth. Retaining staff depends on giving them a
sense of progress and purpose. Instead of overwhelming employees
with complex training or rigid processes, introduce tools and
responsibilities gradually, allowing skills to build over time.
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Sustainable and
ethical practices

Shoppers are increasingly making choices based on the impact
their purchases have on the planet and society. From the materials
used to how products are made, packaged, and disposed of,
consumers want to support brands that act responsibly. Retailers
that communicate their sustainability efforts clearly and show
tangible results are more likely to earn loyalty from today’s
conscious shoppers. Meeting this demand means not only offering
environmentally friendly products but also creating services and
experiences that reflect a genuine commitment to ethical practices.

Conscious shoppers

Consumers want to shop with brands that display clear initiatives
for sustainability. According to research from PwC, consumers are
willing to pay on average 9.7% more for sustainable goods.

Inordertowinovereco-consciousconsumers,brands must prioritize
transparency. They need to say how they plan to take action and
show the results; studies have shown that a lack of transparency
from businesses has a negative impact on long-term customer
loyalty. “Consumers today are more intentional with every choice,
says Craig Houliston, Executive Director, Above Market Consulting
and Insights at NielsenlQ. “They want brands that understand their
needs and help make everyday decisions easier”

The more straightforward businesses are about what they are doing
to make the world a better place, the more loyalty they will foster
in the long-term.

At the same time, affordability remains the main barrier between
consumers and their preference to shop sustainably. With
global inflation on the rise, consumers are not just looking to be
environmentally conscious, but cost-conscious as well. NielsenlQ
reports that even consumers that consider themselves financially
comfortable are looking to cut back on spending and plan
purchases more intentionally. As the preference for sustainability
rises, retailers will have to find ways to cater to more economical
shoppers in terms of both quality and affordability.



Used and secondhand

A combined interest in sustainability and concerns over
personal finances are among the factors behind the
boom of the secondhand market, which is projected to
reach a global value of over USD$1 trillion by 2035. What
was once a niche hobby has now rapidly launched into
the mainstream, and whether consumers are looking to
save money or save the planet, theyre looking toward
the secondhand market to find better value. GlobalData
retail analyst Neil Saunders predicts that the resale
market in Asia will be the quickest to grow, reaching
USD $150 billion by 2028, which will make it the largest
global market followed by Europe.

Luxury retail is among the sectors most transformed by
resale, offering brands the opportunity to build loyalty
with existing shoppers, reports McKinsey. Shoppers
can explore high-end brands at lower entry points,
experiment with styles, or purchase responsibly. Online
consignment platforms are central to this shift, and
luxury brands are increasingly partnering with these
platforms to reclaim control over their archived pieces
and ensure their resale presence aligns with brand
standards.
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to start:

Prioritize quality over quantity. Consumers increasingly
prefer fewer, longer-lasting products. Focus on items
designed for durability and long-term use, and be clear
about what makes them a better choice.

Explore secondhand and resale opportunities. Consider
whether pre-owned, refurbished, or resale offerings align
with your brand and customer base. Secondhand models

can extend product lifecycles, attract value-driven shoppers,
and open the door to new audiences without compromising
quality or brand integrity.

Reconsider your role as a brand and employer. Consumers
areincreasingly drawnto businessesthat stand forsomething
beyond profit. Retailers that reflect shared values, treat
employees responsibly, and contribute positively to their
communities are more likely to build trust and emotional

loyalty over time.
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TREND NUMBER FIVE

Technology that

reduces cost and risk

As cyberattacks become more intelligent and increasingly targeted, retailers are placing
greater emphasis on protecting their operations, data, and customer trust. High-profile
incidents affecting major brands, such as the recent attacks on major retailers like M&S,
have highlighted how disruptive security breaches can be, from operational downtime to
reputational damage. As a result, business continuity and risk reduction are now central

drivers of technology investment.

Staying operational with the cloud

On average, organizations allocate 60-80%
of their IT budgets to maintaining existing
systems, much of it spent on supporting
legacy infrastructure. This leaves limited
capacity to invest in innovation and can
increase exposure to evolving security risks.
To stay competitive and strengthen their
business against emerging cyberthreats,
more and more retailers are turning to
Software as a Service (SaaS) solutions.

With SaaS, the responsibility for security,
updates,and monitoring shifts to the vendor,
where advanced protection measures
are already built in and continuously
maintained. By running retail software in a
SaaS environment, businesses can:

- Be on the latest software version,
automatically. No need to worry about
periodic maintenance, or budgeting for
expensive and complicated software
upgrades. The supplier takes care of
updating the software regularly, and it's
all part of the package. This means you're

always, automatically, on the latest version,
and can use all the new functionality that
comes with it without having to wait for
the next big update project.

