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Transformation through innovation 

Retail is in a phase of transformation. Whereas up until 
recently, growing online trade was the main source of 
pressure to change, there are now a multitude of factors 
that will change retail considerably in the coming years. 
New technologies have a particular influence on this. But 
socio-cultural factors, e.g. the shortage of skilled 
workers, changing values and the growing pressure to 
operate more sustainably, are also leading to necessary 
changes in retail. 

New technologies are making cost reductions, improved 
offerings and customer service, and even entirely new 
business models possible. Machine Learning is taking on 
a special role in this. Machine Learning is a branch of 
Artificial Intelligence and means that artificial systems 
can identify patterns and rules in large quantities of data 
and draw conclusions from these. In retail, Machine 
Learning is often used in conjunction with image and 
language recognition and for forecasts (Caper p. 1, 
Mashgin p. 43, Algoretail p. 53, Captana p. 59, Circly p. 
61, Worldpay p. 67, Westphalia DataLab p. 73, Belive.ai 
p. 75, Pathr.ai p. 79, Modern Expo p. 83, Dibold Nixdorf 
p. 98, Smart Stores p. 111 et seqq., Smart Carts p. 133 
et seqq.). For example, systems based on Machine 
Learning can use video cameras to identify when queues 
are forming at the checkout, whether supermarket 
shelves have been correctly filled, and which goods were 
put into a shopping trolley and taken out again, the latter 
without even scanning a barcode. Further fields of 
application for Machine Learning include automatic 
material planning, price management and generating 
customer-specific recommendations. 

In addition to Machine Learning, Augmented and Virtual 
Reality are constantly offering new application 
possibilities in retail (Ikea p. 21, Inabuggy p. 22, Reactive 
Reality p. 29, Etsy p. 40, Obsess p. 46, Modern Expo p. 
77). Virtual Reality (VR) describes an artificial reality 
created by a computer, which can be experienced in real 
time. It is usually created using 3D models 

and can now also be experienced on a two-dimensional 
screen using Virtual Reality headsets. Examples include 
VR computer games and VR kitchen planning at 
furniture stores. Augmented Reality (AR) also uses 3D 
models to make it possible to experience a new reality. 
Here, however, the artificial world is mixed with the real 
world. The most famous example is the smartphone 
game Pokemon Go. Applications have been available for 
quite some time in the furniture business in particular, 
which can be used to visualise new furniture in your own 
four walls on your smartphone. Other fields of application 
include trying on clothes virtually and instore navigation. 

Whereas there have been few new applications in retail 
in the area of Augmented Reality in the last two years, 
many companies are currently developing visions of the 
future under the keyword Metaverse. A Metaverse is a 
three-dimensional virtual location where people meet, 
exchange ideas and undertake joint activities. The 
Metaverse is currently still more of a vision than a reality. 
It is the consistent further development of Virtual Reality. 
In this context, the topic of Non Fungible Tokens (NFTs) 
is of particular interest for retailers. One major problem 
with VR and the Metaverse is that digital assets, for 
example 3D models, graphics and music, can simply be 
reproduced by copying. NFTs only exist virtually but they 
are unique and indivisible and can be linked to a physical 
or digital object. NFTs can be traded. This makes it 
possible to acquire ownership of digital assets using an 
NFT. With NFTs, trading in the Metaverse is possible. 
Brands such as Adidas, Puma and Hugo Boss are 
already trading or giving away NFTs that are linked to 
virtual shoes or garments, for example. However, there 
are currently only a few applications suitable for the 
mass market in this area. This will change significantly in 
the next one to two years. 

 

Right now, changes are being initiated more by Cloud 
and Software-as-a-Service (SaaS) applications. Here, 
the linking of existing software systems is often the main 
focus.  

Under the buzzword “omnichannel management”, retail 
trade aims to record as many physical and digital 
customer interaction points (customer touchpoints) on a 
single uniform data basis (Let’s Do It/Syreta p. 31, Sitoo 
p. 91). Omnichannel management is still a major 
challenge for many retailers. 

But there are technologies and innovations within the 
channels that are changing retail. For example, in high 
street retail this is the digital receipt. It enables the 
customer to maintain an overview of their outgoings and 
gives the retailer the opportunity to suggest personalised 
product offers (Anybill p. 13, Warrify p. 49). In the online 
fashion trade, there are also several new approaches to 
solving the size and fit problem. The better the customer 
can determine their size, the less returns there are (Bold 
Metrics p. 15, MySizeID p. 27, Reactive Reality p. 29). 

There is also constant pressure to change from social 
media. Most retailers have now realised that social 
media is an important if not the most important 
marketing channel. Conversational commerce and 
livestreaming are particularly topical. In both areas, there 
are numerous new and innovative offerings that can help 
retailers to use the channels successfully (Slace p. 17, 
Smartzer p. 102, Livescale p. 103, Bambuser p. 105). 

Things are also happening in regard to digital 
touchpoints in shops (Arno p. 12, Bütema p. 19, xplace 
p. 25, Let’s Do It/Syreta p. 31, Tailorwine p. 37, 
Amorepacific p. 39, tierwohl.tv p. 41, America p. 47, 
KNAPP/Würth p. 87). On the one hand, screens are 
constantly getting bigger and more impressive, and on 
the other hand, the Covid-19 pandemic has contributed 
to the development of new, innovative forms of 
operation. These include touchless gesture control 
instead of unhygienic touchscreens. But it doesn’t 
always have to be digital. Touchpoints can, as before, 
also offer analogue experiences through interior design 
and artistic aspects (rpc p. 33). 

The new “smart stores” form of retail has developed 
particularly dynamically in the last two to three years. 
Smart stores are small businesses that operate 

without sales staff and are open 24/7. Smart stores are 
discussed in their own separate section in this report (p. 
111 et seqq.). 

 

 
Retail Innovation Awards 

Against the background of the abundance of 
innovations and changes in retail, DHBW Heilbronn in 
cooperation with the Trade Association Baden-
Württemberg decided to award particularly valuable 
innovations. Businesses were able to apply for the 
awards between April and August 2022. In addition to 
this, DHBW Heilbronn researched and assessed more 
than one hundred retail innovations internationally. The 
awards are presented in the following categories: 

• Customer Experience 

• Store Operations 

• E-Commerce 

• Smart Stores 

For each category, a jury of twelve retail experts selects 
the three best innovations. These are ranked by the 
participants at the Retail Innovation Days symposium. 
Finally, the title of “Retail Innovation Leader” is awarded 
in gold, silver and bronze for each category. 

This Retail Innovation Report presents all of the 
participating innovations in summary. The innovations 
are arranged alphabetically within the categories. 
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Reail Innovation Award 2022

Jury
Sabine Hagmann, Hauptgeschäftsführerin, Handelsverband Baden-Württemberg

Prof. Dr. Oliver Janz, Studiengangsleiter, DHBW Heilbronn

Babak Kharabi, Managing Director, KODi Diskontläden

Prof. Dr. Carsten Kortum, Studiengangsleiter DHBW Heilbronn

Kai Linke, CEO, Mc Geiz

Volker Michels, Leiter Unternehmenskommunikation, XXXLutz Deutschland

Björn Peters, Geschäftsführender Gesellschafter, Wünsche Group

Prof. Dr. Stephan Rüschen, Studiengangsleiter, DHBW Heilbronn

Christian Sailer, CEO, Weltbild Group

Prof. Dr. Ralph Scheubrein, Studiengangsleiter, DHBW Heilbronn

Markus Wahl, Geschäftsführer, Wahl - Das Männer Modehaus

Prof. Dr. Daniela Wiehenbrauk, Studiengangsleiterin, DHBW Heilbronn

Special thanks go to the jurors who carefully examined and evaluated the innovations.
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Air Swipe 

from Caper (Instacart) 

• Self-checkout system for convenience stores, duty 
free shops and petrol station shops 

• Scanner boxes that can capture up to ten items 
simultaneously by image recognition 

• Integration of existing POS and 
payment processing systems 

Image: Caper: https://www.caper.ai/counter (01/08/2022) 

from Arno GmbH 

• Touchless operation of screens in shops 

• “Air Button” to select between options 

• “Air Swipe” to leaf through content 

• “Scan & Control” to operate using your own 
smartphone 

Image: ARNO: https://www.arno-online.co.uk/digital.html (26/07/2022) 

PROBLEM 
Customers at convenience stores, duty free shops 
and petrol station shops often only need one item. As 
the shops are often only equipped with one or two 
checkouts, this can lead to uncomfortable waiting 
times during peak periods. 

SOLUTION 
Caper wants to eliminate the waiting times with a self-
checkout solution for the store formats mentioned. The 
AI counter consists of a scanner box, a screen and a 
card reader (see image). The system can be placed on 
a table or counter. The customer simply places their 
shopping in the box, which captures all of the items 
inside it. This is done by image recognition, like the 
smart shopping trolley from Caper, but barcodes are 
recognised, too. 

What is particularly innovative and efficient about this 
is that the items do not have to be placed in the box 
one after another but can all be scanned at the same 
time. The maximum number is ten items. A further 
advantage is that articles with no barcode can also be 
scanned, for example unpackaged snacks such as 
pretzels and doughnuts. 

Capture by image recognition has both advantages 
and disadvantages. In order for the system to 
recognise the item, it must first be captured by the 
image recognition and allocated to a master data set. 
This is correspondingly laborious for a large number of 
items. The item is also captured using the scanner 
box. 

The AI counter can be integrated into existing POS 
systems. Existing payment providers can also be 
integrated. 

Image: ARNO: https://www.arno-online.co.uk/digital.html (26/07/2022) 

PROBLEM 
Touchscreens became unattractive in retail especially 
during the Covid-19 pandemic. For hygiene reasons, 
customers shied away from touching screens that had 
previously been used by lots of other customers. 
Nevertheless, it can be useful in retail to interact 
digitally with customers and to allow them to operate 
screens or the like. Important information can be 
communicated in this way. Moreover, depending on the 
application, a positive shopping experience can be 
created. 

Sources 

Image: ARNO: https://www.arno-online.co.uk/digital.html (26/07/2022) 

SOLUTION 
Arno Digital has developed three solutions with which 
touchless screens can be operated in retail. Using the 
“Air Buttons”, the customer can choose between 
options by gesture control. Using “Air Swipe”, the 
customer can leaf through the available content, and 
using “Scan & Control” can take control of the screen 
using their smartphone. To do this, Scan & Control 
provides a local W-LAN that the customer can join by 
QR code. This solution is also suitable for window 
displays. 

With the three technologies, complex menus can 
be displayed, allowing the customer to call up 
content in the shop. 

ARNO: ARENO DIGITAL, URL: https://www.arno-online.co.uk/digital.html 

Storefitting: Digitale Lösungen als Unterstützung am POS nach dem Lockdown, URL: https://de.storefitting.com/magazin/retail-technology/digitale-losungen-pos-point-of- sale/ 

Air Swipe Scan & Control 

Air Button 

Sources 

Caper AI Counter: https://www.caper.ai/counter 

Caper: Caper Smart Counter - Make Shopping Magic, YouTube, 14/10/2020, URL: https://www.caper.ai/counter 
Wolf, Michael: Instacart Brings Caper’s AI-Powered Checkout to Fenway as It Transforms Into a ‘Retail Enablement Platform’ Company, in The Spoon of 20/04/2022, URL: 
https://thespoon.tech/instacart-brings-capers-ai-powered-checkout-to-fenway-as-it-transforms-into-a-retail-enablement-platform-company/ 

http://www.caper.ai/counter%20(01/08/2022)
http://www.caper.ai/counter%20(01/08/2022)
http://www.caper.ai/counter%20(01/08/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html%20(26/07/2022)
http://www.arno-online.co.uk/digital.html
http://www.caper.ai/counter
http://www.caper.ai/counter
http://www.caper.ai/counter
http://www.caper.ai/counter
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• Anybill's goal is to deliver a digital receipt for
every payment: in merchant apps, banking and
payment apps, or without an app, wherever
tomorrow's consumers expect receipts.

• For comprehensive technical coverage, anybill
relies on cash register integrations, and with its
flexible and scalable API services, merchants of
all sizes and industries have the opportunity to
issue digital receipts.

• Anybill acts as a technical enabler and enables
digital receipts to be used as an embedded
service in third-party applications such as
banking or retailer apps via SDK modules.

Anybill

from Techreach GmbH

PROBLEM
The technology from anybill makes it possible to
avoid using conventional and environmentally
harmful thermal paper when issuing receipts in the
future. The problem of cash register receipt waste is
commonplace - especially at the latest since the
receipt issuance obligation 2020, which states that a
receipt must be issued and offered to customers for
every payment. However, the law does not specify
that receipts must be printed: The digital issuance
of receipts is in compliance with the law. For this
purpose, anybill offers the technological
prerequisite to flexibly issue and also flexibly receive
digital receipts. Currently, more and more
companies are trying to implement sustainability
strategies. With the digital receipt, retailers protect
the environment and reduce costs. Per se, the issue
is important for anyone who buys or sells - i.e. for
customers as well as for retailers.

SOLUTION
Originally, anybill had the idea of a receipt app.
However, the founding team of anybill quickly
realized that another app on the smartphone is not
useful. Customers can scan a QR code with their
smartphone at the checkout and then receive the
receipt as a PDF document; alternatively, the receipt
can also be received via an app from the partner
network.

Around 200 retailers and restaurateurs are already
using anybill. Integration into a POS system takes
just a few minutes. The innovation brings cost
reductions for retailers and restaurateurs, walking
distances are reduced for restaurateurs, the
environment is protected, and customer loyalty can
be rethought entirely, since retailers can use the
digital receipt for up- and cross-selling or even
omnichannel strategies.

Text: techreach GmbH

Web: https://www.anybill.de/

Contact: Simon Rieger, simon.rieger@anybill.de

Image: anybill

Sources

Anbill: Bücherwurm x anybill - Digitale Kassenbons für eine nachhaltige und besser vernetzte Kasse, YouTUbe vom 28.05.2021, URL: https://youtu.be/Rl_JHHu2_7Q

Schlenk, Caspar Tobias: Weitere Millionen für Regensburger Startup Anybill, in: Finance FWD, online vom 08.08.2022, URL: https://financefwd.com/de/anybill-funding-
auxxo/

• Automatic room, air, surface and object
disinfection

• Sustainable, water-based disinfectant

• Skin-friendly and harmless to health

Apollon Nebuliser

from Apollon Biotech GmbH und Hydewa GmbH

PROBLEM
There are hardly any easy, fast, safe and sustainable
ways to disinfect rooms or objects. Disinfection by
cleaning staff is costly and time-consuming. Added
to this is the fact that object and room disinfection
is often wet, which can lead to problems with
materials such as paper and textiles. Nevertheless,
many demand high hygiene standards in retail
stores, too, especially during and after the
pandemic.

SOLUTION
Apollon solves this problem by nebulising with a
sustainable disinfectant that is harmless to health.
The innovation can automatically disinfect rooms of
every kind in a few minutes. This is done
automatically by nebulising the sustainable
disinfectant Defeat AR homogeneously using an
innovative spray head. The nebuliser aerosolises the
disinfectant so finely that a single drop of
disinfectant becomes twelve million mist droplets.
This achieves comprehensive disinfection of the
entire room and every object. The disinfectant mist
is so fine that paper documents, electric devices and
textiles do not get wet.

In the textile trade in particular, hygiene plays a
major role because garments are tried on by many
people one after another. The worn garments

usually go back out onto the sales floor uncleaned.
With the help of Apollon, the garments can be easily
disinfected. Odours can also be neutralised. A small
cabin that becomes fully nebulised in a minute is
sufficient for this. The treatment time is two
minutes at the most. The garments are then ready
for sale again.

A complete room measuring 600 cubic metres can
be fully disinfected in five minutes. The disinfectant
is completely harmless as it is based on the body’s
own disinfectant substance. It consists of 99.5 %
water, 0.4 % table salt and 0.1 % sodium
hypochlorite, and is effective against 99.99 % of all
viruses, bacteria, germs and spores.

Apollon can be used in the food industry,
gastronomy, hotels and the health sector and is
entirely free of alcohol, dangerous substances and
chemical decomposition time.

Text: Apollon Biotech GmbH and Hydewa GmbH
Web: apollon-biotech.com

Contact: Akbar Said, akbar@hydewa.com

Image: Apollon Biotech: https://apollon-biotech.com/loesung/
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from Bold Metrics Inc. 
 

• Estimation of detailed body measurements on 
the basis of a few simple questions 

• Use of a large dataset of human body scans in 
combination with Machine Learning 

• Automatic generation of size and fit 
recommendations 

 

 

PROBLEM 
A good fit is one of the most important purchasing 
criteria when buying clothes (Janz/Dallmann 2020, p. 
22). In online retail, however, it is difficult for the 
customer to determine whether a garment will fit well 
because they cannot try it on. The standard sizes are 
sometimes interpreted differently by the 
manufacturers. In addition to this, the sizes used in the 
sector only describe the different body shapes in a 
rudimentary manner. Overall, this leads to uncertainty 
when deciding what to order and consequently to 
multiple orders and returns. 

SOLUTION 
Bold Metrics is trying to solve this problem with the aid 
of Machine Learning and a large dataset of human 
body scans. Unlike other providers, for example 
Amazon, Bold Metrics does not use measurements 
using a measuring tape, body scans or body photos to 
capture body dimensions. The consumer simply has to 
answer four to six questions. Based on the information 
provided, the algorithm estimated over 50 body 
measurements of the respective consumer. The 
advantages of this approach are that it is very easy to 
use for the consumer and there are fewer mistakes 
than measuring by hand or using photos. 

 

 

Fig. 1: Boldmetrics: https://www.boldmetrics.com/technology/l (27/07/2022) 
 
 
 

From the comparison of the over 50 calculated body 
measurements with the measurements of the 
respective garments, a size recommendation can be 
given in consideration of the customer's preferences 
(see Fig. 1). This reduces the uncertainty regarding 
size and fit when shopping online. This can help to 
reduce returns and increase the conversion rate. 

In addition to online retail, the algorithm can also be 
applied in high street retail and in the Metaverse. In 
high street retail, the customer can be given a size 
recommendation by answering a few questions at a 
terminal and can be shown suitable items that are 
available in the shop. In this way, the customer is 
spared unnecessary trying on in the changing room 
and receives a quick overview of the available items 
that fit. 

In the Metaverse, Bold Metrics uses the determined 
body measurements to create a virtual avatar for the 
customer, which can be used in the Decentraland and 
The Sandbox Metaverses, for example. 

 

Sources 
 

Bold Metrics: https://www.boldmetrics.com/ 

Bold Metrics: Powering the fit backbone, YouTube, 22/09/2021, URL: https://youtu.be/vvAeh6_ex7c 

Janz/Dallmann 2020: Die Bedeutung von Nachhaltigkeit für die Kaufentscheidung im Modehandel, Heilbronn, 2020 

http://www.boldmetrics.com/technology/l(27/07/2022)
http://www.boldmetrics.com/technology/l(27/07/2022)
http://www.boldmetrics.com/
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from SLACE GmbH 

Telegram, Messenger, Viber, WebChat) with the 
messenger-specific formatting, functions (e.g. 
commerce) and interaction options (e.g. Interactive 
buttons). 

Through the (conversational) dialogue, the shop 
receives important master and behaviour data (CRM) 
and strengthens customer loyalty.

Drive2Store, shopper activation at the POS, feedback for 
store optimisation and product development, product 
registration/guarantee extension, couponing, loyalty/discount 
promotions, cross- and up-selling, friends recruit friends 

• SLACE makes anonymous shoppers known and accessible in less than 10 seconds, contactlessly and 
GDPR-compliant, and generates valuable first party data on shopper segmentation and for campaign 
target groups. 

• SLACE offers context-based, individualised interactions in the “messenger of choice”. The shopper receives 
benefits straight away (e.g. loyalty points) without an app download or e-mail registration. 

• SLACE captures all shopper activities (visit, purchase, etc.) via a central customer database and at branch level 
and traces these back to the real context (e.g. campaigns, use cases, products). 

• SLACE uses popular mobile functions and enables quick implementation without additional 
hardware/software as well as API integration in common POS/CRM systems. 

 

SLACE can be integrated into the retailer’s existing 
system architecture per API - additional hardware or 
software equipment and lengthy employee training 
sessions are not necessary. 

Current use cases include: 

• Development of the retailer's own customer data 
(CRM) with branch segments, capture of master 
and behaviour data (e.g. profile name, mobile 
number, branch visit, purchases, interactions), 
forming “offline to online” audiences 

• Collaborative retail promotions, whereby 
manufacturers use “on-pack” QR codes to rollout 
retailer-specific campaigns with measurable 
“Drive2Store” elements 

 

• Using SLACE demonstrably increases the 
following potentials: 

 
• Data development: up to 90 % of the digitalisation 

group of store visitors 
 

• Advertising efficiency: two to three times higher 
response and conversion rates than traditional 
dialogue measures (e.g. e-mail) 

PROBLEM 
High street retail is facing falling flows of visitors, not 
least because of Covid-19. Increased raw material 
prices are increasing the pressure on viability and 
profitability. Staff bottlenecks are preventing existing 
flows of visitors from being served as best as possible. 
The high street shopping experience increasingly offers 
no added value, so customers are migrating to digital 
sales channels. In addition to this, the traditional 
communication instruments used in retail are becoming 
less effective: declining reach and falling advertising 
impact for radio and TV, increasing rejection of postal 
advertising, decreasing opening rates for e-mail 
campaigns etc. Only a few retailers have their own data 
strategy to make their customers known and 
accessible, and measurement instruments to make 
“online to offline” store effects measurable and 
attributable. In consequence, high street retail is losing 
ground and city centres are becoming deserted. 
Nevertheless, high street retail is an important catalyst 
for purchasing decisions and the high street shopping 
experience is a central element of effective customer 
loyalty in what has become an interchangeable product 
world. Current solution approaches: – customer 
cards/advantage programmes/apps often do not reach 
critical mass, they lack relevance/attractiveness, they 
involve initial effort (double opt in, app download). – 
POS promotions, discount campaigns and postal 
advertising to boost visitor numbers in the short term no 
longer have the desired effect because of decreasing 
advertising awareness and lack of relevance 
(personalisation) for the individual shopper.  

