
enabling seamless 
customer journeys in 
a post-COVID world.
unified commerce, composable 
enterprise & business agility in retail.
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intro. COVID-19 has catalysed major shi�s in the 
buying patterns, behaviours and expectations of 
consumers - forcing retailers to adapt and 
respond in store and online. 

Arguably the most high profile of these been the accelerated growth in ecommerce. 
Even across categories for which online had previously been a minor channel there has 
been significant increases in online activity, as consumers were encouraged to remain 
at home. In grocery, for instance, that growth reached 33% across 2020 in the UK, 
with ‘big four’ operator Asda   swi�ly building up online capacity to cope with the 
sudden surge in demand. 
 
This won’t dissipate once the outbreak subsides either, with a predicted 169% 
sustained increase in ecommerce purchases from new or low frequency users going 
forward, according to Accenture.  

But the post-pandemic shopper won’t merely expect greater sophistication in online 
purchases. Indeed, much as the workplace is expected to evolve into a hybrid format as 
restrictions li�, with time split between the o�ice and home, so too will consumers 
expect a new seamless buyer journey between online and o�line retail. 

They’ll expect consistency of experience and execution whether shopping o n their high 
street or online. They’ll expect digital technologies to complement their experience as 
they browse bricks and mortar stores. They’ll be looking for a variety of flexible options 
as regards delivery or collection. In short, they’ll expect to move friction-free between 
all physical and digital platforms. 
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Already many organisations understand that 
digital is of critical importance. Polling results 
from a Gartner webinar conducted in July 2020, 
for example, showed that  86% planned to 
increase their digital investment in the next 12 
months. But this investment must also 
recognise that shoppers will browse and 
purchase across multiple channels .  Retailers 
will need to adopt flexible platforms that allow 
a rapid response to business needs, focus 
investment and deliver compelling customer 
and colleague experience across all channels.  

In particular, where retailers are constrained by 
legacy architecture, there are three areas they 
should prioritise to capture the engagement 
and loyalty of post-COVID shoppers.  
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1. unified commerce: one experience, 
multiple channels  

Shoppers no longer expect to browse and purchase in siloed channels. Post-pandemic 84% plan to 
purchase via retail apps, 80% by social media networks, 77% on company websites, and 78% will 
continue to head into stores to collect online orders, according to Accenture research.  

Digital infrastructures at retailers need to reflect this multichannel shopping experience. 

Enter unified commerce. 

Unified commerce enables the delivery of a consistent front-end experience across all customer-facing 
channels, by connecting backend systems. This set-up supports seamless omnichannel journeys, and 
provides shoppers with a unified view of all their interactions, products and management systems. 

During the pandemic, those retailers that had adopted this unified commerce approach were also those 
best placed to adapt to disrupted buying behaviours. In the US, for instance, Walmart converted 2,500 of 
its stores into automated fulfilment centres   in the first half of 2020 in order to manage a spike in online 
demand. 

Going forward this agility will be critical – as will the ability of organisations to look beyond 
tried-and-tested methods of delivering this connected infrastructure. 

Post-pandemic, it will no longer be enough to simply o�er ‘click and collect,’ or allow shoppers to buy 
across both mobile and desktop. Consumers will expect a seamless journey across every touchstone of 
the buying experience, from sales to fulfilment and delivery. At each step retailers need to inject 
innovation into how they deliver unified commerce.  

84%
retail 
apps.
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intro.

Look beyond mobile and desktop to engage shoppers across social 
networks, video streaming and IoT devices. This applies as much to 
bricks and mortar stores. In China, for example, Taobao Live enabled 
brick-and-mortar retailers to join its livestreaming channel platform 
in 2020, leading to a 719% increase   in participating merchants, and 
new opportunities to share in-store products, launches and 
promotions.   

unified commerce: one experience, 
multiple channels. 6

sales.

fulfilment.

delivery.

Support the full range of customer purchase journeys with 
distributed order management (DOM) to access inventory from 
multiple channels, creating real-time overview of stock availability 
and fulfilment options. This allows shoppers to browse across one 
channel, and order in another, with the assurance that price, 
promotion and availability remain consistent. 

Integrate convenience and flexibility into delivery by adding greater 
variety into the options made available to shoppers, across all 
channels. This could include established methods, such as doorstep 
deliveries and curbside pick-up, but also extend to more novel 
options, such as drive-through, secure lockers in third-party outlets 
or even emerging technologies around automation. Since 2017, for 
example, Tesco   has been trialling the use of last-mile fulfilment 
robots capable of local deliveries within a two-mile radius from 
stores, in as little as 15 minutes. 
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how Danish retailer JYSK 
unified its digital and 
physical o�er.

unified commerce: one experience, 
multiple channels.