Keep your information secure. Businesses
running in the cloud don't have to worry
about data legislation, security protocols,
privacy requirements, compliancy,
cyberattacks, or keeping up with the latest
threats: all of these are managed by the
cloud provider. With cloud services like
Microsoft Azure, retailers can sleep soundly
knowing that the best resources available
are used to keep your data safe.

Get anytime access to data. With all
their business information stored on the
cloud, retailers can access their data from
anywhere — on any PC or mobile device —
and keep track of sales or make changes as
needed.
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Simplifying your retail technology stack

Running retail operations on a patchwork of disconnected systems is expensive and difficult
to maintain. When POS operates separately from inventory, loyalty data sits in another
database, and accounting pulls frorn multiple sources that don’t communicate; teams
spend more time reconciling numbers than acting on them. This slows decision-making and
makes it harder to understand what's really happening across the business.

It also creates a major barrier to adopting new technologies, especially Al. According to
McKinsey, around two-thirds of retailers are still stuck in their Al pilot phases. When data
is already fragmented and inconsistent, you can't trust the information the Al is pulling from,
which limits its value from the start. Because of these challenges, many retailers are rethinking
how their technology is structured and looking for a way to simplify their landscape while
still supporting growth.

« Aunified data foundation. Retailers benefit

most from platforms built on a unified
data foundation, where POS, inventory,
store operations, finance, loyalty, and more
all feed into a single centralized database.
This means that no matter how many
locations you operate, all of your teams
have access to the same, real-time data,
eliminating the need for manual alignment
and reducing errors from disconnected
systems.

A unified foundation is also what makes Al
practicalin a retail environment. Al can only
be as reliable as the information it's given,
so when it can draw from a clean source
of data, it can actually make accurate
decisions in real-time. With constant,
reliable information flowing across the
business, a unified foundation gives Al
the insights it needs to analyze patterns,
forecast demand, and guide decisions at
scale.

software
Modular

« Modular capabilities. Retail
must evolve with the business.

capabilities make it possible to add new
functionality as your business evolves

- Whether youre a fast-growing

without costly integrations. You can start
with what you need today and expand
when the business is ready.

retail
chain or multi-format brand, a modular
platform adapts to your needs—you can
add eCommerce, introduce new services,
or expand into new industries at your own
pace—while keeping operations, data, and
processes consistent and standardized
across all your locations, brands, and
channels.

High composability. Simplifying your retail
technology doesnt mean starting from
scratch. A modern system should let you
easily integrate with your existing ERPs,
payment providers, hardware, and loyalty
platforms, helping you maximize your
current investments while modernizing
your stack. This approach lets you retain
the systems that already work for your
business, without the need for a costly,
disruptive upgrade or a full system
replacement.




—— Where
to start:

Make resilience a priority. Disruption is no longer the exception.
Retailers need to decide whether their technology supports short-
term savings or long-term stability. Cloud-based, SaaS solutions
reduce reliance on fragile infrastructure, support regular security
updates, and help businesses adapt faster when conditions change.

Choose platforms with an Al-ready foundation. Solutions like LS
Central give you access to all your data in real-time from a single
database from day one. The software is also available on top of
Microsoft Dynamics 365 Business Central, enabling you to leverage the

full Microsoft suite, including Al tools like Copilot and Power Platform,
and allows integration with third-party Al solutions. Whatever your
strategy, your technology—and your teams—always work from the
same reliable information.

Adapt your retail system, not the other way around. Ensure that the
technology you choose enables you to evolve according to your needs
across locations, brands, and markets without costly replatforming or
unnecessary disruption.
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Change happens
suddenly.

Don't let it catch
you off guard.

The world can change in a flash. If you want to be around tomorrow,
you must make your business resilient and flexible today.

You need software that lets you transform quickly to new ways of
delivering products and experiences.

If you wait, it may be too late.

Ready to start preparing your business for the future?
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5 LS Retail

LS Retail is a world-leading developer and provider of POS and business
management software for retail, hospitality, food service, pharmacy and
forecourt businesses. Our solutions offer powerful industry functionality
with high composability and flexibility. LS Retail software is available
on top of Microsoft Dynamics 365 Business Central ERP or integrated
with a business’ existing stack. Everyday LS Retail software powers over
110,000+ stores, restaurants, hotels, gas stations and pharmacies across
157 countries.

For further information on the company and the products, visit
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