– Technical measurement at the POS and mobile 
apps are associated with investment and follow-up 
costs without being connected to the existing technical 
infrastructure. High street retail therefore needs a new 
instrument for customer loyalty that can be 
individualised in line with local circumstances and 
personal requirements, and demonstrates a direct and 
measurable impact that can be used without laborious 
implementation. 

SOLUTION 
With SLACE, offline customer relationships are 
digitalised and entirely GDPR-compliant within ten 
seconds. Anonymous shoppers are digitalised using 
QR codes and can be accessed in the “messenger of 
their choice” – without e-mails or additional apps. The 
messenger-based interactions via SLACE increase 
relevance and effectiveness through a high degree of 
personalisation, short response times and nearly 100 
% visibility of the messages. 

SLACE achieves personalisation from the first 
messenger customer interaction: The proprietary 
“messenger attribution” transmits the real context of 
the shopper in the chat. This makes context data 
(store/POS, campaign, etc.) usable. Supplemented 
with online data (e.g. profile name) and other data from 
linked third party systems (e.g. till receipt), an 
individualised interaction is created. 

An own metalanguage transfers these interactions in 
the common messengers (WhatsApp, 

 
 

• Onboarding customer account at the POS: 
Reduction from five minutes per e-mail (with 
queues and purchase cancellations) to under one 
minute 

 
• Measurement of “online to offline” advertising 

campaigns: demonstrable revenue uplift of approx. 
15 % in retail trade for consumer electronics 

• New sources of revenue (“retail media”) 
 

 

 
Text: SLACE 

Web: https://www.slace.com/ 

Contact: Roland Siebert, roland@SLACE.com

Conversational Commerce Platform 

Image: SLACE 

Sources 

Messe Düsseldorf: Retail FutureTech @ EuroCIS Start-up Hub - Live, Vimeo, 31/05/2022, URL: https://vimeo.com/713241567#t=180s Slace: [SLACE] FwF - Video Loop - DE & EN,  

YouTube, 04/04/2022, URL: https://www.youtube.com/watch?v=Eh5LO1hqRC0 

Messe Düsseldorf: Retail FutureTech @ EuroCIS Start-up Hub - Live, Vimeo, 31/05/2022, URL: https://vimeo.com/713241567#t=180s Slace: 

[SLACE] FwF - Video Loop - DE & EN, YouTube, 04/04/2022, URL: https://www.youtube.com/watch?v=Eh5LO1hqRC0 
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from Bütema AG 

informed on the sales floor, the predominant medium 
in most shops is the (paper) poster. As this medium is 
neither current, modern nor sustainable, in our opinion 
it no longer belongs in any store that wants to reflect 
today's trends. Interacting with paper posters 

in the GALERIA stores in Frankfurt/Main, Kassel and 
Kleve. Other stores are currently being fitted out. 

How much effort is involved in implementing the 
innovation? Once the customer’s merchandise 

• Control of all digital touchpoints in the showcase 
branches of Galeria (Frankfurt, Kassel and Kleve) 
and rollout in other branches 

• Digital signage in large and special formats and 
digital route planners 

• RegioPoints and smartwatch advisor 
 
 
 
 
 
 
 
 

 

Image: Bütema 
 
 
 

 

PROBLEM 
German retail has been suffering a decrease in 
customers for years. Not only is it much more 
convenient for many to do things online, there is also 
a lack of incentive to go to a physical place of 
business. But conventional retail can convince with 
services that an online shop cannot offer – for 
example, the haptic experience, professional advice, 
the inspiration of a ‘real’ sales floor and harmonious 
presentation of the goods. Our customer GALERIA 
has also embraced this. Bütema AG provides 
technologies to make 

 

 

Image: Bütema 

 

 

Image: Bütema 
 
 
 
 

the shopping experience fulfilling for GALERIA 
customers. In doing so, we support the comprehensive 
services from GALERIA with digital touchpoints on the 
sales floor. During the Covid-19 pandemic, our retail 
landscape was reconfigured with a number of victims 
falling by the wayside. That is why it is essential, not 
only for companies such as GALERIA, to remain 
attractive, relevant and up to date for their customers. 
GALERIA realised that redirecting its concept would 
have to incorporate the major retail topics of our time: 
more service, more individualisation, more regionality, 
more relevant offerings. If customers are to be 

and gaining real added value from them is also quite 
limited. We believe that only smart incorporation of 
technologies on the sales floor can provide a shopping 
experience in line with the latest trends. This begins 
with the simple export of digital signage content to 
interactive self-service applications that offer the 
customers real added value. Always in conjunction with 
intelligent software that ensures that the exported 
information is up to date. 

SOLUTION 
Why is the solution to the problem innovative and 
novel? The innovation is the intelligent linking and 
control of the content: via the digital signage backend, 
content can be controlled according to fine-grained 
criteria. E.g.: – Only items that are available (at this 
branch) are shown. – Editorial plans/promotions can be 
planned weeks in advance. – Videos can be 
individually controlled per 
screen/floor/store/function/etc. – Customers can create 
interactive solutions themselves very easily in our 
software. – What examples of applications are there? –  
Hundreds of digital signage screens are to be installed 
in various formats in every store. – In Kassel, there is 
the RegioPoint: a touchscreen customers can use to 
get information on regional products and producers. – 
In Frankfurt, a smartwatch advisor is installed that 
helps you to find the right smartwatch. – Price checkers 
are equipped with a barcode scanner customers can 
use to scan the labels of products and get further 
information. – Digital route planners can be displayed 
in two types and in various languages: by tapping or by 
scanning a QR code. Finally, not only can the customer 
select the language, they can also simply take the 
route planner with them on their mobile phone. – Are 
the innovations already being used? Yes, the 
innovations can already be seen  

management system has been linked to our software, the 
the most laborious part is already done. This was 
already done in the case of GALERIA. Because we 
have our own service team, installations like this can be 
done flexibly and at short notice. Connecting new 
screen to our DS system also involves little effort. 

What do the innovations offer? RegioPoint and the 
smartwatch advisor ensure that customers can inform 
themselves more intensively about products and the 
focus is put on offers from GALERIA. Up-selling, 
service and customer loyalty take priority here. The 
price checker and digital route planner are also 
services for the customers and digital signage screens 
replace printed posters. They not only reduce (printing) 
costs but also offer time savings (changing). The 
production and integration of digital content are also 
more environmentally friendly than printing posters. 
Marketing advertising space to brands provides an 
additional source of income for the retailers. 

Text: Bütema 

Web: https://www.buetema-ag.de/galeria-2-0/ 

Contact: Anja Hermann, Marketing Manager Bütema 
AG, anja.hermann@buetema-ag.de 

Digital Touchpoints Galeria 2.0 

http://www.buetema-ag.de/galeria-2-0/
mailto:anja.hermann@buetema-ag.de
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from Ikea from Inabuggy 
 

• Visualisation of Ikea furniture in your own rooms 
with the help of Augmented Reality 

• Digital removal of furniture from scans of your own 
rooms 

• Visualisation of pieces of furniture and more than 
50 virtual rooms 

 

 

PROBLEM 
When buying furnishings, it is often difficult to imagine 
the item in your own home. There are various 
Augmented Reality (AR) apps to solve this problem. 
Furthermore, customers can project furnishings into the 
room of their choice using their smartphone. So, for 
example, you can visualise a new sofa in your own 
living room before buying it. However, this only works if 
the area in the room is empty so the virtual sofa can be 
projected onto it. Unfortunately, this is often not the 
case. 

SOLUTION 
With Ikea Kreativ, Ikea offers the possibility of 
visualising AR furniture in your own rooms, or one of 
50 rooms provided by Ikea. The customer can choose 
whether the rooms are empty, partially furnished or 
fully furnished. What is special about Ikea Kreativ is 
that you can scan your own rooms and, with the help of 
Machine Learning algorithms, remove your own 
furniture. The result is a 3D model of your own room 
without the removed pieces of furniture. The room can 
be designed with various Ikea furnishings. Ikea Kreativ 
is available as a web app or smartphone app. 

 

 
Fig. 1: Step 1, scan room 
Image: Ikea: https://www.ikea.com/us/en/home-design/ (27/07/2022) 

 

Fig. 2: Step 2, virtually remove furniture 
Image: Ikea: https://www.ikea.com/us/en/home-design/ (27/07/2022) 

 
 

Fig. 3: Step 3, virtually insert new furniture 
Image: Ikea: https://www.ikea.com/us/en/home-design/ (27/07/2022) 

• Estimation of detailed body measurements on 
the basis of a few simple questions 

• Use of a large dataset of human body scans in 
combination with Machine Learning 

• Automatic generation of size and fit 
recommendations 

 
 
 
 
 
 
 

 

PROBLEM 
Compared to high street food shopping, fewer impulse 
purchases are made when food shopping online. In 
the online shop, the customer no longer has to walk 
past lots of products to find what they are looking for. 
They find it using the product search or product 
categories. 

Another problem might also be that, even though people 
would like to go to the shop, because of the ongoing 
Covid-19 pandemic they prefer to avoid large gatherings 
of people. 

 

 

Fig. 1: Boldmetrics: https://www.boldmetrics.com/technology/l (27/07/2022) 
 
 
 
 
 
 
 
 

SOLUTION 
In these cases, the virtual reality shopping concept 
from Inabuggy offers a possible solution. Inabuggy is a 
Canadian delivery service for food. The concept uses 
360° recordings of a food shop. The customer can 
move about the shop at their PC or on their 
smartphone and look at the products. Little dots appear 
that the customer can click on to see information on the 
products available at the respective location. The 
products are shown as they are normally in online 
shops using small product images (thumbnails) and are 
available to purchase. 

The positive thing about this is that the customer feels 
like they are really walking around a shop or market. 
However, navigation to the desired product is 
significantly more cumbersome than in normal online 
shops. Whether the visualisation attraction of the 
concept outweighs this disadvantage or whether 
convenience is more important for the customers 
remains to be seen. 

 
 
 
 

Sources 
 

Ikea: IKEA Kreativ - your space reimagined, URL: https://www.ikea.com/us/en/home-design/ 

Wilson, Mark: Ikea’s new app deletes your living room furniture so you can buy even more, in: FastCompany, 22/06/2022, URL: https://www.fastcompany.com/90762368/ ikeas-
new-app-deletes-your-living-room-furniture-so-you-can-buy-even-more 

Sources 
 

Inabuggy: https://buggy.ca/ 

Ikea Kreativ Inabuggy virtual reality shopping 

http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.ikea.com/us/en/home-design/%20(27/07/2022)
http://www.boldmetrics.com/technology/l(27/07/2022)
http://www.boldmetrics.com/technology/l(27/07/2022)
http://www.ikea.com/us/en/home-design/
http://www.fastcompany.com/90762368/
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from Amazon 
 

• Determining body measurements using photos by 
app 

• Custom-made T-shirts 

• Mass customisation by selecting the fabric, colour, 
width, length, arm length, personalised label, 
neckline 

 

 
Image: Amazon: https://www.amazon.com/dp/B08HPZ3RHR (24/07/2022) 

 
 
 

PROBLEM 
Body shapes vary hugely, yet most clothing 
manufacturers only offer a handful of sizes. Therefore, 
finding a good fit is usually not easy. This applies in 
particular for online retail as the order cannot be tried 
on. Dissatisfied customers and a high number of cost-
intensive returns are the result. In addition to this, it is 
often difficult for customers to find a garment in their 
preferred cut. The perfect combination of fit and cut 
can be realised through customisation. This, however, 
is generally time-consuming, expensive and laborious. 
Amazon is trying to overcome this problem with Made 
for You. 

 
 
 

 

SOLUTION 

With Made for You, Amazon has founded a brand that 
tailors T-shirts to the measurements and preferences of 
the customer. First, a full body scan is performed using 
the Amazon app to capture the measurements of the 
customer. This is created with the help of photos, 
through which the body shape can be determined very 
precisely. As soon as the measurement process has 
been completed, the photos are deleted. Every part of 
the t-shirt is individually customised including the fabric, 
colour, arm length, length and neckline. On the screen, 
the customer also sees a virtual likeness in combination 
with 24 possible skin tone options. The visualisation is 
very detailed. Finally, you can have a personalised 
label with your own name sewn in. Shipping takes three 
days on average, a T-shirt costs USD 25 and the 
customised shirts can be returned free-of-charge. 

 

Sources 

Amazon Made for You: https://www.amazon.com/-/de/stores/madeforyou/page/E853E0F0-6F79-442D-B7E8-3A0E0531FAF2?ref_=ast_bln (25/07/2022) 

Saguin, Jacqueline, Our honest review of Amazon’s $25 custom T-shirts: We’re impressed, in: Insider Reviews, 16/03/2021, URL: https://www.insider.com/guides/style/ 
amazon-made-for-you-custom-t-shirt 

Clinton, Leah Melby: This Basic T-Shirt is Exactly What I Wanted, in: Elle, 07/12/2021, URL: https://www.elle.com/fashion/shopping/a38410498/amazon-made-for-you- 
review/ 

Made for you 

http://www.amazon.com/dp/B08HPZ3RHR%20(24/07/2022)
http://www.amazon.com/dp/B08HPZ3RHR%20(24/07/2022)
http://www.amazon.com/-/de/stores/madeforyou/page/E853E0F0-6F79-442D-B7E8-3A0E0531FAF2?ref_=ast_bln%20(25/07/2022)
http://www.amazon.com/-/de/stores/madeforyou/page/E853E0F0-6F79-442D-B7E8-3A0E0531FAF2?ref_=ast_bln%20(25/07/2022)
http://www.amazon.com/-/de/stores/madeforyou/page/E853E0F0-6F79-442D-B7E8-3A0E0531FAF2?ref_=ast_bln%20(25/07/2022)
http://www.insider.com/guides/style/
http://www.insider.com/guides/style/
http://www.elle.com/fashion/shopping/a38410498/amazon-made-for-you-
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from xplace GmbH 

• Using digital technologies to address premium market customers in smaller sales spaces in 1A metropolitan city 
centre locations 

• Through more interaction and digitally visualised product advice, the customer is guided to the purchase 
decision 

• The Miele Experience Center shows Miele products in their natural environment; there, the staff can 
represent the Miele brand and respond to all of the customer group’s needs 

• Scope: oven wall, virtual washing machine, consumable wall, built-ins and hobs sales consultants 
 
 

 

PROBLEM 
In order to display the entire range, the household 
appliances manufacturer requires a large sales space. 
On the one hand, there are increasing vacancies in the 
city centres, on the other, large spaces in attractive 
locations are still very expensive. Digital tools can help 
with presenting all products and product info in smaller 
spaces and addressing customers individually. At the 
Miele Experience Center, xplace combines a multitude 
of digital signage solutions. In doing so, the focus is on 
individual preferences and the experiential nature of 
high street retail. 

SOLUTION 
The innovation is in creating a small, compact sales 
area through digitalisation, which can communicate 
the brand value of the manufacturer authentically to 
the premium brand customers. The small spaces are 
also easier and less costly to establish in 1A locations 
in large metropolitan cities. The project has already 
been implemented numerous times in modified form, 
for example in Brussels (BE) 2019, Edinburgh (UK) 
2020, Seoul (KR) 2020, Düsseldorf (DE) 2021 and, 
Doncaster (AU) 2021, with further international rollouts 
planned, for example in Southport (AU) 2022. 

Between the start of the project and the rollout, there 
are about 15 months of development time (of course, 
the effort involved is reduced in the case of 
replications). 

Miele has improved the shopping experience through 
interactive digital signage solutions from xspace. With 
more interaction and digitally visualised product advice, 
we guide the customers to the purchase decision. The 
Miele Experience Center offers space to present the 
Miele products in their natural environment and to keep 
the focus on the visitor. So the sales consultants can 
represent the Miele brand and address all the needs of 
the various customer groups, such as the many busy 
parents, creative cooks and smart homemakers, and 
turn product advantages into tangible experiences for 
the senses. A close customer relationship results from 
individually addressing the visitors and gaining their 
loyalty. 

Text: xplace GmbH 

Web: https://www.xplace-group.com/de/ 
unternehmen/pressebereich/miele-smec-amsterdam 

Contact: Susann Schneider, schneiders@xplace.de 

 
 
 
 
 
 
 
 
 

 

 
Images: xplace 

 

Sources 
 

Xplace: New xplace store concept for Miele, YouTube, 14/08/2019, URL: https://www.youtube.com/watch?v=0TeYw02qEbw 

Miele Experience Center Amsterdam 

http://www.xplace-group.com/de/
mailto:schneiders@xplace.de
http://www.youtube.com/watch?v=0TeYw02qEbw
http://www.youtube.com/watch?v=0TeYw02qEbw
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from My Size, Inc. 
 

• Customers measure themselves using their 
smartphone 

• Use of the smartphone’s movement sensors instead of 
the smartphone camera 

• In participating online shops, customers receive 
personal size recommendations via a widget in the 
shop 

• Integration into high street retail is possible using a 
smart mirror 

 
 

 

PROBLEM 
In online clothing retail, the majority of returns are due 
to uncertainty about the right size. Customers either 
order a selection of several sizes or return and order 
again if the desired item does not fit. The problem is 
made worse by the use of different size charts 
depending on the manufacturer. 

SOLUTION 
MySizeID is trying to solve this problem with an app 
that helps customers to determine their 
measurements. The measurements are identified 
through questions on sex, age, size and weight as well 
as through measurements with the help of the 
movement sensors of the customer’s smartphone. The 
camera is not used. Customers who have measured 
themselves using MySizeID receive size 
recommendations for products in the online shops that 
use MySizeID. In addition to this, the company offers a 
widget that can be integrated into the online shop. 
There are currently interfaces to Bitrix24, Lightspeed, 
Prestashop, Shopify, Wix and WooCommerce. 

 

 
Image: MySizeID, https://mysizeid.com/ (31/07/2022 

 
 
 

 

Using a web-based dashboard, the retailer can link 
their size charts using the widget. It is also possible to 
integrate it into product lifecycle management 
systems and product databases. 

MySizeID offers a smart mirror for high street retail. 
Customers who register at the smart mirror using the 
MySizeID app can search the stock in the shop and 
receive size recommendations. Alternatively, the 
barcode of an item can be scanned, and the customer 
also receives a size recommendation as well as 
information on whether the item is available in the 
shop. Using the mirror, online orders and orders for 
collection at the checkout can also be placed. 

Among others, MySizeID can be used in the following 
online shops: U.S. Polo Assn. Retail (USA), Kings of 
Indigo and Gaala.com. Products from numerous 
brands and retailers can also be bought in the app 
from MySizeID, including H&M, Tommy Hilfiger, 
Adidas and many more. 

 

 

Sources 
 

MySizeID: https://mysizeid.com/ 

MySizeID: MySizeID Size and Fit tool (Short), YouTube, 17/09/2020, URL: https://youtu.be/jtAr0ngKpNo 

MySizeID 
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from Reactive Reality AG 
 

• Three-dimensional capture of garments 

• Presentation of the garments on different models in various sizes, including as an outfit, making it easier to create 
image material for e-commerce 

• Creation of three-dimensional avatars of customers based on submitted measurements 

• Size recommendations and presentation of garments on individual customer avatars providing more certainty 
when selecting clothing to buy online 

• Smart mirror for high street retail 
 

 

Image: Reactive Reality, Screenshot: https://pictofit.typeform.com/to/Kk6OOvow (03/08/2022) 

suits in terms of design. This applies in particular to 
selecting an outfit that included several garments. 
Generally, these cannot be shown in combination as 
an outfit online. 

 

 

SOLUTION 
The core of the solution from Reactive Reality is 
capturing garments as 3D models. The modelling is 
done on the basis of existing image material or using 
the scan technology from Reactive Reality (Pictofit 
Capture Kit). The garment is photographed draped 
on a mannequin and on a rotating table from all sides 
by several cameras. From the image material, the 
software calculates a photo-realistic 3D model. The 
process takes c. ten minutes per garment. The 
garment can then be shown as a ghost mannequin 
image from all sides. In addition to this, three-
dimensional avatars can put on different sizes (see 
image). The avatar can be fully dressed. In this way, 
outfit images can be put together on the photo-
realistic mannequin with just a few clicks. When 
putting the outfit together, the user can decide 
whether the garments are to be put on over or under 
other garments. For example, the shirt can be tucked 
into the trousers or left hanging loose. Reactive 
Reality offers retailers a selection of different three-
dimensional models. But they can also use their own 
models. This makes creating product images for e-
commerce much quicker. This applies in particular 
for outfit images. 

measurements, a digital avatar is then created. In the 
app from Reactive Reality, there is also the option of 
adding the face of the customer to the avatar using a 
short selfie video. Alternatively, the customer can also 
select one of the pre-made avatars that most 
resembles their appearance and body shape. 

In the digital changing room, the customer can see 
the garments on their body shape. They also receive 
a size recommendation. Outfits can also be put 
together in the digital changing room. In order to 
make the experience more immersive, the customer 
has the option of placing the dressed avatar in front of 
various backgrounds. 

The approach helps the customer to evaluate the 
right size, fit and look on their own body. The 
possibility of trying on various outfits should please 
those interested in fashion and contribute to positive 
customer experiences. 

Using a smart mirror, Reactive Reality also brings this 
experience to high street retail. Customers can try on 
lots of outfits quickly without having to dress and 
undress themselves. Furthermore, they have the 
option if trying on items that are not in the shop. For 
in-shop orders, the smart mirror therefore offers more 
certainty when choosing and a positive customer 
experience. 

PROBLEM 
Reactive Reality addresses two problems of online 
fashion retail. On the one hand, the company offers 
solutions to reduce the effort involved in producing 
image and video material. On the other hand, the 
system supports consumers in selecting the right sizes 
and fits and in putting outfits together. 

Uncertainty in this regard leads to purchasing restraint 
and high return rates. In addition to uncertainty 
regarding sizes and fits, a further problem for 
customers is that the garments are presented on 
models whose body shapes and appearances differ 
greatly from theirs. Unlike in the shop where you can 
try clothes on yourself, in e-commerce it is often 
difficult to judge whether a garment also 

 Another advantage is that the 3D models of the 
garments can be shown in different sizes. Reactive 
Reality offers its customers a software development kit 
(SDK) with which a virtual changing room can be 
integrated into the online shop. In this case, the 
customer has the option of saving their measurements 
in the shop. At Hugo Boss for example, these include 
size, collar size, shoulder width, arm length, chest 
measurement, waist measurement, hip measurement 
and inside leg measurement. From these  

 

Sources 
 

Reactive Reality: https://www.reactivereality.com/ 

Presuss, Simon: Hugo Boss führt digitale Anprobe von Reactive Reality ein, in: Fashion United of 02/08/2022, URL: https://fashionunited.de/nachrichten/einzelhandel/ hugo-
boss-fuehrt-digitale-anprobe-von-reactive-reality-ein/2022080247654 

Pictofit 
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from LET’S DOIT / syreta e-commerce gmbh 

and on the other, new digital features are 
implemented. In addition to features that have already 
been successfully introduced such as the “Virtual 
Shelf”, the “Scan & Learn” counter and the innovative 
customer cards as an app, electronic price tags are in 
use in the specialist tool markets since 2022. 