From spring 2021, shoppers browsing for household items at 
Danish chain JYSK will benefit from a brand new unified 
shopping experience. Enactor,   who recently became the first 
POS vendor to join the MACH Alliance due to their microservices 
based POS architecture, delivered a new platform and POS 
systems that allows shoppers to move seamlessly between 
channels. They can find inspiration and information, 
change/cancel, fulfil orders and return/exchange anywhere and 
across all touchpoints and devices at the retailer. Those 
browsing in the chain’s bricks and mortar branches will also 
benefit from functionality on their smartphones, with the 
ability to order a mattress instore, and complete the order via 
mobile. Plus, sta� will be able to sell online-only products in 
stores and benefit from the ability to easily check availability 
and fulfilment options across multiple channels. 

Enactor

click to explore 
this case study.
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unified commerce: one experience, 
multiple channels  
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2. composable enterprise: adapting 
to change, one building block at a 
time. 

Rather than deploy end-to-end solutions, retailers can best achieve a unified commerce infrastructure by 
embracing composable enterprise. 

Composable enterprise allows retailers to pick and choose the tools and business functions that best meet 
their needs, and ‘compose’ their IT architecture of these individual best of breed blocks.    

Or, as Gartner sums it up: “An organisation that delivers business outcomes and adapts to the pace of 
business change. It does this through the assembly and combination of packaged business capabilities 
(PBCs). PBCs are application building blocks that have been purchased or developed.”

Even prior to the pandemic digitally mature retailers were embracing this approach. In some cases via 
strategic cross-channel partnerships.   When Australian supermarket Coles integrated with recipe website 
‘taste.com.au,’ for instance, it was able to add complimentary services through the use of API / integration. 
Shoppers could browse recipes on the Taste website, then add specific ingredients to their Coles shopping 
cart. 

For retailers with a legacy architecture, a services based approach to business 
logic provides a viable alternative to traditional “rip and replace” strategies. 
PBCs or microservices can create a nimble means to update and keep relevant 
monolithic applications, without the need to completely redevelop existing 
capabilities. Instead, this approach compartmentalises and targets key 
so�ware and services, allowing retailers to scale up critical business functions 
at pace. 

Gartner Linkedin7 8
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As the last 12 months have highlighted, this 
agility and responsiveness to changing consumer 
needs will be a critical element of commercial 
success. Using composable enterprise retailers 
will be able to scale digital programmes up and 
down in line with fluctuating demand (and 
without the risk of full-scale digital 
transformation projects) plus deploy new 
business functions using extensions or add-ons 
rather than overhauling complete systems. 

In fact, by 2023, organisations that have adopted 
a composable approach will outpace 
competition by 80% in the speed of new feature 
implementation, according to Gartner.

To support any move to a composable 
architecture though retailers should first ensure 
they have the right operational infrastructures 
in place.   That includes addressing any technical 
gaps in expertise in their workforce, creating new 
methodologies around management and 
decision-making to enable rapid change, and 
where appropriate have in place partnerships 
with external technical expertise to facilitate 
scaling up.  

Key skills that are required to develop a modular 
architecture, according to Gartner, include 
product management, API development, DevOps 
and continuous integration / continuous delivery 
(CI/CD). These should be available either via 
in-house teams, or trusted service partners. 

composable enterprise: adapting to 
change, one building block at a time.

by 2023,
organisations that have adopted 
a composable approach will 
outpace competition by 80% in 
the speed of new feature 
implementation
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composable enterprise: adapting to 
change, one building block at a time.

how Moonpig used 
microservices to scale up
success.

click to explore 
this case study.

Though a rapidly growing digital business from launch, with up 
to 300 orders a minute during peak periods, Moonpig found 
itself 18 years later with technical debt as a result of a its 
monolithic backbone. Working with the commercetools 
platform, the business successfully moved to a microservice 
based architecture, with both ecommerce and CMS API first, 
headless approach. It also moved to Platform-as-a-Service 
(PaaS) where possible. The change has allowed the digital 
business to react and respond swi�ly to market changes, 
including a doubling in demand   during the pandemic, and 
tailor projects for its di�erent regional bases. 

10Sky News
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business agility: designing an 
organisation built for change.
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3. 
By enabling a unified commerce experience, facilitated by composable enterprise, organisations can 
achieve business agility. In simple terms, an operating environment that allows a business to pivot, to 
change pace and to respond to the evolving demands and expectations of their consumers. 