Through the digital networking, all product information 
and stock levels can be called up very quickly. All these 
measures from the perspective of advancing 
digitalisation and the development of an omnichannel 
concept for specialist tool retail are demonstrably 
addressing a younger target group, increasing the 
average basket value and gaining new buying group 
members. 

• Transformation of the LET's DOIT specialist tool markets in Austria into an omni-channel concept. 
Implementation of digital features that link the online and offline shopping experiences for customers and 
provided digital supports for providers. 

• Scan & Learn counter: By scanning the barcode, customers can compare products at the POS. The accompanying 
screen displays all relevant features and functions. 

• Virtual Shelf: Products that are not shown at the POS can be ordered directly in the shop on a screen. They can 
be delivered to the shop or to the customer’s home according to their wishes. 

• Electronic price labels: Automatic population by product database prevents erroneous differences between 
the database and the sales floor and reduces the workload for retailers. 

The new ESLs (electronic shelf labels) stand out not 
only because of their chic design but above all 
because of their intelligent functionality. The data from 
the product database is exported to the labels, which 
are available in different formats and versions, fully 
automatically. For the store operator, this cuts out 
price differences between the database and sales floor 
and cuts down on work. Whereas previously prices 
had to be manually monitored and new price labels 
had to be made, this work is now done completely 
automatically in the background. And stocktaking is 
also immediately made much easier by the electronic 
price labels and the technical support from syreta. 

 

Text: LET’S DOIT / syreta e-commerce gmbh 

Web: https://lets-doit.at/de/modernster-fachmarkt- 
huma-eleven 

Contact: Christina Prinz, c.prinz@syreta.com 

PROBLEM 
Most recently, the Covid-19 pandemic ensured that the 
spotlight was on the importance of online retail. Every 
fifth Euro is spent online – and the trend is growing. 
Consumers nowadays are used to searching for 
products and problem solutions on the Internet and 
purchasing these per mouse click. Customers will 
continue to visit high street spaces but, especially in 
the case of high-price and consultation-intensive 
investment decisions, more as inspiration and to 
physically see the goods. This is contrasted with the 
growing trend of increasing online purchases. This 
revenue is lost to high street retailers if they do not 
pursue any online or omnichannel strategies. The 
consequences are business closures, especially in 
rural areas, and undersupply. In order to survive, 
customer-friendly solutions and experience shopping 
are both important for high street retailers. The 
customer expects added value and attractive reasons 
to visit the shop. In addition to this, the customers have 
to be “picked up” digitally and provided with 
personalised offers. On the other hand, the operators 
of the specialist tool markets are facing an ever-
growing flood of information. The rapid availability of 
product information on the Internet and the constantly 
changing prices of sales for products mean that 
operators face the challenge of keeping the prices 
displayed constantly up-to-date and offering 
information with added value. For the staff, this means 
considerable additional effort 

in high street spaces. Moreover, constantly changing 
traditional price labels results in high paper usage. In 
addition to this, customers who have already informed 
themselves about the product beforehand in particular 
also have access to all relevant item data and 
information at the POS. 

SOLUTION 
In order to effectively address the aforementioned 
problem and also continue to exist as a high street 
retailer in the future, an environment must be created 
for the customers that offers them added value. 
Incorporating digital and haptic elements that lead to an 
omnichannel concept creates the optimal conditions for 
this. Electronic price labelling also ensures that the 
daily workload is reduced for store operators. As the 
frontrunner in the Austrian DIY sector, LET’S DOIT is 
continuing to roll out the omnichannel concept with the 
digitalisation specialists syreta on an ongoing basis. In 
May 2021, LET’S DOIT opened the first omnichannel 
specialist tool market at a shopping centre in Vienna. 
Together with syreta, the necessary technical 
components were implemented and newly opened 
LET’S DOIT stores will be equipped with the necessary 
digital elements from the very beginning. In the Stores 
4.0, on the one hand, digital elements which have 
already been tested that link the online and offline 
shopping experiences for the customers are installed, 

  
 
 
 

 

Images: 3E: https://presse.3e-ag.com/Media.aspx?menueid=27813 

 

Omnichannel tool market with ESL 

Sources 
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mailto:c.prinz@syreta.com
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• SOMETHING DIFFERENT: Caravan showrooms are usually boring. We wanted to change that by creating an
inspiring collaboration with an artist and create a friendly atmosphere instead of a classical car and sales
showroom.

• SHOWROOM AS GALLERY: Mix showroom functions with carefully selected places and landscape
photography due to a collaboration with Joris Kuijper & Alexander Wieck, transforming the car showroom
into a gallery

• TAKE CARE: Use of sustainable materials, natural ventilation strategies and sustainable materials to keep the
interior of the showroom energy efficient.

• MULTIPURPOSE: In the showroom, the focus is no longer on the product specs. Instead, it focuses on the
customer and an emotional retail experience.

RC Mannheim – The Adventure Hub

from rpc – The Retail Performance Company GmbH

PROBLEM
The caravan industry is missing successful holistic
retail concepts for their showrooms. Increased
customer demands and the trend towards
individualization as well as personalization were the
starting point for the implementation of a new
showroom concept for RC Mannheim. This is very
important for caravan dealership brands in order to
offer a feel good customer experience inside their
showrooms. The newly designed Caravan Adventure
Hub surprises with a warm and friendly atmosphere
that is rarely found in usual sales rooms of this kind.
The interior design with feel-good factor is based on
a clearly structured open-space approach with
continuous visual axes. The space creates a strongly
emotional-visual atmosphere in which functional
elements of the showroom mix with the lifelike
landscape photographs by Joris Kuijper & Alexander
Wieck.

SOLUTION
What do customers expect from a caravan
dealership? Cars to explore on your own - in an
empty showroom atmosphere? Definitely not: It`s
about starting a memorable journey, your next
vacation trip. They want to receive advice on what
vehicle perfectly matches their needs. We carefully
crafted the customer journey that allows a better
experience and service process towards the
audience. The middle part of the showroom, “the

island”, is meant to be at the heart of the brand
place. Here is where most of the interaction
between customer and brand consulting takes
place. This is designed to be re-configured over time
and to adapt to future necessities of the showroom.
A round welcome desk divides the customer flow
towards retail space, waiting lounge or consulting &
product experience. To emotionalize and inspire
customers to think towards traveling and their next
destination, a collection of carefully placed images
transforms the showroom into an art gallery. The
focus is no longer on the car specs, but on a holistic,
emotional and traveling experience. We wanted to
pick up the customer with the adventure vibe. So we
installed a selection of images into the showroom.
This was possible due to the collaboration between
the brand and the two travel/nature photographers
Alexander Wieck (_alexanderwieck) and Joris Kuijper
(jorrocooper). By doing this we gave a different twist
to a rather normal caravan showroom, transforming
it into an art gallery and adding value by creating a
great experience via an artist collaboration.

Text: rpc – Das Unternehmen Retail Performance
GmbH

Web: https://www.rpc-partners.com/germany_en/
insights/the-adventure-showroom.html

Contact: Vladimir Moldovanu,
vladimir.moldovanu@rpc-partners.com

Images: rpc - The Retail Performance Company GmbH, URL: https://www.rpc-
partners.com/germany_en/insights/the-adventure-showroom.html
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from Robomart, Inc. 
 

• Small shops that are built into a van can be called by 
customers as required 

• The items are called up, taken and paid for by app 

• Taking the items is captured by RFID 

• Eventually, the Robomarts are to be driverless 
(autonomous) 

 

 

Image: Robomart: https://robomart.co/ (31/07/2022 

 

 

PROBLEM 
Online shopping for everyday goods has the 
disadvantage of having to wait a while for the delivery 
and not being able to select the products yourself. 
The latter is particularly important regarding fruit and 
veg and other fresh products. 

SOLUTION 
The Start-up Robomart wants to solve these 
problems through mobile shops that can be called up 
as required. The company is currently testing a 
Robomart with a range of medications and one with 
snacks, sweets and beverages. In the future, food, 
coffee and fast food as well as ice-cream are to be 
tested and implemented. 

To call a Robomart, the customer first selects the type 
of Robomart. The customer can see the Robomart 
range beforehand in the app. By clicking in the app, the 
selected Robomart can be called up. A shopping 
basket does not have to be created. The consumer can 
then select the products themself. When the vehicle 
reaches the customer, it can be opened using the app. 
The customer then selects their products and takes 
them. You do not have to scan the items or 

a card as the selected products are captured by 
RFID. You then pay using the app. 

The Robomart vehicles each carry about 50 
everyday products that are regularly restocked. The 
company has found that the entire delivery process – 
from arriving at the shop to handing over the goods – 
takes about two minutes and says that the average 
order time is about nine minutes. There is no 
minimum order value. However, a “call fee” is 
charged. 

The Robomarts are currently still driven by drivers. In 
the future, the mobile shops are to be operated fully 
automatically. 

 

Sources 
 

Robomart: https://robomart.co/ 

Wells, Jeff: Robomart launches store-hailing platform for retailers, in Retail Dive of 22/09/2021, URL: https://www.retaildive.com/news/robomart-launches-store-hailing- platform-for-
retailers/606953/ 

Robomart 

http://www.retaildive.com/news/robomart-launches-store-hailing-
http://www.retaildive.com/news/robomart-launches-store-hailing-
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from TailorWine GmbH 
 

integrating products or in-app offers. The user data 
that is collected in this way offer the further 
advantage of allowing you to adapt your range in a 
more targeted manner to customer wishes. And the 
data can also deliver valuable results for general  

Our digital AI sommelier “Willy Wein” offers the 
perfect product recommendation and ensures up-
selling to the guest. 

Text: TailorWine GmbH 

• The customer’s taste profile is determined with the help of a fun quiz in just 60 seconds 

• Calculating the right wine using a deep learning algorithm 

market research. The company is already cooperating 
with a large opinion polling institute to consider further 
use of the data material. This allows regional taste 
profiles to be filtered out, for example, which in turn 
can be helpful for targeted product placements. 

Web: www.tailorwine.de 

Contact: Philipp Mann, pm@tailorwine.de 

 
 

 

PROBLEM 
Personal service – complex expertise packaged in a 
unique quiz. Taste-oriented and personal advice in just 
60 seconds. More revenue – Willi Wein knows what 
really tastes good. Personalised product 
recommendations increase revenue. Maximum quality 
– developed by gastro experts and tech pros. Well-
founded quality – easily integrated. The choice seems 
impossible standing in front of the wine shelves in the 
supermarket. Finding the right wine at a restaurant is 
often only doable with complex prior knowledge. Where 
do you begin choosing a wine to give as a gift? The 
places of use are gastronomy, e-commerce and food 
retail. Finding the right wine in 60 seconds in the 
supermarket without any professional advice or prior 
knowledge. You can surely imagine that lots of relevant 
information can be gathered from the data. Finding 
qualified employees is a problem in general. For a 
grocery shop with a wine department, finding an 
employee who also has sommelier knowledge is almost 
impossible. But advising customers and thereby 
increasing revenue is exactly what lies at the heart of 
each retailer. TailorWine supports: Digital sommelier 
function (including sales-promoting arguments), 
educating while selling, inventory planning and greater 
planning security through personalised sales tracking. 
Complicated knowledge made simpler and reliably 
presented by TailorWine. 

With the B2C “Gastrotainment Solution”, the 

guest uses the TailorWine tool as a self-order variant 
on tablets in the restaurant of on their smartphone. 
They are playfully categorised according to their 
personal taste profile and the entire order including 
perfect wine recommendations is processed digitally. 
With the up-selling service solution, the service staff 
use the TailorWine tool during the ordering process. 
Each respective member of the service team can 
become a TOP seller by doing so. 

SOLUTION 
New tools are to advise supermarket customers digitally 
– first used at Edeka Stiegler in August. The go live 
took place on 8 August at Edeka Stiegler in Frankenthal 
and Speyer. In gastronomy, it was first used at the 
Easter Market/Folkfest in Bremen in April. Further 
restaurants will begin using it on 1 September. The 
idea: The customer comes into the supermarket and 
uses the web-based program on their smartphone or on 
a digital touchscreen in the shop. This can be 
anonymous or personalised. Based on a database 
currently containing around 30,000 listed wines, 
specific products from the respective supermarket's 
range are recommended to the customer – and they 
can navigate their way to the right shelf using a 2D 
map. Optionally, the market operator can use digital 
labels that also light up and show the customer the 
wine they are looking for. 

In total, twenty supermarkets will be equipped with the 
software this year. It is also conceivable that the 
application might be adapted to the respective CI of the 
company and additional brand-specific 

 
 
 

Image: Tailorwine

Sources 
 

NA: Per App zum passenden Wein, in: Weinwirtschaft online, 30/06/2022, URL: https://www.meininger.de/wein/handel/app-zum-passenden-wein 

TailorWine, the digital sommelier 

http://www.tailorwine.de/
mailto:pm@tailorwine.de
http://www.meininger.de/wein/handel/app-zum-passenden-wein
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from Amorepacific from Etsy / The Boundary 

• Several approaches to individually designing 
cosmetics in the shop 

• Mind-linked Bathbot: Production of bath bombs in-
store 

• Tailored make-up 

• Lip Factory: Lipsticks designed individually for the 
customer 

PROBLEM 
The cosmetics market is highly competitive. This 
applies in particular for high street retail, which faces 
stiff competition from the Internet. Many brands are 
developing their direct-to-consumer business, thereby 
circumventing retail. In summary, in many places this is 
leading to falling customer frequency in the shops. 

Image: Amorepacific: https://www.apgroup.com/int/en/news/2020-12-17.html
(26/07/2022) 

This is a robot that makes individualised bath bombs for 
customers in the shop. The bath bombs differ in colour, 
scent and shape. What is so special about this it that the 
customer does not have to consciously choose the 
colour, shape and scent. They put on a headset which 
uses sensors to measure the customer’s brainwaves. 
Based on the data collected, an individualised bath bomb 
is then designed and produced. The process takes about 
one or two minutes. 

• Virtual house that is decorated with 
goods from Etsy 

• The user can move about the house 

• Selected objects are presented in 
detail and can be purchased directly 

 

PROBLEM 

Image: The Boundary: https://www.the-boundary.com/projects/the-etsy-house
(27/07/2022) 

SOLUTION 

At the same time, the range of products available on 
the cosmetics market is very large. This often 
overwhelms consumers. Further differentiation of the 
products is therefore simply not possible. More 
product variations further increase the complexity of 
what is on offer and cannot be displayed in high street 
retail, not least for space reasons. In addition to this, 
broader product ranges are not economically viable at 
many locations due to insufficient demand. 

On the other hand, there is a clear desire from 
consumers to buy the most individualised products 
tailored to them specifically. This is particularly 
important in cosmetics, for example because of the 
many different skin types. 

SOLUTION 
Amorepacific addresses this problem with the help of 
several mass customisation approaches. The latest is 
the so-called Mind-linked Bathbot.  

Sources 

Amorepacific is taking a similar approach with the “Lip 
Factory by Color Tailor”. This analyses the customer’s 
face using an app and a deep learning algorithm. The app 
then suggests lipstick colours to suit the person. In doing 
so, the system differentiated between 2,000 different 
colour variants. The selected colour tone can then be 
produced in store and taken away as a lipstick. The 
system has already been in use since August 2020 at the 
flagship store Amore Seongsu in Seoul, Korea. 

Amorepacific has also developed the corresponding 
technology for make-up. Customers can have their 
individual make-up determined in the shop based on 
100 different colour tones and two textures. 

The mass customisation approach not only produces 
individualised products but also enhances the shopping 
experience in the shop. 

Presenting furnishings to impress is a major challenge 
in both online and offline retail. Online, the goods are 
presented in photos and videos. The problem with this 
for customers is imagining what the object will look like 
in their existing room or the room they are redecorating 
and how it might be combined with other furnishings. 
High street retail faces a similar problem. While you can 
see and touch the goods there in reality, the limited 
sales space usually means that the customer cannot 
get a good impression of how the object might work in a 
room. 

The online marketplace Etsy is solving this problem with the 
agency The Boundary using a virtual house, which is 
decorated with over 600 products from Etsy retailers. The 
users can enter the house on the Etsy website and move 
around freely inside it. The purchasable furnishings are 
marked with a little dot. If you click on this, you get a 
product description, pictures, the price and a link you can 
use to buy the product directly. The house and the products 
are presented in an almost photo-realistic manner (see 
image). The corresponding architecture of the house 
contributes to creating an online shopping experience. 
Architects who design online houses are not limited in their 
creativity by structural engineering and high construction 
costs. A real showroom like the Etsy house would probably 
be too expensive and could only be visited by people at its 
location. Etsy and The Boundary clearly demonstrate how 
products can be presented transparently and immersively in 
virtual worlds. The Etsy house is a project limited to the 
2021 Christmas season. 

Amorepacific: https://www.apgroup.com/int/en/index.html 

Amorepacific: Amorepacific Wins CES Innovation Award for Two Customized Technologies, 11/11/2021, URL:https://www.apgroup.com/int/en/news/2021-11-11.html

Magloff, Lisa: Custom Lipstick Designed and Dispensed via AI, in: Springwise, URL:https://www.springwise.com/innovation/fashion-beauty/lip-factory-bespoke-lipstick

Amorepacific: Amorepacific Launches Customized Foundation Service, ‘BASE PICKER’, 07/04/2021, URL: https://www.apgroup.com/int/en/news/2021-04-07.html 

Tailored Beauty Products The Etsy House 

Sources 

The Boundary: The Etsy House, URL: https://www.the-boundary.com/projects/the-etsy-house 

Etsy News: The Etsy House Opens Its (Virtual) Doors, URL: https://www.etsy.com/news/the-etsy-house-opens-its-virtual-doors/ 

Walk-Morris, Tatjana: Etsy debuts shoppable virtual house, in: Retail Dive, 28/09/2021, URL:https://www.retaildive.com/news/etsy-debuts-shoppable-virtual-house/607274/ 

http://www.apgroup.com/int/en/news/2020-12-17.html
http://www.apgroup.com/int/en/news/2020-12-17.html
http://www.apgroup.com/int/en/news/2020-12-17.html
http://www.the-boundary.com/projects/the-etsy-house
http://www.the-boundary.com/projects/the-etsy-house
http://www.apgroup.com/int/en/index.html
http://www.apgroup.com/int/en/index.html
http://www.apgroup.com/int/en/news/2021-11-11.html
http://www.apgroup.com/int/en/news/2021-11-11.html
http://www.apgroup.com/int/en/news/2021-11-11.html
http://www.springwise.com/innovation/fashion-beauty/lip-factory-bespoke-lipstick
http://www.apgroup.com/int/en/news/2021-04-07.html
http://www.apgroup.com/int/en/news/2021-04-07.html
http://www.the-boundary.com/projects/the-etsy-house
http://www.the-boundary.com/projects/the-etsy-house
http://www.etsy.com/news/the-etsy-house-opens-its-virtual-doors/
http://www.etsy.com/news/the-etsy-house-opens-its-virtual-doors/
http://www.retaildive.com/news/etsy-debuts-shoppable-virtual-house/607274/
http://www.retaildive.com/news/etsy-debuts-shoppable-virtual-house/607274/
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from Online Software AG 

dairy products are being sold leads to greater 
transparency and impulses to buy. A screen installed at 
the egg stand that streams live images from the 
meadow of the laying hens also attracts the attention of 
tomorrow’s consumers, who already help to determine 
their parents’ shopping baskets. After first being 
installed in mid-2021, tierwohl.tv is now in use 
nationwide in the German market. 

downstream (retail) EUR 10.00/display/stream/month. 

In some federal states, the installation can be funded through 
“Digitalisation of Agriculture” initiatives. The first tierwohl.tv 
studies at the University of Kassel have shown that retailers, 
consumers and the farmers experience positive effects.  

• Livestreams from the stalls directly to the screen in the supermarket, supplemented with additional information 
on the animal products on offer and background information as graphics, Google maps displays and videos 

• The indoor and outdoor areas as well as the meadows of animals whose meat, milk and eggs are sold in the 
supermarket are shown by webcam (streamed via German servers). 

• tierwohl.tv streams on the basis of a specially developed, secure streaming and content technology with image 
analysis in real time (black screen recognition) to react immediately to image content 

• Branch-individual screen playlist: The program can consist of several livestreams from different farmers 

Tierwohl.tv has been active in Austria since the 
beginning of 2022. The installation (camera, stream, 
screen) is based on standard components that can be 
sourced locally and installed by local service providers 
(electricians). At the farmer's end, this includes the 
webcam(s) per stall and an internet connection (a 
special, negotiated radio data contract from Deutsche 
TELEKOM is available). Including installation costs, 
currently c. EUR 2,000.00/farmer. At the retailer’s end, 
investment in displays on the shelves (with internet 
connection) is necessary. Existing displays can also be 
used. An upstream (farmer) on the tierwohl.tv platform 
costs EUR 49.00 monthly on the tierwohl.tv platform, a 

 

 

 

 

 
 

Text: Online Software AG 

Web: https://tierwohl.tv/ 

Contact: Sandy Heinzmann,  

sandy.heinzmann@online-software-ag.de 

PROBLEM 
The focus is on creating complete transparency 
regarding methods of livestock farming right at the shelf, 
where the purchasing decision is made. I see what I am 
buying! Animal welfare and meat scandals as well as 
the jungle of brands and seals have shaken consumer 
trust. Regional retailers and engaged farmers find it 
hard to justify the prices for responsible products. 
Retailers, farmers and the consumer (society) benefit 
equally from tierwohl.tv. Transparency leads to an 
increase in demand for sustainable products and at the 
same time to the expansion of species-appropriate 
(animal welfare) farming conditions. The most recent 
Forsa study showed that many consumers are willing to 
pay more for regional products and good farming 
practices (organic). But if the consumer cannot trust that 
the statements on the packaging are true, this 
willingness disappears, and the frustrated customers 
buy the cheap alternatives. If their (high-price) product 
are not bought, the farmer can no longer invest in 
animal welfare and better farming methods. Operations 
that use mass livestock farming methods prevail. A 
decline in species-appropriate farming methods is to be 
expected. Food retailers try to build trust with numerous 
test seals and communicate their cooperation with 
regional farmers as best they can. But the consumer 
remains sceptical. The combination of a supplier from 
the region whose farm you can drive by  
 
 
 
 

and the direct, live insight into the stall with 
tierwohl.tv – which is not self-evident – 
convinces the consumer. The possibility of trickery is 
reduced to a minimum in the eyes of the user. 
Trust in the truth of the statements on farming 
conditions increases based on the high 
transparency. At the same time, the additional 
information develops an understanding of the higher 
prices on the part of the consumer. 

SOLUTION 
 

 
 
 
 
 
 
 
 
 
 
 
 

Image: Online Software AG 

 

 
 

  
 

 
 
 

 
 

Tierwohl.tv is not just pure livestreaming. Here, 
a scalable concept has been created in which, in addition 
to the livestream that is shown, additional information can 
be put together as an entertaining, 
informative visual programme at the point of sale. Entirely 
individually for each retailer using their corporate design 
and multiple livestreams that can be showed in a playlist. 
Tierwohl.tv brings all of the businesses needed for the 
solution together, namely technology partners, retailers 
and farmers, and creates the networks necessary for 
broad distribution. The perfect place for a screen is behind 
the meat and sausage counter. Here, customers have 
time as they wait to take in the information and enjoy the 
entertainment, which shortens the waiting time. A screen 
between the dairy products that streams from the stall of 
the dairy cows whose 

Image: Online Software AG           Image: Online Software AG 
Sources 
NA: REWE Nord - Start mit Tierwohl TV, in: Lebensmittel Praxis, online on 25/06/2020, URL: https://lebensmittelpraxis.de/handel-aktuell/27702-
rewe-nord-start-mit- tierwohl-tv-2020-06-25-13-45-07.html 

Rück, Daniela: Rewe Richrath zeigt Tierwohl im POS-TV, in Lebensmittelzeitung online of 13/09/2019, URL: 
https://www.lebensmittelzeitung.net/handel/nachrichten/ Transparenz-Rewe-Richrath-zeigt-Tierwohl-im-POS-TV-142548 

tierwohl tv: YouTube, URL: https://www.youtube.com/channel/UCp6V9c_j4kiOXN3DzqeiEpA 

 

tierwohl.tv 

The transparency created by tierwohl.tv leads to higher 
revenue for the products shown (e.g.: REWE Budnik, 2022, 
increase in revenue of over 16 % for tierwohl.tv pork 
compared to previous periods) and greater consumer trust. 
Studies are currently being conducted by FOM University of 
Applied Sciences for Economics and Management Münster 
on acceptance of moving (live) images at the POS. 
 

mailto:sandy.heinzmann@online-software-ag.de
http://www.lebensmittelzeitung.net/handel/nachrichten/
http://www.youtube.com/channel/UCp6V9c_j4kiOXN3DzqeiEpA
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from Mashgin, Inc. from s Fachl GmbH 
 

• Self-checkout for convenience stores, cafeterias 
and fitness studios 

• The customer places one or more items under the 
scanner and the goods are captures by image 
recognition 

• They can pay electronically using the card reader 
 

 

PROBLEM 
Customers at convenience stores, duty free shops and 
petrol station shops often only need one item. As the 
shops are often only equipped with one or two 
checkouts, this can lead to uncomfortable waiting 
times during peak periods. Added to this is the fact 
that convenience products can be sold in cafeterias 
and fitness studios, but staff are not always available. 
In these cases, the goods can be made available on 
an honesty basis. They must, however, be correctly 
captured and charged for. Items that do not have a 
barcode present a further problem. This often 
happens, especially in cafeterias. 

SOLUTION 
The touchless checkout system from Mashgin offer a 
solution in these cases. Similar to the AI counter from 
Caper, the customers simply place the goods under 
the scanner and individual or several items are 
identified by cameras using image recognition. They 
can then pay electronically or by card at the integrated 
terminal. The system can be connected to 

Image: Mashgin: https://www.mashgin.com/ (01/08/2022) 

 

Image: Mashgin: https://www.mashgin.com/ (01/08/2022) 
 

existing POS and payment processing systems. 

In order that the image recognition works, the system 
must be trained to recognise every single item. 20 to 
50 photos are necessary for this, which can be 
generated using the system's scanner. 
Mashgin has a database which already contains over 
10,000 items. 

The system is already implemented at about 500 
Circle K shops in the USA and Sweden and is to be 
rolled out to about 7,000 shops (Wolf 2022), 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Images: https://www.fachl.at/Service/s-Fachl-Konzept (29/07/2022) 

PROBLEM 
Start-ups in the area of food and delicatessen often 
find it difficult to present and sell their goods to a large 
public. They are usually too small for the major food 
retailers and opening their own shops is too 
expensive. That leaves online retail using platforms 
such as Amazon. Customers who window shop in the 
city centre and buy goods as a gift or on impulse are 
even more difficult to reach. 

 
 
 
 
 
 
 

SOLUTION 
The ‘s Fachl franchise concept is changing this. The 
franchise shops consist of wooden crates which start-
ups in the delicatessen, accessories and gifts product 
groups in particular can rent (see figures). Depending 
on the rental periods, the costs are between EUR 11 
and EUR 14 per week plus a sales commission of 
10%. Only companies who are not listed with the major 
food retailers can rent them. The unusual and regularly 
changing range seems to attract the customers. There 
are now ‘s Fachl shops in Germany, Austria and 
Switzerland. In addition to the franchise shops, there is 
also the so-called ‘s Fachl Corner. These are small ‘s 
Fachl sales spaces that can be integrated into 
established delicatessen, flower, accessory and other 
shops. 

Touchless Checkout ‘s Fachl 

Sources 
 

Mashgin: Touchless Checkout System: https://www.mashgin.com/ 

Mashgin: How does Mashgin touchless self-checkout change the checkout experience at Delek?, YouTube, 28/04/2021, URL: 
https://youtu.be/Gpx9LZIku3o 

Wolf, Michael: Circle K Planning To Deploy Seven Thousand AI-Powered Self-Checkout Machines, in: The Spoon, of 
02/06/2022, URL: https://thespoon.tech/circle-k- planning-to-deploy-seven-thousand-ai-powered-self-checkout-machines/ 

Sources 

 
‘s Fachl: https://www.fachl.at/Service/s-Fachl-Konzept 

Gräber, Jens: Fachverkäufer, in handelsjournal No. 10 of 15/10/2021, p. 27 

 
 

 

 

 

• Rental of small crates as sales areas for start-ups 

• Franchise concept in Austria, Germany and 
Switzerland 

• Shop-in-shop or corner offering for established 
retailers 

http://www.mashgin.com/(01/08/2022)
http://www.mashgin.com/(01/08/2022)
http://www.mashgin.com/
http://www.fachl.at/Service/s-Fachl-Konzept%20(29/07/2022)
http://www.fachl.at/Service/s-Fachl-Konzept%20(29/07/2022)
http://www.fachl.at/Service/s-Fachl-Konzept%20(29/07/2022)
http://www.mashgin.com/
https://thespoon.tech/circle-k-%20planning-to-deploy-seven-thousand-ai-powered-self-checkout-machines/
http://www.fachl.at/Service/s-Fachl-Konzept
http://www.fachl.at/Service/s-Fachl-Konzept
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from Situ Live Ltd. from Obsess, Inc. 
 

• Display areas for innovative products in 
Westfield Shopping Centre, London 

• Brands pay an annual fee (subscription) per 
product 

• Customers can try out the products and get 
advice 

• Purchase by QR code online from the 
manufacturer or any desired retailer 

 
 

PROBLEM 
Manufacturers of new, innovative products can offer 
their goods in retail shops and online. Both channels 
present different challenges for the businesses. Online, 
innovative products cannot be tried out and 
experienced. In retail shops, there is a risk of the 
products becoming lost and overlooked in the huge 
selection. 

Furthermore, retail in general is facing the problem of 
falling customer frequencies. Creating shopping 
experiences is an effective means of drawing 
consumers into shopping centres and businesses. 

SOLUTION 
Situ Live offers a concept to solve both problem areas. 
The company operates a space in London’s Westfield 
Shopping Centre. Under the motto “experiental 
shopping”, innovative products are displayed and 
presented. The customer can try out the products and 
get advice. Using a QR code on the displayed item, the 
products can also be placed in an online shopping 
basket or ordered directly from the manufacturer or any 
desired retailer. 

 
Sources 

 

Situ Live: https://www.situlive.com/venues/westfield-london 

 

 
Image: Situ Live: https://www.situlive.com/venues/westfield-london 

 
 
 
 

The focus is on the experience in the design of the 
space. The customers should be drawn in and 
impressed again and again. 

Situ Live offers the brands a stage on which their 
products are attractively presented by competent staff. 
Customers include Bosch, Lenovo, Maserati, Motorola 
and BoConcept. 

Situ does not generate revenue through sales but 
rather through the annual subscription per product. 

The concept from Situ Live is similar to Retail-as-a-
Service providers such as Showfields and b8ta from 
the USA or Vaund, Uranbird and The Latest from 
Germany. 

• Digitalisation of existing flagship stores 

• Development of artificial, three-dimensional 
virtual shops 

• Shopping experiences in virtual reality 

 

Obsess: https://www.obsessar.com/ways-brands-are-using-virtual-stores/ 
(24/07/2022) 

 
 
 

PROBLEM 
The fashion and luxury goods markets in particular as 
well as some retailers invest a lot of money in so-called 
flagship stores. The stores are mostly in expensive 1A 
locations in the world's top shopping destinations. 
Flagship stores elaborately represent the brand. They 
allow the visitors to delve into the respective brand 
world and make the brand image a tangible 
experience. However, this only applies for visitors to 
the store at its location. The public is therefore very 
limited. Obsess makes it possible to experience the 
stores online too, thereby increasing the public that can 
be reached. In addition to this, the technology offers 
immersive online experiences. 

SOLUTION 
Obsess uses 3D technology and 360° content to 
turn existing flag ship stores and artificial virtual 
worlds into tangible experiences as a three-
dimensional shop on the web. Through this 

 
Sources 

Obsess: https://www.obsessar.com/ 

 

 
Obsess: https://www.obsessar.com/ways-brands-are-using-virtual-stores/ 
(24/07/2022) 

 
 
 
 

Virtual Reality commerce platform, a new virtual sales 
channel is created. In this way, Obsess makes online 
shopping an experience. The company develops Virtual 
Reality concepts for retailers such as Tommy Hilfiger, 
Charlotte Tilbury, Fendi, Ralph Lauren and Christian 
Dior. The first step is for the retailer to present their 
ideas for the entire room and the visual merchandising. 
Obsess processes these and renders them in high-
resolution 3D. Finally, the virtual shop is integrated into 
the brand’s existing website and offers the customer an 
immersive online shopping experience. Not only can 
you visit and wander around the virtual shops. You can 
also get information about goods with the help of texts 
and video and buy them. The products are presented 
immersively, for example by presenting them in various 
surroundings. This gives the customer the opportunity 
to better imagine using them. 

Trotter, Cate: Retail Today? It’s all about the experience, in: Insider Trends, 17/02/2022, URL: https://www.insider-trends.com/retail-today-its-all-about-the-experience/ NRF: 6 Companies transforming the new era of ecommerce, 22/11/2021, URL: https://nrf.com/blog/6-companies-transforming-new-era-ecommerce 

Situ Live Virtual Flagship Stores 

http://www.situlive.com/venues/westfield-london
http://www.situlive.com/venues/westfield-london
http://www.obsessar.com/ways-brands-are-using-virtual-stores/
http://www.obsessar.com/ways-brands-are-using-virtual-stores/
http://www.obsessar.com/
http://www.obsessar.com/ways-brands-are-using-virtual-stores/
http://www.obsessar.com/ways-brands-are-using-virtual-stores/
http://www.insider-trends.com/retail-today-its-all-about-the-experience/
http://www.insider-trends.com/retail-today-its-all-about-the-experience/
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from Ameria AG 

• Interactive screens that can be controlled using 
gestures 

• Reaction to passing pedestrians 

• Integration of online information and 
applications in the shop 

• Creating shopping experiences through virtual 
customer interactions 

• Evaluation of customer interactions 
 

PROBLEM 
Even today, the link between the online and offline 
worlds is often weak in retail. In particular in high street 
retail, approaches for using and linking online tools and 
information are lacking in many places. This applies, 
for example, to customer evaluations, product 
information, online advice and shelf extensions via the 
online shop. Making these services and information 
available online requires customer interaction points in 
the form of screens that can be interacted with. This 
presents a particular challenge because this interaction 
has to be touchless for hygiene reasons. 

 

 

SOLUTION 
Ameria is taking on these challenges. In addition to a 
multitude of different interactive digital signage 
solutions, the company offers a “digital promoter”.  

This is a 2.15 m high screen that can show content 

Sources 

 
Image: Ameria 

which can be navigated by touchless gesture control. 
In order to attract attention, the system can react to 
passing pedestrians. Along with the hardware, Ameria 
also offers software solutions with which the devices 
can be linked to existing systems and databases. 

The solutions from Ameria bring online content into the 
public sphere. For example, guided selling processes, 
stock and price queries, product information and 
reviews can be made available in the shop. So 
customers have the opportunity to get information 
themselves without any contact with the sales staff. 
Ordering is also possible. The customer leafs through 
the range by swiping. A QR code is shown for each 
product. If the customer scans the code with their 
smartphone, they are taken directly to the order page 
where they can buy the product. 

The customer interactions can be evaluated 
systematically and data protection-compliant with the 
help of the solutions from Ameria. 

 

Ameria: https://www.ameria.de/ 

Ameria Virtual Promoter: https://virtualpromoter.com/de/ 

Ameria: Virtual Promoter: Plug and Play, YouTube of 25/09/2020, URL: https://youtu.be/Qf1hfkKFm3I 

Hamberger, Antonia: “die Menschen sind von passiven Screens genervt”, in: invidis of 16/05/2022, URL: https://invidis.de/2022/05/ise-2022-die-menschen-sind-von- passiven-
screens-genervt/ 

Konrad, Jörg: Aldi Nord testet Verkaufsterminals, in: Lebensmittelzeitung, online of 22/11/2022, URL: https://www.lebensmittelzeitung.net/handel/nachrichten/ marketing-
aldi-nord-testet-verkaufsterminals-162592 

Virtual Promoter 

http://www.ameria.de/
http://www.lebensmittelzeitung.net/handel/nachrichten/
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Sources

Pinhammer, Joachim: Christ takes customers out of anonymity with Warrify, in: The Retail Optiizer, 22.6.2022, URL: https://retail-optimiser.de/en/christ-takes-customers-
out-of-anonymity-with-warrify/

Bild: warrify

• Transforming paper receipts into a digital touchpoint directly onto the customers smartphone.

• Individual & adjustable modules enable a personalized post purchase customer experience.

• Communicate personalized coupons, generate leads for an existing loyalty program, offer suitable products
based on what the customer just bought, leading customers directly into the webshop, communicate
personalized service offerings suitable to the product, that was just bought.

warrify Smart Digital Receipts

from Warrify Smart Product Assistance GmbH

PROBLEM
Every year more than 300 billion paper receipts are
being produced globally - This results in an
unnecessary waste of millions of trees as well as
billion liters of water and oil. The worst part is that
the majority of paper receipts are not even
recyclable. We have come to understand that paper
receipts are a lost opportunity to - create an
additional touchpoint onto the customer's
smartphone - contribute to a more sustainable
tomorrow by not having to print receipts anymore -
deliver an outstanding and personalized post
purchase experience to customers, allowing them to
have all receipt digitally at one place and thus
simplify the process of returning/changing a product
Previous attempts of solving this problem have only
partly succeeded since they have only transformed
the paper receipt into a pdf and in most cases it was
still necessary to print the receipt in addition since
the pdf didn't contain all the relevant legal
information. warrify is not only here to digitalize the
receipt, but most importantly to give the receipt a
completely new purpose by transforming it into a
digital marketing channel for retailers.

SOLUTION
We have won this years RETA Award as Top Supplier
in the category "Best Customer Experience" together
with porta Möbel. https://www.reta-europe.com/
winners/ - The retail optimiser has just published an
article about our collaboration with CHRIST
Juweliere (Germany's largest jewellery & accessories
retailer) describing how they have implemented our
solution and what values it provides to them. https:/
/retail-optimiser.de/en/christ-takes-customers-out-
of-anonymity-with-warrify/-

Text: warrify

Web: https://www.warrify.com/en

Kontakt: Simon Hasenauer (Co-Founder & CSO),
s.hasenauer@warrify.com



Oliver Janz 
 

Retail Innovation Report 2022 

STORE OPERATIONS 

Schriftenreihe Handelsmanagement der DHBW Heilbronn 
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from Algoretail Ltd. 
 

AI-supported, comprehensive goods management in 

food retail 

Automatic merchandise planning 

Stock management  

Picking and restocking  

Shelf management  

Staff deployment planning 

 

 
Image: Algoretail: https://www.algoretail.co.il/ (24/07/2022) 

 
 

PROBLEM 
Because of the many products, relatively small 
margins, high stock turnover and the perishable 
nature of the goods, food retailers are reliant on 
efficient logistics. This begins with merchandise 
planning and ordering the goods and ended with sales 
at the checkout. Forecasting errors, poor merchandise 
planning and stock control, uncoordinated processes 
between merchandise planning, storage and sales 
and poor merchandise layout lead to incorrect 
quantities and write-offs and adversely affect sales. 
Algoretail is trying to solve this problem through 
holistic merchandise management from merchandise 
planning to selling the goods. 

SOLUTION 
Algoretail is trying to solve this problem through 
holistic merchandise management from merchandise 
planning to selling the goods. The process begins with 
the automated ordering (Autodispo) of goods from the 
suppliers. The stock on the sales floor and in the 
branch storeroom as well as sales data and shop-
specific sales figures are taken into consideration. 
Algoretail also offers functionalities 

for receiving goods and for stock management of the 
branch storeroom. In the process, both quantities and 
expiration dates are taken into consideration. 
Depending on sales from the sales shelves, picking 
lists are generated for the branch storeroom. The lists 
are sorted according to the order of goods and the 
shelves on the sales floor. This makes it easier to 
stack the goods on the sales shelves. Staff 
deployment of the pickers and stackers is also 
planned by Algoretail according to expected sales, 
deliveries and existing stock. The most innovative 
thing about this approach is the holistic approach and 
the integration of automatic merchandise planning, 
stock management in the branch storeroom and on 
the sales shelf, picking and stacking and staff 
deployment planning. As a result, this leads to smaller 
shortfalls and write-offs, to the merchandise looking 
orderly on the sales floor and to efficient staff 
deployment. 

 
 

Sources 

Algoretail: https://www.algoretail.co.il/index.html 

Algoretail: Algoretail Introduces: Optimize Retail, Increase Growth, Shelf and inventory management, on YouTube: https://youtu.be/CJJc23PXMkk 

Algoretail 

http://www.algoretail.co.il/%20(24/07/2022)
http://www.algoretail.co.il/%20(24/07/2022)
http://www.algoretail.co.il/%20(24/07/2022)
http://www.algoretail.co.il/index.html
http://www.algoretail.co.il/index.html
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from Instore Solutions GmbH 

• Digital shelf label (ESL) 

• The ESL is powered by solar energy from the shop’s LED lighting 

• Solar panel powers up to 100 ESL 

• Batteries do not have to be used, which leads to positive environmental effects and saves on costs 

to this are slightly higher costs for the scanner tracks 
with two integrated wires to the attached ESLs. This 
makes the implementation no more laborious than 
conventional ESLs; the initial costs are even lower, 
and the subsequent costs are drastically lower 
because there are no batteries that have to be 
replaced or disposed of. Retail companies can easily 
migrate to the GreenTag ESL technology if they are 
already using traditional ESLs. A mix of traditional and 
sustainable ESLs is also possible if a company does 
not want to write-off an ESL rollout that has already 
been concluded for investment protection reasons. 

PROBLEM 
Annual lithium production has more than doubled in 
the last five years. This increase has serious 
consequences for the environment. In Chile, Congo 
and Tibet, irreversible environmental damage and 
massive water pollution have forced hundreds of 
thousands of inhabitants of the affected areas to leave 
their ancestral lands. At the same time, the disposal of 
such a large number of batteries in recent years has 
become a major ecological challenge. A study by 
researchers at the Australian National University found 
that the disposal of batteries has extremely damaging 
effects on marine ecology. One AAA battery can 
pollute up to 400 litres of water and 20 square metres 
of land. And the negative effects of the disposal of 
batteries often goes beyond environmental damage. 
For digital price labelling, battery-operated ESLs have 
also been the measure of all things to date. ESLs have 
been a perennial issue since the advantages of 
dynamic pricing were recognised. It is forecast that by 
2025 over two billion ESLs will be in use worldwide. 
Depending on the size of these digital price labels, this 
means between three and four billion batteries that 
have to be replaced every couple of years. In addition 
to this, the ESLs that report that their battery is low 
have to be found in the shop and have to first be 
removed from the holder to open the back by removing 
the battery cover and replace the battery/batteries. The  

old batteries have to be recycled. Not to mention the 
enormous effort involved in successive battery 
changes. An employee has to spend c. 10-15 minutes 
per day on this. Per year, costs in the amount of at least 
EUR 10k are incurred (at a minimum wage of EUR 12, 
not including incidental wage costs). On top of this, use 
of ESLs has doubled in ten years – without taking the 
costs for batteries, disposal and environmental damage 
into consideration. 

SOLUTION 
Previously, attempts were made to solve the problem of 
battery changing by integrating a photovoltaic module 
into each individual ESL. However, this made the ESLs 
more expensive and was not a step forward in terms of 
sustainability because disposable batteries were simply 
replaced with rechargeable batteries. On the other 
hand, the idea of installing centrally located PV 
modules to power dozens of ESLs on a kind of busbar 
addresses both aspects: No more effort has to be 
wasted on changing batteries and they are extremely 
sustainable to use. This innovation was developed at 
the end of 2021 and installed at the first retail business 
as proof of concept shop in Switzerland in the first 
quarter of 2022. The production costs for the ESLs 
were reduced by 15% because batteries are not used 
and because of other material cost reductions. 