This approach supports:  

Quicker go-to-market for new propositions. The biggest hurdle in taking new innovation to market is 
rarely ideation. Instead it’s the conversion of idea into commercial-ready product, a process that requires 
deep dives into consumer data, collaboration across the length of the supply chain and lean systems for 
management and decision-making. With business agility at the fore, each one of these steps becomes 
easier and quicker. 

Enhanced consumer engagement. Consumers respond to businesses that respond to their needs. 
Indeed many of today’s consumers define value as a personal connection between themselves and a 
brand, one dependent on shared values.   Organisations that prioritize business agility are well-placed to 
create di�erentiated consumer engagement that nurtures these relationships, and quickly responds to 
changing expectations or needs.  

Empowered business teams. By providing team members with the means to identify opportunities or 
problems, and execute solutions swi�ly, organisations can empower and encourage talent, avoiding the 
frustrations of bureaucracy or long delays between idea and execution. 

A boost to the bottom line. Research   shows that companies with organisational agility see improved 
financial performance of between 20-30%
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Given all this it’s perhaps unsurprising that it was those companies with a focus on business agility that also 
found themselves in a better position to respond and adapt to seismic market changes during the pandemic, 
according to a 2020 Accenture analysis   – with this fraught climate also pushing more and more organisations to 
prioritise the maturity of their own business agility. 

As they implement a framework of business agility across their own organisation, retailers should note that the 
biggest strategic benefits come when change is applied holistically.   That means implementation across 
strategy, structure, process, people and technology – changes at only one level will see less impact. It’s also worth 
noting that any changes in ways of working might lead to an initial dip in operational performance as employees, 
and the business as a whole, adjust to new ways of working. 

business agility: designing an 
organisation built for change. 12Accenture McKinsey & Company
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how REWE created a 
reactive marketplace, fit 
for its omnichannel 
shoppers.

click to explore 
this case study.

In order to adapt to the omnichannel consumer, German 
supermarket chain REWE needed to create a more unified 
experience, bringing together its own digital ecosystem and 
facilitating the on-boarding of a variety of suppliers – each with 
varying levels of technological know-how or infrastructures. To 
address this challenge, REWE used the commerce tools 
platform and its lightweight integrated PIM to deliver a 
microservices-based platform that allowed each supplier 
control over their own individual product input but 
synchronized this across overarching channels. It also allowed 
the addition of new microservice marketplace functions. This 
approach created an entirely reactive architecture, with 
unlimited scalability and future adaptations.  
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future-proofing retail for a 
post-pandemic shopper.4. 

No retailer should expect an end to COVID-related restrictions to mark a return to pre-COVID consumer 
habits. Along with ongoing financial insecurities, a new heightened awareness of health, and a burgeoning 
interest in local brands, shoppers will emerge from current restrictions with newly formed expectations 
around where, how and when they can shop. For retailers looking to future-proof their organisation that 
means prioritizing an investment in digital and physical infrastructures that create seamless, friction-free 
transitions between the various channels. 

For those retailers with a legacy architecture this can seem like a daunting prospect, one that carries 
substantial risk. But, as this ebook has shown, by creating unified commerce, with a composable 
enterprise structure, businesses of all shape, size and specialism can deliver much-needed business agility 
- setting themselves up for a ‘new normal’ in which change and a need to respond may be the only 
certainty.
 
For further insight on practical next steps to take when it comes to delivering this, take a look at our  
ebook on upgrading POS systems with a MACH  – a Microservices-based, API-first, Cloud Native SaaS, and 
Headless – approach, that has the potential to accelerate digital programmes, without the need to entirely 
overhaul an IT landscape. 

15

References:

REPL Group 14

15

https://info.replgroup.com/reimagining-retail-upgrade-pos-mach-lp
https://info.replgroup.com/reimagining-retail-upgrade-pos-mach-lp


future-proofing retail for a 
post-pandemic shopper.

info@replgroup.com +44 (0)808 200 7375 replgroup.com

REPL Group is a world-leading consultancy and technology group specialising in workforce 
management, supply chain, customer experience and enterprise systems. Since 2007, the 

highly specialised retail technology team has developed intimate partnerships with businesses 
to deliver long-lasting value. Hundreds of businesses around the world rely on REPL to solve 
critical enterprise problems. Driven by doing the right thing for its customers, team, and the 
world at large, REPL has enjoyed year-on-year growth and international acclaim. As part of 

Accenture, REPL Group helps clients reimagine their supply chain, people and store 
technologies to become more e�icient and meet new customer needs.