On the other hand, minor costs are incurred for the 
solar modules, which cost about as much as an ESL 
but have to be used at a ratio of 1:20 to 1:100. Added  

 Text: Instore Solutions 

Web: www.instore-solutions.com 

Contact: Matthias Ernst, Co-Founder & COO, 
matthias.ernst@instore-solutions.com 

 
 
 

 

Image: Instore Solutions 
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Image: Instore Solutions 

 
 
 

 

Image: Instore Solutions 

Batteryless Electronic Shelf Label 

http://www.instore-solutions.com/
mailto:matthias.ernst@instore-solutions.com
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from Nexobility GmbH 

 
 
 
 
 
 
 

 
PROBLEM 
Why is the problem important? Parking spaces are an 
important but heavily contested asset for retail, 
especially in very busy locations. Third party/long-term 
parkers are part and parcel of this, and retailers also 
have to tackle this topic. Previous solutions have come 
at the expense of customer acceptance. Parking discs 
and ground sensors in particular offer no alternative 
usage of the attractive parking spaces. Barrier systems 
only allow for limited expansion because of the cost 
structure. 

For whom exactly is the problem important? All retailers 
with their own parking spaces that are ideally 
accessible via one or several entrances. Specialist 
markets, shopping centres, individual shops, fitness 
studios, local authorities, leisure facilities and hospitals, 
etc. 

Why is the solution current? Based on the political 
situation (on-street parking is to be reduced) and dense 
development, concepts for using existing spaces to the 
maximum for all parties have to be considered in the 
interest of the retailers, residents, the surrounding 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image: Nexobility GmbH 

 

 

area, the local authority and the district. 

How has the problem been solved to date and why is 
innovation required? Previous solutions only attempted 
to solve the problem of long-term parking through 
sanctioning. 

• Parking discs: 90% of the customers receive a 
penalty because they forgot the parking disc, not 
because of long-term parking. Conclusion: Thousands 
of bad Google reviews and angry customers 

• Barriers scare customers away as physical 
barriers; in addition, they are very costly and 
susceptible to wear and tear, especially if parking is 
free for the first hour. Conclusion: In many cases, over 
95% of customers leave again within the first free hour. 
Usually an unprofitable investment 

• Ground sensors: high investment costs 
and staff requirement. Conclusion: better parking 
disc without double use at high costs. 

The BetterPark system combines simplicity and 
usage maximisation with a low cost structure and a 
high degree of digitisation. 

SOLUTION 
BetterPark captures the registration number of 
vehicles driving in and out so it can detect long-term 
parking. If drivers park for longer than is permitted, the 
owner of the vehicle is charged parking fees. In 
addition, BetterPark allows parking spaces to be 
rented at certain times, e.g. after the shop has closed 
or when it is less busy. 

Use cases: 

• Retailer that allows residents to park after 20:00 for 
a small fee. 

• Tourists that use the car park of a specialist 
market on Sundays for sightseeing. 

• Travellers that use excess capacity in a multi-
story carpark to park their car for several days. 

• A swimming pool that is used to park camper vans 
in winter. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Image: Nexobility GmbH 

Use cases such as these have already been realised at 
hundreds of locations in Germany. And gradually 
abroad, too. Customers include EDEKA, REWE, ALDI 
SÜD, KAUFLAND, TEGUT and BIO COMPANY. 

In most cases, the minimally invasive, cost-efficient 
equipment can be installed in one or two days and is 
usually free for framework agreement partners. 

BetterPark results in time savings for the retailer 
(concentrating on what is important, not the carpark). 
Moreover, growth in revenue of 3-5 % has been 
observed for existing customers. The system also 
allows dwell time and usage of the parking spaces to 
be analysed. 

Text: Nexobility 

Web: https://www.betterpark.de/ 

Contact: Sebastian Löffler, 
sebastian@nexobility.com 

 

Sources 
 

Braintinger, Philipp: Kamera ahndet Parkverstöße, in: Stuttgarter Nachrichten, StN.de, of 13/07/2021, URL: https://www.stuttgarter-nachrichten.de/inhalt.fez-in- leinfelden-
kamera-ahndet-parkverstoesse.4253fee7-2f25-4421-887b-7ddb6ecaf1c0.html?reduced=true 

Kratt, Mareike: So reagieren Kunden auf das Scannen der Nummernschilder, in: Schwarzwälder Bote online, of 12/05/2022, URL: https://www.schwarzwaelder-bote.de/ inhalt.aldi-
parkplatz-schwenningen-so-reagieren-kunden-auf-das-scannen-der-nummernschilder.1e6b3f0b-343d-4dcf-9810-0cd4d639a31c.html 

BetterPark 

 
• BetterPark technology based on registration 

number identification as a multi-park solution 

• Barriers, controllers, sensors and parking discs 
are not necessary 

• Usage maximisation of parking facilities 
(prevention of third party parking for all 
branches, usage analyses for marketing, 
rental of parking spaces during off-peak times 
(residents, tourists) 

• Parking spaces become managed mobility hubs 

http://www.betterpark.de/
mailto:sebastian@nexobility.com
http://www.stuttgarter-nachrichten.de/inhalt.fez-in-
http://www.schwarzwaelder-bote.de/
http://www.schwarzwaelder-bote.de/
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from SES-imagotag SA 

products might lead to gaps on shelves, allowing the 
staff to take preventative action. This also helps with 
stock reduction and reduces food waste. 

interaction between the electronic price label and 
camera, the data can be precisely attributed to a 
corresponding product. A multitude of benefits can be 
derived from this, for example such as which products 
sell particularly well (and at what times)? – Planogram   

• Capture of data from the sales shelf using wireless 
IoT cameras and sensors 

• Identification of availabilities and 
stockouts 

• Reduction of stockouts and food waste 

• Optimisation of personnel deployment 
 
 
 
 
 
 
 
 

 

Image: Captana 

 

 
Image: Captana 

 
 

Image: Captana 

SOLUTION 
A wireless mini camera regularly takes pictures (in 
consideration of data protection) of sales shelves. 
Monoprix (leading French retail chain) is currently 
rolling it out and the markets are not only using it on the 
normal sales shelves but also in the chilled shelves. It 
is extremely easy to implement. You simply click the 
camera onto the shelving bar and connect it to the 
WLAN. The camera then takes pictures by itself, which 
are sent to the Cloud. The data generated are 
converted into structured data using our AI and are 
available to the retailer in real time. Through 

 

           – Realogram comparison – Workforce optimisation  
– Ensuring optimal availability of goods  
– Prevention of food waste – Minimisation of 
environmental footprint – Increasing customer 
satisfaction/customer loyalty – Cost reduction – 
Increase in revenue – Data as the basis for marketing 
campaigns (4 Ps). The average ROI is less than 12 
months. 

Website: captana.ai 

Contact: info@captana.ai 

 

 

PROBLEM 
Empty shelves and complying with merchandising 
guidelines are the biggest challenges for retailers and 
brand manufacturers. These stockouts cause shoppers 
to leave the supermarket without buying anything, or 
they buy a substitute product that may be cheaper than 
the original one. Retailers can lose up 4 % of their 
revenue through this. Customer satisfaction also falls in 
the event of stockouts. With Captana, the stock on the 
shelves can be checked in real time and reacted to in a 
timely manner. 

 Retailers without Captana have to manually check the 
stock on the floor, which is very time and cost-intensive 
and differs significantly depending on the staff 
assigned. With it, the retailer no longer has to worry 
about this and can look at all of the relevant data on 
their shelves and products in real time on the Captana 
dashboard. Through the intelligent algorithms, the staff 
on the floor are shown suggestions and recommended 
actions (e.g. product restocking, malpositioning or 
product reordering). Using the data captured by 
Captana, predictions can also be made about which 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sources 
 

Captana: captana.ai 

sesimagotag: Monoprix baut die Digitalisierung seiner Filialen mit der Captana Sensor Cloud Lösung von SES-imagotag massiv aus, of 30/11/2021, URL: https://www.ses- 
imagotag.com/de/monoprix-baut-die-digitalisierung-seiner-filialen-mit-der-captana-sensor-cloud-loesung-von-ses-imagotag-massiv-aus/ 

Sesimagotag: Badische Projektpartnerschaft für den Einzelhandel – Schwarzwaldmilch, SAP und Captana machen die Lieferkette vom Kuhstall bis zum Supermarktregal 
digital sichtbar, of 24/05/2022, URL: https://www.ses-imagotag.com/de/projektpartnerschaft-schwarzwaldmilch/ 

Captana Shelf Scanning 

mailto:info@captana.ai
http://www.ses-imagotag.com/de/projektpartnerschaft-schwarzwaldmilch/
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from Circly GmbH 

• Support for planning and material planning 
using Artificial Intelligence (AI) 

• Web platform on which AI can be used on 
one’s own data sets without any 
programming knowledge 

• Easy and cost-effective access to AI methods 

• Federated Machine Learning ensures anonymous 
swarm knowledge (technology innovation) 

• Reduction of shortages, overstock, write-offs and 
food waste 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image: Circly 

 
 
 
 
 
 
 
 

 

 

Image: Circly 

PROBLEM 
Unfortunately, AI is currently primarily available to 
large companies with sufficient resources (financial 
and personnel) to implement capital-intensive 
consultation projects and AI development. At best, can 
then only access DevOps systems that can be 
operated by trained staff. This makes use across the 
board throughout the entire market difficult and 
impracticable. In particular, retailers often have to rely 
on simpler, less precise methods or the gut feelings of 
their employees for forecasts. Imprecise forecasts lead 
to overstock and write-offs in retail. These could be 
reduced with better algorithms and Artificial 
Intelligence. 

SOLUTION 
The No-Code solution from Circly gives companies of 
any size the opportunity to use suitable algorithms and 
AI in data evaluation and forecasts. Circly is a web-
based solution whereby data can be connected via 
interface from any system or uploaded via CSV or 
Excel upload. The programming of the interfaces only 
requires a few hours each. Moreover, it is possible to 
combine one’s own data with external data. Weather 
data, data from social media or holidays may be 
relevant here. 

Once the data is connected, it must be prepared for 
evaluation. Circly simplifies this using AI-supported 
data cleansing. After that, industry-specific models are 
available that can be applied without any programming 
knowledge. 

The Federated Machine Learning Engine from Circly 
optimises the individual models in the background and 
adapts them to the use cases. This means that, the 
more data and the more companies use the engine, 
the better the predictions will be for everyone (swarm 
intelligence). No data, only model parameters are 
exchanged between companies in the process. The  

innovation from Circly primarily consists of making AI 
technologies available in an easy manner. 

One example of use in food retail is Nah&Frisch in 
Austria. Individual sellers operate branches 
independently and order from central wholesalers. 
Previously, these sellers either did not plan their 
sales and ordering quantities or planned them in 
Excel tables. Circly’s AI takes over this time-
consuming task fully automatically and in doing so 
users do not have to perform any laborious 
evaluations or understand the AI. Together with the 
wholesaler, the results have been brought to the 
industry-standard device for mobile data collection 
(MDC). 

Using a simple scan, AI-based information such as 
KPIs and precise quantity recommendations for the 
next weeks are shown for the respective product. If 
sellers want to call up detailed information, this can be 
done on a simple user interface on the web that IT 
laypeople can understand. 

The AI-supported forecast models help retailers to 
optimise planning and material planning, thus 
preventing incorrect amounts and reduce empty 
shelves as well as write-offs and food waste. In 
addition to the financial benefits, retailers also save 
valuable time on tasks that no longer have to be 
done manually. 

This leads to cost savings and increases customer 
satisfaction. The AI engine is successfully being used 
by the following companies, among others: 
Nah&Frisch, Stiegl, Post.at, Kastner. 

Text: Circly 

Web:   https://www.circly.at/ 

Contact: Eric Weisz, eric@circly.at 

 

Sources 
 

Circly: Circly im Einsatz, YouTube of 19/04/2022, URL: https://youtu.be/Exq8EKT0AMQ 

Dax, Patrik: Green Tech: Wie künstliche Intelligenz beim Klimaschutz hilft, in Futurezone of 29/10/2021, URL: https://futurezone.at/start-ups/green-tech-start-ups- 
oesterreich-kuenstliche-intelligenz-maschinelles-lernen/401778204 

Rutkowski, Matthias: KI-Baukasten für den Handel - einfach optimiert Waren bestellen, in: Handelsblatt Podcast of 08/12/2021, URL: https://www.handelsblatt.com/adv/ 
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from FashionAPPucation GbR 

very special. Videos contain information that has to be 
processed multisonsorially and at the same time offer 
entertaining stories. Which leads to an extraordinary 
learning effect. Because the brain processes images 
much more quickly than texts. The information is also  

In the first three weeks of the month respectively, there 
is a new learning snack on the monthly theme 
prescribed by the Chamber of Industry and Commerce. 
To go into greater detail about the learning snack, the 
last week of each month ends with a live webinar. All of 
the content is available on-demand and can therefore 
be individually gone through at any time.  

• E-learning platforms for apprentices in fashion 
retail 

• Interactive learning 

• Education and subject-relevant practical content for 
the textile industry 

 
 
 
 
 
 
 

 

Image: FashionAPPucation 
 
 
 
 

PROBLEM 
The shortage of skilled workers in retail is everywhere 
and even more acute than ever after Covid-19. 
Promoting the next generation and ensuring that 
apprentices remain loyal to the company are time-
consuming and resource-intensive undertakings for 
high street textile companies. This topic gets pushed 
into the background, especially in times of 
digitalisation, frequency loses and city centres dying 
out. Imparting practical content – prescribed by the 
Chamber of industry and Commerce – at the 

 

 
 

 

Image: FashionAPPucation 
 
 
 
 
 

training workplace often falls by the wayside. The 
theoretical and industry-specific content taught at 
vocational schools is usually not enough to prepare 
apprentices for working in fashion retail with all of its 
particularities. The learning behaviour of Gen Z 
apprentices is hybrid, digital, mobile and interactive. 
This is also shown by usage behaviour on the net. 
YouTube is in first place by a significant margin. 
WhatsApp follows in second place with Instagram in 
third. And the moral of the story is: Without video, the 
future is impossible. Because the effect of videos is 

absorbed much more quickly, too. Through the 
movement in the video, our attention span is also 
increased in parallel. Ultimately, we simply understand 
information and the connections therein better through 
the combination of picture and sound. For younger 
people in particular, learning from a mix of image and 
sound is most successful because this target group 
has grown up with digital and mobile devices. Only a 
few companies can live up to this. The previous 
approach of responsible staff and superiors imparting 
knowledge on the floor is not just outdated but also a 
disruptive factor during everyday business. 

SOLUTION 
Considering the initial situation whereby, in formal 
learning, the forgetting curve according to 
Ebbingshaus already occurs after a short time, we 
have created a contemporary innovation for groups of 
people who have not had access to permanent 
coaching, which up until now has been very cost 
intensive. With FashionAPPucation, experienced 
teachers and specialists from different areas impart 
theoretical and above all practical knowledge to the 
industry’s next generation. The main advantage of self-
directed learning is the flexibility it offers the learner in 
terms of time and location. With the option of mobile 
use, you can learn anytime, anywhere, whether at 
home on the sofa or on the way to work, on the bus or 
train, or during lunch. A computer, tablet or 
smartphone is all you need to take part in a training 
course. In addition to this, everyone sets their own 
tempo and lessons. So everyone can divide their tasks 
into smaller or larger learning units. Our learning 
concept included a learning journey on which 
apprentices face easily consumable learning units 
along learning paths.  

Using a weekly task, every apprentice can perform a 
self-check of their knowledge. In this way, we not only 
make learning fun with entertaining, exciting videos but 
also through engagement with interactive parts within 
the snack. These can be flip cards, click images or 
sorting tasks. Using the continuous assessments, 
everyone gets immediate feedback and knows where 
they stand and what they have to work on. The 
combination of different media as well as exercises, 
repetition and feedback anchor the learning content 
sustainably. This is also optimal for developing and 
internalising knowledge in the long term. And for 
preparing for examinations. But FashionAPPucation 
also generates added value for the companies. They 
can make significant savings on resources and time for 
training. Improving their image as a training workplace 
by using the most modern technology is another gain. 
Gaps in company-internal know-how, particularly in 
regard to specialist topics such as online and 
multichannel, sustainability, social media and future 
themes can easily be closed by FashionAPPucation. 
Through targeted tasks on know-how transfer, the 
company also benefits in practice. 

Text: FashionAPPucation 

Web: www.fashionappucation.net 

Contact: Carolin Timm, 
hey@fashionappucation.net 

 
 
 
 

Sources: NA: Digital, mobil und schlauer - Azubis gewinnen, binden und zu den Fachkräften der Zukunft entwickeln, in: Marketing Berater, No. 4/2021, p. 14 
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FashionAPPucation 

FashionAPPucation 

http://www.fashionappucation.net/
mailto:hey@fashionappucation.net
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from Flip GmbH 

• Employee app for internal communication 

• Focus on operative employees without desk workspaces 

• White label solution that is designed according to customer wishes 

• Reference projects: REWE, EDEKA, toom, Rossmann 
 
 

PROBLEM 
In retail, employees often do not feel well informed at 
the checkout or on the sales floor. Important 
information is passed on to staff on the ground too late. 
Staggered internal communication leads to an 
imbalance within the workforce. Employees who are 
informed later or not at all can soon feel neglected and 
demotivated. Particularly during the shortage of skilled 
workers and the war for talents, it is important to retain 
employees and appear attractive to applicants. On the 
other hand, the interrupted flow of information also 
leads to important information or suggestions for 
innovation from the workforce not being able to reach 
management. If there are opportunities, these are 
usually enormously time-intensive and are therefore 
often not implemented. Up until now, non-data 
protection compliant, private messengers have been 
used to inform the operative employees, or outdated 
media such as the blackboard. The employee app from 
Flip allows you to reach all employees and also creates 
space for communication between them, both top-down 
and bottom-up. The BYOD solution (Bring-Your-Own-
Device) therefore fills the information gap and also 
adapts seamlessly to the internal structures. 

SOLUTION 
The Flip app makes it possible to inform all employees 
simultaneously and equally regardless of shift or type of 
work and across multiple markets and branches. With 
Flip, you can reach all of your colleagues within the 
entire workforce efficiently with just two clicks. The app 
demonstrably increases employee loyalty, reduces 
fluctuation and leads to better integration of all full and 
part-time staff. Flip also enables automatic 
implementation of the contributions, so language 
barriers are a thing of the past. Employees have the 
option of openly communication in contributions or 
group chats or privately in one-to-one chats. Over 200 
customers benefit from the Bring-Your-Own-Device 
solution, including REWE, EDEKA, toom and 
Rossmann. Our customer EUROPART has integrated 
innovation and ideas management into the app. From 
this, 150 suggestions from the workforce have already 
been successfully implemented. Flip does not involve 
any additional work for the IT department and is fast 
and secure to install thanks to the uncomplicated setup 
and GDPR-compliant hosting in Germany. Users do not 
need an e-mail address to register. Flip serves to 
increase productivity and saves time when searching 
for information. Furthermore, employee loyalty is 
strengthened, and the fluctuation rate and associated 
costs are thereby reduced. 

Text: Flip GmbH 
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Web: https://www.flipapp.de/ 

Contact: Sophia Bittinger, 
sophia.bittinger@flipapp.de 

Biester, Silke: Direkter Draht, in: Lebensmittelzeitung online of 17/07/2020, URL: https://www.lebensmittelzeitung.net/handel/karriere/Interne-Kommunikation-Direkter- Draht-
147236 

Buchenau, Martin W.: Flip: Die Arbeiter-App sammelt 30 Millionen Dollar ein, in: Handelsblatt online of 03/02/2022, URL: https://www.handelsblatt.com/unternehmen/ 
dienstleister/digitalwirtschaft-flip-die-arbeiter-app-sammelt-30-millionen-dollar-ein/28034312.html 

Theile, Gustav: Die alte Garde investiert in eine junge App, in: FAZ online of 02/02/2022, URL: https://www.faz.net/aktuell/wirtschaft/warum-die-alte-managerelite-in- eine-
stuttgarter-app-investiert-17773941.html 

Flip App 

http://www.flipapp.de/
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Source

TSYS: The Card & Payments Awards 2022 - The 2022 Winners, p. 19, URL: https://evessio.s3.amazonaws.com/customer/0f2483a1-c28e-413f-941a-c62dc776b50e/event/
18f45381-b4a7-4d64-8c5c-9969ed484d4c/media/My_Media/News_Page/TCPA22_Winners_Digi.pdf

detection creating an efficient system for detecting
and preventing fraud. Like Worldpay`s Risk
Management Module (RMM), a rule-based
monitoring solution designed to limit the impact of
card fraud to businesses, FraudSight is built on
static one-time setup and manual adjustments. The
RMM has 50 rules with thresholds that can be
amended to reflect merchant`s business model and
risk appetite. The rules within RMM focus on
payment behaviors which are statistically more
likely to be fraudulent activity.

Each payment that is processed through a
merchant`s system will be subject to the RMM
ruleset. In contrast to RMM, FraudSight takes fraud
protection to the next level by using AI technology.
Worldpay`s multi-layered approach combines
unparalleled global data insights, industry leading
technology, and payment fraud prevention expertise
to most accurately predict if a transaction is
fraudulent. With FraudSight merchants can benefit
from enhanced and proactive fraud detection. It
helps them to massively reduce costs associated
with fraudulent transactions, reinforce customer
loyalty, expand into new markets safely and
confidently, thus, increase revenues by driving
higher approval rates and minimizing false positives.

FraudSight is a standalone solution available to non-
Worldpay customers allowing customers to
incorporate their business policies.

The innovative solution has already been
implemented and successfully applied across
different sectors where more than hundreds of WP
merchants benefit from it today. The
implementation costs depend on the merchant
profile and the complexity of the project. Integration
is minimal if merchants have an implementation to
an existing Worldpay platform (such as VAP, CORE,
Express, WPG). In that case, they won’t need to
send additional data nor receive any FraudSight
data in the authorization response. FraudSight - a
unified card fraud prevention solution that protects
commerce experiences, wherever they happen.

Text: Worldpay from FIS

Web: https://www.fisglobal.com/en/products/
fraudsight

Contact: Fredrik Neumann,
fredrik.neumann@fisglobal.com

Image: FIS Global: https://www.fisglobal.com/-/media/fisglobal/WorldPay/Docs/Solutions/fraudsight-protect-datasheet.pdf

• FraudSight is a fraud solution that combines data insights, machine learning technology and payment fraud
prevention expertise to accurately predict if a transaction is fraudulent.

• Data: Visibility into card-present and card-not-present data across 40B transactions annually, plus millions of
confirmed fraud transactions.

• Technology: Leveraging the world-class, proprietary machine learning technology dynamically looking for
patterns and connections to identify potential fraud.

• Experience: Years of experience in fighting fraud in the merchant and financial issuing space.

FraudSight

from Worldpay from FIS

PROBLEM
Fraud is complex – Fraud trends are constantly
changing, and fraudsters are more sophisticated
than ever whether it is bot attacks, phishing, card
testing or identity theft

Limited expertise – Merchants didn’t go into
business to become experts on fraud so it can be a
long approach for them to tackle their problems
internally or understand the best approach

Customers lack resources – It takes dedicated
resources to oversee and maintain a strong defense
against fraud

Access to tools and data – It takes the right tools
and data to effectively manage fraud

E-commerce continues to boom as the whole
merchant ecosystem shifts to digital interactions
and business models. With the rise of digital sales,
the number of fraud attacks increase continuously,
creating massive problems to customers and
staggering loses to merchants. Until now, fraud
control in merchant environments relied on the set
up of static rules which were enriched or reinforced
reactively as new fraud patters emerged. This set up
is not flexible enough, as it requires significant
manual intervention by experts, which is time
consuming and prone to errors. That’s why
Worldpay from FIS developed FraudSight.

FraudSight helps stopping in-store and online fraud
while increasing approval rates and minimizing false
positives. The solution is applicable to card
payments and helps merchants to tackle new fraud
types irrespectively of geography or payment
method, allowing them to confidently expand into
new markets.

SOLUTION
FraudSight is an innovative solution tackling fraud
by:

- Incorporating supervised and unsupervised
AI algorithms for a cohesive fraud detection strategy

- Utilizing and exploiting large data set (> 40
billion trx/yr) to feed its models

- Applying behavioural analytics enabling a
proactive approach to fraud management

- Enabling the setup of customized rules on
top of the models targeting specific verticals or
types of fraud

FraudSight is built upon industry leading machine
learning technology that dynamically monitors
transactions in real-time during the authorization
process. It relies on the most sophisticated Artificial
Intelligence (AI) algorithms and streamlines fraud
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from Delicious Data GmbH 

respective products, which also offers a competitive 
advantage. Other areas of application in addition to the 
entire food range include in particular the fresh food 
area (dairy products, fruit & veg, service counters), 
where most write-offs occur. Because the daily planner  

better planning accuracy regarding cost of sales, cost 
saving of c. 4% are also achieved for users compared 
to the cost of sales without AI-based planning. 

Website: delicious-data.com 

• Capture of data from the sales shelf using wireless IoT cameras and sensors 

• Identification of availabilities and stockouts 

• Reduction of stockouts and food waste 

• Optimisation of personnel deployment 

is a smart web app, it can be operated using any 
Internet-enabled device (both iOS and Android). 
Intuitive use makes it as easy as can be to get used 
to. By using the tool from Delicious Data, the reduction 
in preventable food waste is c. 30 % per business. 
With all of its customers, Delicious Data was able to 
rescue about 327,000 kg of food up to 2021, which 
corresponded to a CO2 saving of 820 tonnes. 

Contact: 
Roland Prestl 
roland@delicious-data.com 

PROBLEM 
Delicious Data offers a tool for tackling food waste, with 
which food overproduction and waste can be prevented 
easily and efficiently. In Germany, 1.7 million tonnes of 
food waste are generated annually in outside catering. 
Enormous potential to make a resource-saving 
contribution in the area of commercial kitchens, 
bakeries, food retail, motorway services and other 
system catering. Globally, the problem is much bigger: 
About one third of all food is lost along the value chain. 
That is not just a waste of valuable resources but also 
highly damaging to the environment. Because the lost 
food alone is responsible for 8 % of CO2 emissions 
worldwide. So every kilogram of food waste causes 2.5 
kg of CO2 equivalents. This is where Delicious Data 
comes in. Before, ordering quantities in everyday 
processes were often determined based on a gut 
feeling or previous figures. Since 2017, Delicious Data 
has delivered a smart software solution and is thus a 
pioneer in the area of intelligent planning optimisation in 
the food sector. 

Delicious Data has developed a comprehensive AI-
based operating system that used the achievements of 
digitalisation to precisely forecast food usage and 
optimise ordering quantities. At the same time, the tool 
makes the processes more efficient and transparent. 
By using AI-based software, the users make a valuable 
contribution to sustainable and responsible handling of 
resources. The Artificial Intelligence reduces food 
overproduction by generating precise sales forecasts. 
Based on this, the ordering and production quantities 
are optimised. So more accurate quantities are used  

along the entire value chain, causing less food 
and resources to be wasted and thus reducing the 
CO2 emissions, too. 

SOLUTION 
The intelligent daily planner from Delicious Data is 
based on the principle of dynamic sales forecasts over 
the course of the day. By linking to checkout systems, 
the daily planner receives sales data for the past and 
for the current day. The AI adds future factors such as 
weather and public holidays and celebrations so the 
current stock of an item and the production requirement 
can be calculated over the course of the day. 
Automatically scheduled production tasks are shown on 
an interactive checklist, so the right product is always 
available in the right amount in the display without 
being overproduced or sold out. The daily planner 
therefore answers the following question for each 
individual branch: “How much has to be produced?” 
Printed-out, standardised plans and vague gut feelings 
are a thing of the past. The use of Artificial Intelligence 
for intraday production management is an absolute 
novelty and the feature that sets the intelligent daily 
planner from Delicious Data apart. In the backshop, for 
example, all those responsible for the department are 
constantly informed of upcoming production tasks. 
Selling out is therefore drastically reduced and optimal 
presence of goods is ensured, especially during peak 
times. With the intuitively operated user panel, there is 
no need for laborious training and introductions that 
waste valuable time. Employees can focus fully on 
customer service. The option of individual calibration 
can also be used to determine the freshness of the  

Using the software also offers a clear economic advantage. 
Because of the up to 40 % 

 
 
 
 
 
 
 
 
 
 
 
 
 

Image: Delicious Data 

 
 
 

 

 
Image: Delicious Data 

 
Sources 
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Göttler, Bettina: Delicious Data nimmt den Druck aus dem Alltag, in Sprit+, Systeme 2021, p. 14 et seq. 
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Ludewig, Diana-Fabienne: Mit Künstlicher Intelligenz der Lebensmittelüberproduktion begegnen, in: Climate Tech, No. 1, 2022, p. 16 et seq. 

Next by Ergo: Weniger Essen wegwerfen - mit Hilfe von KI, no date, URL: https://next.ergo.com/de/KI-Robotics/2021/Delicious-Data-ERGO-KI-Food-Waste- 
Lebensmittelverschwendung-Klimaschutz.html 
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lebensmittelverschwendung-1.5179592 
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from MetraLabs GmbH 

allow the visual merchandise to check the 
implementation of placement requirements quickly and 
without any travel costs. Beyond retail, there are also 
numerous other possible applications for TORY to 
capture data quickly and at low cost, create digital 
twins and automate processes. 

Text: MetraLabs 

Web: https://www.metralabs.com/rfid-roboter-tory/ 

Contact: Dr Andreas Bley 
Andreas.Bley@metralabs.com 

• Robots for efficient and automated RFID stocktaking 

• Utmost precision with a capture rate of 99 % 

• TORY also navigates entirely automatically and safely in dynamic surroundings 

• Digitalisation of the branch layout and the product positions 

For example, four TORYs have been in use since 
December 2021 at the University Library Dortmund, 
helping to find books quicker there. 

 
 

 

PROBLEM 
Stock information about items on the sales floor and in 
the stockroom is often incorrect or outdated. But they 
are the key to reordering items in the correct quantities 
to ensure that goods can be cleared from the 
stockroom onto the sales floor, identifying the causes 
of shrinkage promptly and to actually be able to send 
out orders placed online from the branches. In addition 
to this, the item locations have not previously been 
available digitally, so that the items may not be found 
even if they are in principle at the branch. All of this 
leads to loss of revenue and a poor shopping 
experience for the customer. The causes of incorrect 
stocks are that stocktaking is very time-intensive, 
incurring high costs and is therefore only carried out in 
practice at very large intervals. Therefore, a technology 
that captures stocks quickly and at low cost on a daily 
basis without requiring staff to do so would be ideal. 

 

 

SOLUTION 
The introduction of RFID technologies at item level in 
textile retail lays the foundation for capturing items 
within a surrounding area of a few metres without 
having to physically “see” them. With TORY RFID, we 
have developed an autonomous, mobile robot that is  

able to move about the sales floors entirely 
independently and capture over 99 % of all items using 
the integrated RFID read technology. In terms of 
speed, it is ten times faster than manual stocktaking: 
In a 2,000 to 4,000 m2 branch, it can complete the 
stocktaking in c. four hours. As a rule, TORY is usually 
used on a daily basis after the shop has closed and in 
part during opening hours, too. Because, in addition to 
the quantity, TORY also determines the location of the 
item, the stock can be separated according to 
frontstore and backstore and even according to the 
different stands. This can be used to generate stocking 
suggestions on the employee's PDA immediately after 
the data is processed. The use of robots usually pays 
for itself within two years. Employees have more time 
for the customers and the customer has a better 
shopping experience. With more than 300 TORYs 
sold, the robot is now successfully in use in retail at 
Adler Modemärkte in Germany and Austria, at 
DECATHLON in several European countries and in a 
major deployment at Kmart Australia. Capturing 
quantities and the location of items is only one of 
numerous other use cases: For example, stands and 
assets in the shop can be equipped with RFID tags 
and tracked by TORY. In addition to this, TORY 
creates an up-to-date map of the branch that can be 
shown to shoppers in the respective retailer app in the 
future. This makes it easier to find your way around, 
improves the shopping experience and allows suitable 
product suggestions. With an optional 360° camera, 
TORY can create images of sales floors that 
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from Westphalia DataLab GmbH 

• Optimised staff planning on the basis of predictions regarding goods receiving and goods 
issue quantities in retail logistics 

• AI-based improvement of the prediction quality using historical data 

• Automated integration of action plans to take the predictions into consideration 

• Visualisation of flows of goods including process quantities at a central location 

PROBLEM 
High volatility in customer and supplier behaviour is 
increasingly creating challenges along the entire 
supply chain in precise planning, especially in 
businesses with commercial goods and e-commerce 
logistics. Increased uncertainty further results through 
multiple supply routes (air, ship, road, rail) and a broad 
range of countries of origin and suppliers. Logistics 
operators responsible for transport management to 
operating goods distribution centres receive a 
correspondingly increased, very broad range of 
information on delivery spans from the suppliers. Lack 
of predictability makes it necessary to constantly 
maintaining a high staffing level to counteract the risk 
of uncertainty of supply. The result is high and 
essentially avoidable costs. Previous planning 
approaches based on manual expert experience were 
correspondingly time-consuming and could barely map 
the high complexity. 

SOLUTION 
Use of Artificial Intelligence based on your own 
historical data offers an efficient solution for fashion 
retailers. The tool provided can be used to prepare 
forecasts at the touch of a button and can be 
optimally integrated into everyday work. This ensures  

high planning accuracy with reduced manual effort. 
Among other things, automated, Machine Learning-
based predictions are useful in staff, supplier and 
warehouse planning. In the course of implementation, 
forecasts for orders and returns in online retail are 
taken into consideration. The innovation has already 
been successfully implemented over a longer period of 
time. The implementation of the innovation depends in 
particular on the availability of high-quality data and the 
individual process complexity. An average project 
period is between three and six months. 

As a result, using this innovation provides planning 
and supply security and a considerable reduction in 
costs as well as making capacity planning much 
easier. 

Text: Westphalia DataLab GmbH 

Web: https://www.westphalia-datalab.com/success-
story-retourenprognose/ 

Contact: Sina Farwick, farwick@westphalia-
datalab.com Image: Westphalia DataLab GmbH 

AI Based Process Optimization 

http://www.westphalia-datalab.com/success-
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from belive.ai  
 

• Equipping foodstores with video cameras 
throughout 

• Use of image recognition and Artificial 
Intelligence to identify problems 

• Informing employees 
 
 
 

Image: Belive.ai: https://belive.ai/en/liveshop/ (26/07/2022) 
 
 
 

PROBLEM 
Customers today have high expectations of food retail. 
The competition is tough. Companies try to make the 
shopping experience as pleasant as possible for the 
customers. However, retail is facing major challenges. 
Goods running out too soon (stockouts), unattended 
checkouts, untidy shelves and missing trolleys and 
baskets lead to customer dissatisfaction. If such 
problems occur, they should be resolved as quickly as 
possible. The main prerequisite for this is that the 
problems are identified quickly or, even better, before 
they happen. believe.ai is trying to make this possible 
with liveshop.ai. 

 
 

 

Image: Belive.ai: https://youtu.be/hz4JantW_Os (26/07/2022) 
 
 
 
 
 

SOLUTION 
Liveshop.ai from belive.ai uses numerous video 
cameras that are installed throughout the shop to 
solve this problem. Using image recognition software 
and Artificial Intelligence, the current situation in the 
shop can be monitored on an ongoing basis (live). For 
example, the system monitors the sales shelves and 
reports missing goods (stockouts) and incorrectly 
stacked goods. 
As soon as the software identifies such as problem, 
sales staff are assigned to resolving the problem. In 
addition to the shelves, liveshop.ai also monitors the 
situation before and at the checkouts. On the basis of 
current customer movements, the system predicts the 
number of customers that are to be expected at the 
checkouts ten minutes in advance. 
In this way, under-staffing at the checkouts can be 
identified early and resolved. A further field of 
application is monitoring the available shopping 
trolleys and baskets. In this case, employees are 
informed if there are not enough available for the 
customers. 

 
 
 

 
Sources 

 

Belive.ai: https://belive.ai/en/liveshop/ 

Belive.ai: Belive.ai - liveshop.ai - The data driven store!, YouTube, 18/01/2022, URL: https://youtu.be/hz4JantW_Os 

Liveshop.ai Liveshop.ai 
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Images: Modern Expo

• Quick construction of retail space with all its integral parts

• A wide and flexible catalog of retail equipment

• Detailed overview of the store 3D model

• Quick commercial offer creation and the possibility to order

MoodX

from Modern Expo

PROBLEM
Imagine you are an entrepreneur who wants to open
the first store. You face lots of difficulties from the
beginning — developing the design of retail space,
choosing equipment, planning the layout, etc. You
have a lot of questions, but not too many answers.
This problem leads to most people throwing away
the idea of opening their retail business. How to
combine shelving systems, refrigeration units, and
checkout counters in the most efficient way and
provide the best customer service for your clients?
Well, there are a couple of options to do it. People
can start a project with a design studio or take some
courses in interior design. These options are always
associated with high costs or a long time, which
small entrepreneurs cannot afford. MoodX is a
universal tool that makes it easy to start creating
the store on your own, without having special skills
or knowledge. With MoodX entrepreneurs can start
retail business without involving a large number of
contractors and specialists, saving time and money.
It will help small businesses qualitatively develop
their store and quickly start with its
implementation. Such innovation is an additional
impulse for entrepreneurs who are just starting their
journey in retail or have decided to expand their
existing network but do not know where to start.

SOLUTION
MoodX is specialized software for the easy and
intuitive creation of retail spaces. This is a retail
space constructor, which allows you to:

- build a store space with convenient tools,

- design layouts using equipment from the catalog,

- view the project in 3D,

- save the project for further processing,

- export commercial offer based on created project,

- export 3D model of the store with equipment,

- contact the manager based on the created project.

MoodX provides an inexpensive way to plan the
layout on your own, compare lots of options, and
design your own perfect store. This tool greatly
simplifies the process of developing a store layout
and selecting equipment for it. Since the
functionality is easy and intuitive, there is no need
to have special skills to work in such a program, so
it will be useful both for large retail chains and for a
small entrepreneur who wants to start his first
convenience store near his home. In addition,
MoodX facilitates the process of communication
with the equipment supplier, as you immediately
receive an up-to-date commercial offer and can
make a pre-order by sending it to the responsible
manager.

Text: Modern Expo

Web: https://moodx.modern-expo.com/

Contact: Dmytro Visyn, dmytro.visyn@modern-
expo.com
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from pathr.ai 
 

• Analysis of customer behaviour in 
the shop using existing security 
cameras 

• Analysing customer movements with 
the help of Machine Learning 

• Providing data for adapting layouts, 
placement, pricing and staff 
deployment 

 

PROBLEM 

 

 
Image: https://pathr.ai/ (29/07/2022) 

 

 

analysed. The customer remains completely anonymous 
in the process. Pathr.ai captures which customers 

In e-commerce, customer behaviour can be traced 
using web analytics. Based on this, preparations can 
be made for important decisions regarding the range, 
pricing, usability and advertising. In high street retail, 
this is still difficult to implement. Not all but many 
retailers use customer counters. They know when and 
how many customers are in the shop and can 
determine the conversion rates. However, the 
shopping behaviour of the customers usually cannot be 
captured by this. What products and product groups 
generate the most interest but are subsequently not 
purchased? What goods attract lots of attention but are 
purchased comparatively rarely? How can the flow of 
customers through the sales area be improved? What 
effects does a change in shop layout have on footfall? 
How many customers are being served and advised by 
sales staff and how long are the queues at the 
checkouts at different times? These questions are still 
difficult to answer for many high street retailers. 

SOLUTION 
The solution from Pathr.ai helps to answer these 
questions. Existing security cameras are used in doing 
so. With the help of Machine Learning, the video feeds 
of the cameras are 

move around the shop and how long they stay in 
different areas. This allows the following information to 
be collected, for example: 

• Number of customers in shops and customer 
frequency outside the shop 

• Sales share per placement for multiple 
placements 

• Areas where sales staff are most needed 

• Behaviour of customers after interaction with the 
sales staff 

• Sales areas that are hardly visited at all by 
customers 

• Customer frequency and conversion rates of 
departments and shop-in-shops 

• Waiting time at the checkouts 

A further application is that sales staff are notified in 
real time of customers who might need help or are 
about to steal goods. 

The data collected helps the retailer to better 
understand customer behaviour and the customer 
experience. Based on this, they can adjust the areas of 
staff deployment, layout, placement and pricing in 
order to improve the customer experience and 
increase revenue. 

 

Sources 
 

Pathr.ai: https://pathr.ai/ 

GlobeNewswire: Pathr.ai™ Joins Forces with Meiyume to Drive In-Store Profitability, URL: https://www.globenewswire.com/en/news-release/2022/03/23/2408466/0/en/ Pathr-
ai-Joins-Forces-with-Meiyume-to-Drive-In-Store-Profitability.html 

Pathr.ai 

http://www.globenewswire.com/en/news-release/2022/03/23/2408466/0/en/
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Sources

Zboraj, Marian: Creating a Fresh Food Safety Culture, in Progressive Grocer, online, 16.05.2022, URL: https://progressivegrocer.com/creating-fresh-food-safety-culture

• Cleaning: Digitize all cleaning tasks on the
platform to ensure completed in a timely
fashion.

There are many problems associated with capturing
this data on paper:

• On-site staff often forget to record the data.

• On-site staff sometimes record fraudulent data
(incorrect temperatures or date/times).

• Manual recording of tasks leads to in-efficiencies
and high labour costs.

• Manual temperature recording can lead to stock
loss events as staff are not aware of issues.

• Paper based records are only visible on site.
Managers do not know how compliant sites are
without visiting and viewing the paper records.

A digital solution will solves the above problems by:

• Automatically recording data where possible

• Pending reminders for manual tasks so staff do
not forget.

• Providing a closed system where temperatures
are directly from a Thermometer and dates/
timestamps are not changeable.

• Sending alerts when temperatures of
refrigeration go outside of predefined
thresholds.

• Providing reports and dashboards to
stakeholders to promote visibility and increase
compliance.

•

SOLUTION
PENN Connected is a digital compliance
management solution that has been designed to
manage all aspects of food safety and compliance
tasks. With our solution, our clients can replace pen-
and-paper approach with an end to end digital

solution. PENN is currently running in some of the
largest Food retailers in Europe. PENN Connected
helped them bridge the gap to a digitally driven
stores and enable them to act predictively and
proactively. Automation in the execution of
reporting of task and in the collection of data are
paramount to our solution. Our solution also goes
beyond the pure temperatures monitoring and
includes the management of tasks such as delivery,
cleaning etc…and is used to digitalise all recording
of tasks and increase operational efficiency. Time
spent on each task can be reduced by 50%, ability
of HQ reporting is massively increased… That is
why the digitization of the food sector is key not
only to be able to implement their food safety plan,
but any process or operational control to take a
further step towards improving efficiency and more
importantly increasing profitability. The Key
benefits of PENN Connected are a significant
reduction of labour cost as well as stock losses and
an increase in Food Safety compliance and staffing
optimisation. Our solution also helps to increase
customer experience and brand protection.

Text: PENN Connected

Website: https://www.sensormatic.com/en_uk/
landing/penn-connected

Picture: Sensorvc Solutions

• � Cloud-based platform that manages all aspects of food safety and compliance through a configurable,
innovative, and easy to use laptop and mobile friendly application.

• � Digitalization of food safety and compliance tasks and notification when action is required, easy to
access portal to retrieve data in the event of an audit.

• � Temperature checks with IoT devices, alerts if temperatures go outside of predefined thresholds.

• � Helps cut food waste and loss, streamlining compliance processes, reducing the need for manual
temperature checks and office hours spent filing documentation.

PENN Connected

from Sensormatic Solutions

PROBLEM
Food Safety & Quality Managers are required to
record compliance data to adhere to local
regulation. Examples of these records include:

• Delivery: All chilled & frozen deliveries need to
be captured on the system.

• Hot Hold Temperature: Complete checks each
morning before 12 noon and evening before
4pm in all associated locations e.g.: soup pots,
hot counter, hot dog counter, etc.

• Cold Hold Temperature: Complete checks each
morning before 12 noon and evening before

4pm in all associated locations e.g. deli counter,
milk jugs, fridges, etc.

• Cooking: Cooking temperatures need to be
taken from each cooked batch as it occurs.

• Refrigeration Alarms: Refrigeration alarms need
to be resolved as they occur throughout the day
and the appropriate corrective actions taken.

• Traceability: All products open, frozen and
defrosted need to be recorded.

• Manager Sign-off: Daily Manager sign-off
ensuring that all tasks are completed, and
corrective actions provided when appropriate

Images: Sensormatic Solutions
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from Modern Expo 

• Identifying on-shelf availability (OSA) with cameras 

• Informing the staff of non-availability 

• Easy to install, scale and use 
 
 

PROBLEM 
One of the key figures for the efficiency of a branch is 
the average revenue per receipt. 
This figure is significantly influenced by the availability 
of good on the shelf. The employees responsible for 
stacking the shelves may not be working efficiently. If 
the product is not on the shelf, 39% of customers buy 
it from another retailer. At the same time, 25% of the 
products that are not on the shelf are in the shop 
storeroom. In most cases, there is no suitable 
automated and easy-to-use tool that can monitor and 
control on-shelf availability (OSA). This is done by the 
employees at sometimes longer intervals. This leads 
to delays with identifying and solving the problem. 
These problems occur at regular intervals. There are 
two options for overcoming the existing challenges of 
OSA: 1. More employees to control the storage and 
retrieval machines; 2. A cost-effective, automated tool 
that monitors and combats the problems as soon as 
they occur. 

 

 

SOLUTION 
The PRVZ EYE product was developed to provide 
retailers with an automated, easy-to-use tool that 
increases product availability and thus customer 
loyalty and improves the retailer's profits. This is done 
by solving the out-of-shelf problems for high-revenue 
and high-margin product categories. PRVZ EYE 
includes high-performance AI software that analyses 
photos taken by the existing IP cameras in the shop or 
by an autonomous, battery-operated PRVZ mini-
camera. 

 The process is simple: The camera takes a photo 
every 30 minutes and sends it to the Cloud service. 
There, the photo is analysed and compared to the 
pre-set ideal situation. If a gap on a shelf is identified, 
the system sends a message to the responsible 
employee. The consolidated data on shelf gaps are 
shown on a dashboard. 

PRVZ EYE consists of four different tools: 

1. An SaaS cloud service with the out-of-shelf 
recognition engine 

2. A messenger via which notification about gaps 
on shelves are sent 

3. A dashboard that shows the product availability 
level compared from branch to branch, time to 
time and category to category 

4. Well-documented APIs for easy camera/photo 
source integration, notifications and raw data 
statistics. 

This allows simple and fast integration of the PRVZ 
EYES tool without requiring internal software 
solutions, additional costs and long software 
development periods. PRVZ EYES proved its 
efficiency during the pilot project and introduction at 
Ukrainian retailer chains and is currently being 
expanded to the EU market. 

Text: Modern Expo Web: https://modern-

expo.eu/de/about-us https://drive.google.com/file/d/ 

1Nx8M-8NXC3zv_l8lW-JYeJLyqNKeNHMv/view 

Contact: Dmytro Visyn, dmytro.visyn@modern- 
expo.com 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Images: Modern Expo 

PRVZ EYE 
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from go2market GmbH 
 

• Test supermarkets in Vienna and Cologne with 
a range that changes every month 

• Members (customers) selected according to socio-
demographic criteria 

• Customers answer a survey on the products 
bought one day after purchase 

• Target group-specific assessment of the 
prospects for success of new products 

 

 
Image: go2market: https://youtu.be/NWRAfR4qtfs (27/07/2022) 

 
 

PROBLEM 
According to HDE, c. 120,000 new products come into 
the shops in Germany every year, of which only 5 to 10 
% survive on the market (HDE, p. 3). Over 90 % of the 
product launches turn out to be flops. One approach for 
preventing flops is market research, for example in the 
form of surveys. However, this presents the following 
problems: Testers have a tendency to give socially 
desirable answers to surveys. This creates false 
results. A further problem is that the testers cannot test 
the product in their natural surroundings. This can also 
create false results. 

 

SOLUTION 
go2Market offers consumer goods producers the 
opportunity to test new or modified products in a test 
supermarket in either Vienna or Cologne. There range 
at the supermarkets changes every month. The 
customers or members of the supermarket are people 
selected according to socio-demographic traits. The 
composition of the members corresponds with the 

socio-demographic structure of Germany. The 
members pay a monthly contribution to be able to shop 
in the test supermarket. In return, they receive a 
shopping budget to use in the test markets. 

A few days after purchase, the members are asked 
about their shopping in an online survey. In this way, 
the consumer goods producers, which also include 
start-ups, receive target group-specific feedback on 
their products. This information is supplemented by the 
sales data and data collected by observing the 
customers in the shop. The test supermarkets are 
equipped with cameras throughout that can measure 
how often and how long customers engage with the 
shelves with the respective products. 

In addition to testing products, go2Market also allows 
digital technologies to be tested, for example self-
scanning using your own smartphone or robots that 
guide you around the shop. By its own account, 
go2Market offers a cost-effective market research 
alternative that delivers valid results to consumer goods 
producers and start-ups. 

 

Sources 
 

go2market: https://go2.markets/ 

Deutsche Welle: Go2Market: der Supermarkt für die Markforschung, 07/06/2021, URL: https://www.dw.com/de/go2market-der-supermarkt-f%C3%BCr-die- 
markforschung/av-60463092 

HDE: Was Sie schon immer über den Handel wissen wollten, aber bisher nicht zu fragen wagten. URL: https://www.handel-erklaert.de/~/assets/handel-erklaert/documents/ handel-
sortimente-hde-brochuere-pdf.pdf 

Samsonova, Jana: Wissen was dreht, in: handelsjournal, No. 7/8 of 30/07/2021, p. 16 

Real life market research 

http://www.dw.com/de/go2market-der-supermarkt-f%C3%BCr-die-
http://www.dw.com/de/go2market-der-supermarkt-f%C3%BCr-die-
http://www.handel-erklaert.de/~/assets/handel-erklaert/documents/
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from KNAPP AG / Würth Group 
 

a current overview of the stock. Because of how easy it 
is to use, customers are spared having to search the 
shop and get all of the connecting elements 
concentrated in one place. Marcus Winter (responsible 
project manager at Würth) says: “The reactions of the 
customers are extremely positive!” 

this can be done when planning the branch or during 
ongoing operation. Furthermore, as an autonomous 
POS, RetailCX can also be developed as a container 
solution. 

Text: KNAPP / Würth 

Web: https://retailcx.knapp.com/ 
• RetailCX from KNAPP as a micro-fulfilment centre at a Würth branch in Bitburg 

• Self-service terminal in regular stores: Customers can conveniently choose from 1,400 (!) different Würth 
items (connecting elements = screws, nails, dowels etc.) via touchscreen and collect them from a dispensing 
drawer; they are then paid for at the checkout 

• Convenience: There is no more need for laborious searching through or searching several aisles 

• RetailCX in-store technology serves Würth as both a stockroom and dispensing terminal at the same time 

 If you want to implement RetailCX as a solution, 

 
 
 

PROBLEM 
RetailCX solves several problems simultaneously: on 
the side of the end customer (craftspeople): 

• Convenience: look for products conveniently 24/7 
(from standard products that generally do not 
require any advice) on the operator's side (Würth): 

 
• +33 % gain in space through high-density storage 

in the RetailCX machines => Branches can expand 
ranges and have more product presentation space 
for items that require intensive advice 

 
• 50 % less time spent on tidying up the respective 

range (connecting elements) as the delivered 
goods can be individually pushed into the machine 
directly from the palette, whereby they are 
scanned, digitally captured and stored at high 
density 

 
• Shop staff can then use this time to provide 

value-creating advice 

• Stock is always accurate 

SOLUTION 
RetailCX is an automated in-store solution that has 
been in operation as a micro-fulfilment centre at 
Würth’s Bitburg location since October 2021. Further 
RetailCX installations have been in operation since 
2020 in food retail in Austria and Germany as well as a 
drugstore installation in the USA. Automation/robotics 
at the point of sale take a lot of pressure off customers 
and employees. This concept in this form is entirely 
new in retail. In industry, robot-supported automation 
of “monotonous” processes has long been standard 
and the advantages are now being discovered for retail, 
too. By using RetailCX at Würth, they were able to 
reduce the storeroom space by 33 %. Otherwise, if 
1,400 products are in the space on shelves, the 
RetailCX in-store solution stacks the products 
automatically. The space efficiency is therefore 
increased enormously. By saving space, Würth can 
realise a far more attractive shop design. The 
opportunity to shift the focus more to the shopping 
experience and exploring the store is important here. 
Furthermore, the staff are relieved because the time 
employees spend on monotonous stacking has been 
reduced to c. 50 % of the original time. The 
machines are now stocked in an efficient and 
resource-saving manner. So the staff can 
concentrate on value-creating tasks with the 
customers. A further plus: The integrated 
documentation constantly delivers 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Images: Knapp / Würth 
 

RetailCX 

Sources 
Knapp: Digitaler Spezialitäten-Shop versorgt Bevölkerung mit regionalen Produkten, 20/04/2020, URL: https://www.knapp.com/digitaler-spezialitaten-shop-versorgt- bevolkerung-mit-
regionalen-produkten/ 

Schweikl, Tobias: Automatisierung: Innovativeste Würth-Filiale steht in Bitburg, in: Logistra online, 13/07/2022, URL: https://logistra.de/news/nfz-fuhrpark-lagerlogistik- intralogistik-

automatisierung-innovativste-wuerth-filiale-steht-bitburg-169433.html 
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SOLUTION
Until now, to limit the time spent counting cash,
cash payments were not pushed forward compared
to other payment methods, we even noticed an urge
to refuse cash payments. An innovation was needed
because cash is the most democratic way to pay. As
a reminder, cash doesn't require any particular
infrastructure and cash is free of charge. Our
innovation allows to perpetuate the circulation of
cash because cash safeguards personal
independence and freedom. The SCM-A is in self-
service and allows people to make cash payments in
an efficient way : no error in giving change and a
limited time. The innovation is original because it
proposes a minimalist and adaptable automat : it
can be placed on or in the counter. The cash
management is totally automated! It's compatible
with most cash register software. The merchant can
check at any time the cash on hand of this automat
for full accountability. He can also take back cash to
pay eventual purchases while all transactions are
registred Artificial intelligence chooses the stock and
adapts it so that it's always functional. For example,
if there are no more 1€ coins it will automatically

give 2 0.50€ coins etc.... allowing to not force the
owner to reload the system through the day. We
have been offering he SCM-A for sale for 1 year. This
innovation allows the shop owner to attract all
types of customers : those who want to pay in
contactless cahs and those who want to pay by
card). More customers, more turnover! Counting
errors are eliminated. Time saving whether it is to
count the cash register, give change, go to the bank
to deposit the funds. "Health of Cash" study shows
that payment choice is important to consumers :
-66% of respondents say that cash protects their
privacy and financial situation -44% believe that
cash is still the easiest way to pay -63% say it's
important for society to allow everyone to pay with
cash.

Text: CahDev Group

Web: http://cashdev-group.eu/en/scm-a-2/

Contact: Marie-Carmen Infantes,
mariecarmen.infantes@cashdev-group.eu

Image: CashDev Group: http://cashdev-group.eu/en/scm-a-2/ (04.08.2022)

• Front office recycler connected to the iPos
system

• Releasing the cashier from counting and sorting
payment

• Secures, simplifies and improves transactions
and customer experience

• Fast transaction time

SCM-A

from CahDev Group

PROBLEM
While being inclusive and allowing the use of all
payments, it also helps secure cash and improves
hygiene for shop handless food products. This
innovation solves counting errors, improves
employees stress who might be afraid of mistakes,
resolves internal theft and risks of burglary. The
SCM-A reduces the dissatisfaction of customers who
wish to pay quickly for their purchases and not
waste time waiting in line or waiting for their
change. In a world where inqualities are many
(social, cultural, digital...) and where digitalization is
everywhere, the SCM-A allows people who don't
have access to a bank account to still be able to pay
their purchases. Since the pandemic, consumers
have become accustomed in paying with alternative
means of payment for reasons of hygiene while still
wanting to pay fast. The innovation makes it
possible to overcome the shortage of manpower
because the automat is in full autonomy. With the
SCM-A, contact with banknotes and coins is
reduced. The customer inserts coins and banknotes

in the machine by himself and gets his change back.
The problem is important for everyone : consumers,
employees and retailers. Customers have more time
to browse in the store . The customer is in full
autonomy to pay his purchases and he can pay in
cash if he wishes to . For employees, SCM-A
eliminates the stress of counting errors and long
lines. They can perform more rewarding and value-
added tasks. For management, no need to prepare a
cash register at the beginning of the service or to
count again at the end of the day. Time is saved
whether it is count the cash register, give change, go
to the bank to deposit the funds. Time is money! In
view of the currents events (natural and human
disasters) cash is a safe heaven and inclusive.
Automatisation of its use might help it look less
heavy to shop owners which have been trying to
distance themselves from its use.

Picture: CashDev Group
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Sources

Businesswire: Sitoo Recognised in 2021 Gartner® Market Guide for Unified Commerce Platforms Anchored by POS for Tier 1 and Tier 2 Retailers, vom 18.10.2021, URL:
https://www.businesswire.com/news/home/20211018005046/en

• Unified campaigns,

• Unified 360° customer data,

• Unified user and authorization management,

• Unified cash register management,

• In-store inventory management functionality like
stocktaking, receiving shipments, sending
shipments, etc.

• In-store handling of omnichannel orders;

• Unified deliveries Local and cross-channel
product search

• Product search connected to external product
databases

• Upsell functionality

• Digital receipts

• Unified service orders

• Unified customer notifications

• Automated End of day reports

• Workforce management functionality

• Dashboards with KPIs based on all data related
to a store like local transactional data,
omnichannel orders, visitor count data, loyalty
data and current and historical budget data.

Anders Ammilon, former Business Process & IT
Development Manager at Scandinavia's biggest
shoe chain, Nilson Shoes concludes: “Since there
are less people in stores, it’s more important than
ever for us to fulfil our customers’ needs. Sitoo
integrates seamlessly with Voyado, the CRM
solution we’re using, which makes it easy for our
associates to provide a more personalised service to
our customers. It also integrates with Episerver, our
ecommerce platform, meaning online orders can be
picked up and returned in our stores,” says Anders
Ammilon, former Business Process & IT
Development Manager at Nilson Group. Michael
Jarestad, Chief Digital Officer at fashion chain Gina
Tricot adds: “It’s important for us to be able to meet
the customer and their demands in the right place
at the right time with the right offer. It’s really
important to have unified data that can, for
instance, trigger personalized campaigns. It’s
fantastic our staff can see personalized offers within
Sitoo.

Text: Sitoo

Web:
https://www.sitoo.com/
https://www.sitoo.com/pos/

Images: Sitoo

• Sitoo is a cloud-native mobile POS and Unified Commerce Platform for global fashion and lifestyle retailers.
The solution enables retailers to unify all stores and online sales channels in real time.

• Sitoo POS empowers store associates to provide great customer service with mobility, endless aisle, a 360°
view of customers and more.

• The Sitoo Unified Commerce Platform enables customer-centric experiences through real-time data, across
all stores and online sales channels.

• The cloud-native Sitoo Technology is dynamically scalable and built for integration. True SaaS and API First
ensure open, flexible and fast IT architecture.

Sitoo POS and Platform

from Sitoo

PROBLEM
Choice - and convenience - have always been what
consumers crave. Unified commerce is built around
what customers want, but since it also connects all
backend and frontend systems in real time, unified
commerce also makes retail operations streamlined
and efficient - saving retailers both time and money.
With the same real-time information across all
touchpoints, retailers can sell and fulfil everything
anywhere and handle returns everywhere. The result
is streamlined inventory management, exceeded
customer expectations and never-missed sales. Now
retail is everywhere - and always on - consumers
have levels of choice and convenience that they’ve
never had before. They expect every interaction with
you to be easy, simple and hassle-free. If it isn’t,
there’s so many options for them to choose from,
they’ll go and shop elsewhere. With the e-commerce
and mobile tech boom we’ve seen in the last
decade, delivering a seamless omnichannel
customer experience across all touchpoints and
customer interactions is retail’s Holy Grail. Many
retailers strive to deliver on the promise but, more
often than not, fall short. In the eyes of the
customers, there’s only ever been one channel. They
see a brand as one entity - not silos or different
channels. And they expect every brand to deliver on
its promise regardless of the channel. An
omnichannel approach - where all channels are
connected (preferably in real-time) is the only way
to consistently deliver on this promise.

SOLUTION
The Sitoo Unified Commerce Platform anchored by
POS enables: Unified backend and frontend retail
systems All supporting retail systems and
functionality within a retailer’s ecosystem (e.g. CRM,
ERP, OMS, Recommendations, Product database)
work together and share information in real time.
All sales channels (e.g. stores, ecommerce,
marketplaces, social channels, etc.) work together
and share information in real time: Sitoo enables:

• Unified purchase, fulfillment and return
processes,

• Cross-channel purchase processes,

• Omnichannel fulfillment processes,

• Cross-channel return processes,

• Unified order information (true omni orders),

• Unified payments with delayed capture,

• Omnichannel gift cards,

• Unified inventory visibility,

• Cross-channel inventory accessibility,

• Unified product information and images,

• Unified custom attributes,

• Unified prices including the handling of taxes,
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from epay, Lekkerland, D-Trust 
 

to activate gift cards from epay, is equipped with NFC 
and now has an identification app added. Within one 
to two minutes, the card purchase and identification of 
the customer is carried out at the POS. The customer 
only has to wait for their card to be unlocked by the 
mobile phone provider, which is confirmed by text or  

Text: epay, Lekkerland, D-Trust 

Web: 

• https://www.d-trust.net/de/innovation-hub/ schnelle-
identifizierung-am-posmit-ausweisident 

• Simplification of the purchasing of products 
that require identification (e.g.: prepaid 
SIM cards) 

• Reading the identification data using an NFC 
terminal via the online identification function 
(AusweisIDent from D-Trust und Governikus) 

• When prepaid SIM cards are sold, the data can be 
transmitted to the mobile phone provider 
immediately. 

• Further KYC (know-your-customer) 
use cases possible 

 

 
Image: epay, Lekkerland, D-Trust 

e-mail. So the card can be used immediately to make 
phone calls, the mobile phone provider receives a 
legally binding agreement through the legally valid 
identification process, and the retailer also earns on a 
pro rata basis through the identification service. 

• https://epay.de/lekkerland-epay-digitale-id- 
loesung/ 

 
 

 

PROBLEM 
Since 2016, the legislature has increasingly required 
proof of identification to purchase various products – 
including prepaid SIM cards, which have become a 
permanent part of the product range and revenue of 
retail stores, petrol stations and telecommunications 
stores in particular. The identification requirement 
makes this more complex for consumers and retailers. 
Currently, identification is carried out on site at mobile 
phone shops, online or by telephone 
(hotline/videoident) and is inconvenient and laborious 
for customers. Previous processes, whereby the 
customer is subsequently identified (e.g. videoident or 
on-site identification procedure) presents high usage 
hurdles in the form of additional app downloads or 
branch visits, along with potential loss of customers. 
The effort at the retailer is enormous. The retailer often 
has to manually enter identification data in a form and 
make copies of the identification provided. Since the 
introduction of the Telecommunications Act, sales and 
use of SIM cards has therefore decreased. According 
to the Federal Network Agency, of the 107.2 million 
active SIM cards in Germany in 2019, prepaid  

accounted for 34 % in 2019, compared to 36% in 
2017. Providers and retailers are facing the challenge 
of making prepaid SIM cards more attractive despite 
the legal hurdles. By integrating AusweisIDent, epay 
and Lekkerland can offer a convenient digital solution 
as “Identity-as-a-Service” directly at prepaid card sales 
in store. AusweisIDent confirms the digital identity of 
customers at trust level “high” according to eIDAS. 
Identification processes with a high trust level are 
legally prescribed in particular to combat money 
laundering, commercial crime and terrorism and have 
become more and more desirable for companies in 
terms of commercial aspects. 

SOLUTION 
With eIDENT, Lekkerland and epay have developed a 
fast, digital identification solution free of media 
discontinuity for the POS. Using NFC via a prepaid 
terminal, personal identification card data are read 
error-free and transmitted directly via an interface to 
the mobile phone provider and checked. The prepaid 
terminal, which Lekkerland already uses at petrol 
stations and convenience shops for sales and 

 

 
 

Procedure E-IDENT process from Lekkerland and epay: CAN procedure from the 

customer’s perspective Image: epay, Lekkerland, D-Trust 

Sources 
 

NA: Lekkerland und Epay lösen KYC-Problem, in: Karten - Zeitschrift für Zahlungsverkehr und Payments, of 17/05/2021, URL: https://www.kreditwesen.de/cards/ 
marktberichte/marktnotizen/lekkerland-epay-loesen-kyc-problem-id72216.html 

SofortID 

http://www.d-trust.net/de/innovation-hub/
http://www.kreditwesen.de/cards/
http://www.kreditwesen.de/cards/
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HeBe, Shell, Natura, Duży Ben

HeBe, Shell, Natura, Duży Ben

• - TakeTask is a NO CODE platform for automating the distribution of tasks for deskless employees in
multiple locations, which allows you to create tasks, training and information packages, and then delegate
them to the right people, at the right time in the right place and receive feedback.

• - Employees receive prioritized tasks with clear guidelines in one mobile application.

• - Thanks to the optimization of processes, TakeTask increases the efficiency and accuracy of work, as well as
improves communication.

• - Many retailers use TakeTask for operational checklists, incident recording, audits, price checks and promo

TakeTask

from HeBe, Shell, Natura, Duży Ben

PROBLEM
Large retail organizations tend to have well-defined
procedures followed by employees with different
skills and attitudes. Smaller companies often do not
have well-defined processes and very often
processes are reported on paper. Until now, narrow
performance applications that optimize a specific
process have been the solution. This, however,
causes a new problem. Employees struggle with
multiple applications and communication sources,
do not prioritize and have limited feedback. Instead,
they get a lot of different learning interfaces. They
would benefit from software standardization, better
communication and prioritization.

SOLUTION
The TakeTask system enables easy configuration,
distribution, confirmation and verification of tasks
on a large scale for any industry with a complex
operational structure. It is a flexible, no-code
platform that simplifies task management to ensure
consistent and efficient task execution. Employees
receive prioritized tasks in one mobile application.
They all have clear guidelines embedded in each
step of the task so that can deliver them according
to the standards. Onboarding of new employees and
implementation of new processes are faster and
easy trackable. The employees are less stressed as
the system helps them to remember their tasks and
delivers all necessary information on how to execute
them. Our mobile app and interactive touchscreen
board in the back office allows retailers to digitize
all paper forms and processes (daily checklists,

inventory, price changes, new planograms,
promotional readiness, losses, food safety,
deliveries, e-commerce picking lists, complaints,
equipment failures, training, onboarding, vacations
and audits). Thanks to the No-Code part
implementation takes only a few days and costs
only several thousand Euro. No internal IT resources
are needed to implement the system. The whole
implementation is guided by operational and sales
teams. The intuitive graphical editor allows people
without IT skills to build complex processes from
many different fields. Thanks to the optimization of
processes, TakeTask increases the efficiency and
accuracy of work, as well as improves
communication. Planograms and other standards
are implemented faster, stores are cleaner thanks to
scheduled routines and our notification mechanisms
(this also prevents losses), auditors can instantly
point areas for corrections and new tasks are
created for dedicated teams automatically, TakeTask
can be integrated with other systems to trigger
tasks or send data in digital and structured format
for further analytics to make better and faster
decisions. Overall retailers notice increase in sales
thanks to better execution of standards and lover
costs thank to optimization.

Text: HeBe, Shell, Natura, Duży Ben

Web: https://taketask.com/

Contact: starzynski.s@taketask.com
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from Apple from Dibold Nixdorf 
 

• Taking payment contactlessly using an iPhone 

• Scanning customer cards using an iPhone 

• Taking electronic payments anywhere without 
a checkout 

 
 
 

PROBLEM 
The checkouts can represent a bottleneck in retail, 
especially at peak times. The result is long waiting 
times, purchase cancellations and dissatisfied 
customers. This problem cannot be solved simply by 
increasing the number of checkouts because 
checkouts are expensive and take up valuable space. 
Furthermore, the additional checkouts are only 
needed at peak times. Particularly in advice-intensive 
retail, it is therefore a great advantage if you can pay 
the customer advisor or salesperson directly for the 
goods. 

Small retailers have a further problem, for example at 
markets, with accepting electronic payments. In order 
to be able to offer this, the retailers need an internet-
enabled checkout and internet access. Both are often 
unavailable. 

SOLUTION 
Apple has introduced a solution with “Tap to Pay”, 
which turns a phone into a checkout. Customers hold 
their iPhone to the retailer's iPhone and can use an 
NFC connection to pay by Apple Pay. In the future, 
this should also be possible with credit and debit cards 
as well as Google Pay and Android smartphones. This 
is a basic requirement for the success of the 
technology. 

 
 

 
Sources 

Apple Developer: Tap to Pay on iPhone, URL: https://developer.apple.com/tap-to-pay/ 

 

 

Image: Apple Developer: https://developer.apple.com/tap-to-pay/ (26/07/2022) 
 
 
 
 
 

 

Tap to Pay can also be used in combination with 
customer cards. To do so, the customer card must 
have NFC functionality. An electronic receipt can also 
be issued via the customer card. For customers without 
customer cards, however, the lack of a receipt does 
present a problem. Because retailers in Germany are 
obliged to issue a receipt for each transaction (till 
receipt obligation) 

• Consumers want to shop quickly and in a self-
determined way, which is why self-service 
technologies (self-scanning and self-checkout) 
offer new options. 

• Self-service systems can already be seen in many 
areas, especially food retail, for which Diebold Nixdorf 
has created innovative, AI-based technologies that 
lead to better processes and fewer interventions by 
staff. 

• Age-restricted items (alcohol, cigarettes, media ...) are 
automatically captured through age identification of the 
customer and, if appropriate, released  – retailers had 
fewer staff interventions and customers were able to do 
their shopping quickly. 

 

PROBLEM 
In the case of age checks, the self-checkout process is 
cancelled in about 25 % of all cases. This has 
significant negative impacts on throughput rates and 
the customer flow in the self-service area. Age checks 
usually take two to three minutes and during this the 
queue gets longer and the customers become more 
frustrated. If an employee has to perform the age check 
manually, they are missing from the checkout area, 
which is why automated processes are necessary and 
very much in demand. Vynamic® Smart Vision | Age 
Verification reduces the number of these interventions 
by 80–90 %. With this new technology, customers can 
prove their age in less than ten seconds without the 
staff having to intervene. Using a camera on the self-
service device, the software initiates automatic age 
verification if an age-restricted item is scanned. The 
facial features of the customer are automatically 
analysed by an algorithm. Staff only have to check the 
customers who are below the age limit or do not 
consent to the analysis. By using sophisticated  

 

 

 

 

Sources 

 

 

Image: Diebold Nixdorf 
 
 
 
 
 
 

algorithms based on AI, Vynamic Smart Vision | Age 
Verification estimates the customer’s age. In many 
cases, age estimation is even successful if the face is 
partially covered by a scarf or face mask. Retailers can 
configure the age acceptance level and only negative 
matches (below the age limit) are automatically 
forwarded to an employee with a mobile end device. 
Customers can perform age verification independently 
of market staff, which leads to greater efficiency and 
better throughput. This change increases the 
investment returns as there is no more need to keep 
staff available for age verification in the checkout 
zones. 

SOLUTION 
There are food retailers who have already introduced 
the software and are very happy, e.g. COOP in the UK. 
We are currently in negotiations with German retailers. 
The expense for the retailer depends on the state of 
the technology (hardware and software), as the self-
service system and software integration actually only 
requires a camera. 

Walk-Morris, Tatiana: Apple unveils Tap to Pay on iPhone tool for merchants, in: Retail Dive, 09/02/2022, URL: https://www.retaildive.com/news/apple-unveils-tap-to-pay- on-
iphone-tool-for-merchants/618568/ 

Diebold Nixdorf: Vynamic Smart Vision 

Britton, Sarah: Co-op customers trial Age Scan technology at self checkout, in: Convenience Store of 26/05/2022, URL: https://www.conveniencestore.co.uk/your- 
business/co-op-customers-trial-age-scan-technology-at-self-checkout/667856.article 

Tap to Pay Vynamic Smart Vision / Age Verification 

http://www.retaildive.com/news/apple-unveils-tap-to-pay-
http://www.retaildive.com/news/apple-unveils-tap-to-pay-
http://www.conveniencestore.co.uk/your-


Oliver Janz 
 

Retail Innovation Report 2022 

E-COMMERCE 

Schriftenreihe Handelsmanagement der DHBW Heilbronn 



Influencer Marken Monitor Interactive Video Platform 
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from Buzzbird / Pilot / Splendid Research from Smartzer 
 

• Evaluation of influencers and the 
impact of influencer campaigns 

• Survey of followers of 
influencers after an 
influencer post 

• Comparison of the results with 
the results of a control group 
survey 

 

 

Fig. 1: Pilot: Der Influencer Markenmonitor, p. 6 

• Upload videos 

• Save clickable hotspots on the video 

• Adapt the appearance of the player to the 
corporate design 

• Automatic creation of different video formats for e-
commerce, social media and CRM 

 

   
Images: Smartzer: https://www.smartzer.com/product (28/07/2022) 

 
 

 

PROBLEM 
Influencers on social media platforms are now an 
important marketing instrument. Between 2017 and 
2021, the global influencer advertising market has on 
average grown by 39 % per year (StockApps). With an 
increasing share of the advertising budget, which 
influencers and what kinds of campaigns are 
particularly successful increasingly come into question 
for influencer marketing. There are certain key figures 
as indicators of success, for example the number of 
interactions with the respective post as well as the 
number of clicks on a link or the number of used 
discount codes acquired by the influencer. 

SOLUTION 
The three agencies Buzzbird, Pilot and Splendid 
Research joined forces on the “Influencer Marken 
Monitor” (Influencer Brand Monitor) and developed a 
solution for this problem. In addition to purely 
considering social media key figures, the Influencer 
Marken Monitor collected other data. The followers of 
the influencers were also interviewed one to two days 
after the post in a three-minute online survey. The 
questions were based on the brand awareness and on 
the perception of the influencer by the followers. On 
this basis, the influencer could be assessed in 
comparison with others. 

 
 
 
 
 
 
 
 
 
 
 
 

 
Images: Smartzer: https://www.smartzer.com/product (28/07/2022) 

 
 

 

PROBLEM SOLUTION 

On the other hand, it is difficult to measure the 
influence of the influencer campaigns on the brand 
awareness of the followers. Through rewards and 
competitions in particular, interactions are easy to 
provoke but whether the users’ brand awareness is 
also positively influenced in the medium to long term 
usually remains uncertain. 

 
 
 
 
 
 

In order to also evaluate the effectiveness of the 
campaign, a control group is also interviewed in an 
online panel consisting of a similar target group (age 
and sex) that are not familiar with the influencer’s post. 
The effectiveness of the campaign can then be 
determined by comparing the answers of the two 
groups. The whole process from the influencer’s post to 
evaluating the data takes c. ten days. The Influencer 
Marken Monitor thus contributes to evaluating the 
quality of influencers and the effect of influencer 
campaigns. 

Video content is very popular on social media, as 
proven by the success of TikTok and Instagram Reels. 
The same applies for online live shopping. In the area 
of video, however, there are only a few approaches for 
adding a purchase function to a video. On the most 
important video platform, YouTube, one has to refer to 
the links below the video. YouTube is planning to 
change this in the future and to integrate purchase 
options directly into the videos. But videos are not only 
relevant on YouTube but also on the retailer’s own 
electronic channels. Interactive videos can be used on 
the website or in the online shop. They can be 
distributed by newsletter, social media or messenger 
service. This requires a platform. 

In addition to its live shopping, Smartzer 
also offers an interactive video platform. There, 
videos can be uploaded and then equipped with 
clickable hotspots. The viewer then has the option of 
clicking on products (hotspots) in the video and 
seeing information about the product. The video is 
paused as they do so. If they like the product, it can 
be purchased in the video. The videos can be 
exported in various formats and across different 
channels. The offering also includes an analytics 
dashboard that provided important key figures for the 
video. 

 

 Sources 
 

Smartzer: https://www.smartzer.com/product 

Sources 

Pilot: Der Influencer Marken Monitor, URL: https://www.pilot.de/wp-content/uploads/2021/04/Influencer-Marken-Monitor_Sales-Deck-pilot.pdf Splendid Research: Influencer Marken Monitor, URL: 

https://www.splendid-research.com/de/influencer-marken-monitor 

Kalscheur, Ralf: Meinungsmacher unter der Lupe - Welche Influencertypen punkten?, In: handelsjournal, No. 9 of 15/09/0221, p. 42 
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Livescale Local Media Mix Modelling 
(LM7) 
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from Livescale from Media Central Group 
 

• Online Live-Shopping Software as a Service 

• Streams can be fully adapted to the corporate 
design 

• Embedding the stream in one's own online 
channel 

• Purchasing products in the stream 
 
 

 

PROBLEM 
Online live shopping is a growth market. Astound 
Commerce reports that the market volumes for live 
shopping in Europe since the beginning of 2020 have 
grown by 86 % (Astound Commerce, p. 24). 
According to a survey of US retailers, the most 
important reasons for companies to implement live 
shopping are: 1. Creating a positive shopping 
experience, 2. Increasing customer loyalty and 
collecting customer feedback, 3. Generating revenue 
(Coresight Research, p. 5). The biggest social media 
platforms such as YouTube, Instagram, Facebook 
and TikTok now offer live shopping functionalities or 
are just about to make these functionalities available 
in Germany. The advantage of live shopping on social 
media platforms is that the participants can be picked 
up right where they are. There are also numerous 
disadvantages. The livestreams can only be branded 
under certain conditions. They are integrated into the 
respective social media platform. Moreover, only 
users of the respective platform can see the stream. 
In addition to this, the stream cannot be integrated 
into your own online channels and the video content 
created cannot always be used across platforms and 
on your own channels. 

 
 
 

Sources 
 

Livescale: https://www.livescale.tv/ 

 
Image: https://www.livescale.tv/ (28/07/2022) 

 

SOLUTION 
These and other problems can be circumvented by 
using social media platform-independent providers 
such as Livescale. Livescale enables livestreams to 
be sent, in which the participants can purchase the 
advertised products directly in the stream. They do not 
have to leave the stream and go to an online shop to 
do so. To make this possible, Livescale offers 
integrations with common online shopping systems, 
for example such as Shopify. In addition to this, the 
participants can interact with the moderation as usual 
for livestreams. They can send likes and comments 
and ask questions in the chat. Surveys can also be 
carried out. The streams can be integrated into your 
own website and adapted to the retailer's corporate 
design. This has the advantage that users who use 
various social media platforms and people who are 
not on social media can nevertheless follow the 
stream. In addition to purely sales campaigns, you can 
also show regular tutorials on your website in which 
goods can be purchased directly. This is particularly 
suitable for the beauty and fashion industries. The 
content can be reused as desired after being 
livestreamed. 

Alternative providers to Livescale include Bambuser, 
GoLive and Smartzer, for example. 

• Analysis of branch locations on the basis of 
automated spatial data modelling regarding: 
Competition pressure, digital affinity of the 
consumers, number of commuters, target groups 
etc. 

• Modelling the local media mixes with the help of 
Artificial Intelligence 

• Driving locally optimised print and digital 
campaigns 

 

PROBLEM 
To date, offer communication in retail is still primarily in 
the form of traditional, printed advertising brochures. All 
high street retail, however, is increasingly facing 
enormous challenges:   The consequences of the 
Covid-19 pandemic, increasing inflation and the effects 
of the Ukraine crisis are causing price increases and 
energy supply bottlenecks. On the one hand, this is 
putting the consumers under pressure to be more and 
more frugal, and at the same time is causing increasing 
costs for advertisers because of the increased paper 
prices. In this time of transformation, it comes down to 
using existing resources optimally. Another challenge: 
No retail location is the same as another; every location 
has its own individual and local particularities. Many 
framework conditions such as competition pressure, the 
digital affinity of the population and level of refusal to 
accept advertising fluctuate greatly locally. The MEDIA 
Central Group consists of MEDIA Central, market 
leader in haptic offer communication, Offerista, 
Europe’s biggest network for digital retail marketing, 
and Yagora, specialist in data analytics and data 
science. With the new project called Local Media Mix 
Modelling, LM7 for short, the group has created an 
innovative solution for location-based retail marketing 
and in doing so is using decades of expertise in the 
market. 

 

 

Image: Offerista: https://www.offerista.com/local-media-mix-modelling/ 
 
 

SOLUTION 
With the innovative approach using LM7, the 
advantages of traditional print marketing are being 
combined with the benefits of the digital world for the 
first time. In addition to the unique advertising network 
of the Offerista Group with more than 1,400 
independent partners, the MEDIA Central Group also 
includes all providers of digital offer communication and 
other channels, for example such as radio or out-of-
home, available on the market in a targeted and 
intelligent manner in the geo-intelligent and target 
group-appropriate action recommendations for 
advertisers. The first data and results have now 
become available with the help of market-leading 
retailers from the food retail sector where LM7 was 
tested. These are very promising and show a positive 
effect on the success of new approaches in offer 
communication. The expense here is very high. In the 
area of print, the media geo-optimised approach of 
Media Central and the mechanisms of the Offerista 
Group are needed. First of all, the distribution 
structures of the customer are analysed, and an 
optimised choice of channel is discussed with the 
customer. The advantages for retail are that a 
significantly better advertising effect and greater cost 
efficiency can be achieved. In addition to this, there are 
no channel rivalries, which promises optimised 
advertising effect, all from a single source. Because of 
this, the Media Central Group promises high revenue 
potential for retail. 

 

Text: Media Central Group 

Astound Commerce: Preparing for an Ever-Evolving Holiday Season, URL: https://astoundcommerce.com/landing/2021-holiday-preparedness/ 

Coresight Research: Understanding the Livestreaming Opportunity: Global Retail Executive Survey Findings, URL: https://coresight.com/research/understanding-the- 
livestreaming-opportunity-global-retail-executive-survey-findings/ 

Web: https://www.offerista.com/local-media-mix- 
modelling/ 
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One-to-One Voice Engagement 
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from Bambuser from Blutag 
 

• Customer advice via a video conferencing system 

• Including booking system 

• Goods can be placed in the basket and purchased 
during the consultation in the stream 

• Simple integration into the online shop and any 
desired website 

 
 
 

PROBLEM 
Most online shops and e-commerce platforms still lack 
advice. If available, this is usually provided in text chats 
or by telephone. Consultation-intensive products either 
lead to the customer being overwhelmed or to returns if 
the product does not yet meet the desired 
requirements. In high street retail, advice is usually 
provided by a sales consultant. However, these can 
only be contacted on site in the shop. This significantly 
restricts the customers who can avail of such advice 
and then make a purchase. Added to this is the fact 
that some customers are trying to avoid contact during 
the pandemic. 

 

 

SOLUTION 
With “One-to-One”, Bambuser, a provider of Software-
as-a-Service for implementing online live shopping, 
offers a solution for advising customer via smartphone. 
One-to-One can be integrated into the online shop or 
websites. Customers can use the tool to either ask a 
sales consultant directly or make an appointment  

 

 

Images: Bambuser: https://bambuser.com/packages/one-to-one (28/07/2022) 
 
 

 

using an integrated booking system. The consultation 
takes place by video chat. The consultant can present 
products live in the video stream and answer the 
customer’s questions. In addition to this, the product 
data can be shown in the stream via the shop system. 
To do so, the consultant simply scans the barcode or 
QR code on the product. This can then also be placed 
in the shopping trolley by the customer directly in the 
stream. A further function is product comparison. The 
consultant can compare several items in the stream. 
They also have the option of splitting the screen and 
showing websites or prepared presentations, for 
example, just like in common video conferencing 
systems. 

This form of consultation seems particularly suitable 
for retail sectors that involve a lot of advising, such as 
entertainment electronics, DIY, beauty and fashion. 
One-to-One is in use at all LVHM Maisons, for 
example. But there can also be interesting 
applications in the food sector, especially in the 
delicatessen trade. 

• Platform for creating voice-commerce apps 

• Delivery to Amazon Alexa and Google Home 

• Interfaces with Spotify, WooCommerce, 
Magento and others 

• Makes it easier for retailers to get into voice 
commerce 

 
 
 
 
 
 
 
 

PROBLEM 
More than a fifth of Germans have a smart speaker 
such as Amazon Alexa or Google Home (Beyto). If you 
also include the assistants installed on computers and 
smartphones, the share is much higher. So 55% of 
Germans regularly or occasionally use a voice 
application (Beyto). Shopping by voice application, 
however, is less common. Only 6 % of Germans 
regularly make purchases using voice assistants, 12 % 
occasionally or rarely. One reason for this may be a 
lack of available voice apps. Retailers who want to 
implement voice commerce not only need a suitable 
app for the respective assistance system. They also 
have to link this to their respective merchandise 
management system. 

 

 

 
 
 

SOLUTION 
Blutag is trying to reduce the expense of developing 
voice commerce apps with the help of a Software-as-a-
Service platform. Retailers can create their own voice 
commerce apps with Blutag’s help. Among others, the 
app offers the following voice functions: Product search 
and ordering, delivery notifications, parcel tracking, 
advertising campaigns, messages about goods being 
available again, management of subscriptions. The 
apps can be provided via the Amazon Alexa and 
Google Home app stores. The apps can be connected 
via standard interfaces to shop systems such as 
WooCommerce, Shopify, Magento and BigCommerce. 
Programming of individual interfaces can also be 
ordered. In this way Blutag is lowering the entry hurdles 
in voice commerce. 
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Images: xCircular

• Advanced user experience solution that reduces the time-to-purchase of products online

• Aesthetic and compact view of all products per department, section and Product Type - same as in a
physical store UX.

• Responsive design for any size screen maintaining full number of shelves per screen's height

• Modular architecture and API that can display search results on shelves

XC Digital Shelves

from xCircular Ltd.

PROBLEM
The problem that this innovation solves is that
despite progress made in e-commerce, over 70% of
retail purchases are still done in physical stores. The
shopping experiences in online stores are often sub-
optimal, confusing, time-consuming, and deterring
potential shoppers from buying online. The problem
is important for retailers as their efforts to shift
more consumers and more sales to online do not
meet their targets and have been continuously
delayed. The problem is also important for
consumers who often think that navigating web
shops and finding what they want is still slow, error
prone and quite frustrating. Companies rush to
build wen shops with conventional workflows but
once these online shops enable users to purchase
there are limits in how to search products, navigate
the site and complete the purchase what leaves
many users frustrated or hesitant to use the service
again. XCircular believes that to bring the 70% of
the audience that still shop in stores to the online
stores, a new shopping experience is required. We
believe that is the new digital solution is a familiar
one from the real store environment, its adoption
would be natural and popular.

SOLUTION
XCircular's solution brings a user experience that is
very similar to the purchasing experience in a
physical Retail or Wholesale store, hence making
web shops more accessible for audiences that
currently refrain from buying online. Users can
basically see entire departments of products at once
and by swiping up and down the department they
can quickly collect their desired products to their

cart and checkout. Non-technical users and elderly
people find the new experience much more intuitive
to access and use. All users save significant time
and errors during their shopping experience what
turns them into more loyal customers. On a grocery
shopping list of 30 items, searching and creating the
shopping list would be up to 80% faster using
XCircular's solution, and it's not only about speed.
The tools for embedded relevant advertising, related
products display, personalized coupons and
aesthetic product related displays create a new
attractive experience anyone can connect to. The
innovation of XCircular’s solution is our patented
technology of efficiently creating large clusters of
product images to quickly display all at once within
their families and product types. It’s a combination
of Computer Graphics, Content Taxonomy and new
web technologies. Implementation varies in the
spectrum between companies that can implement a
complete display of their large stores with tens of
thousands items on their web site and online stores
that only display a search result of products
arranged on a single shelf. This innovation is
currently in implementation with the leading retailer
in Israel. The cost of implementation depends on
the size of the stores and includes developing
interfaces to IT systems to pull price and availability
data into the store. Retailers achieve 3 major
benefits: 1. Reaching more shoppers who expect a
simpler shopping experience 2. Expanding the
average size of consumers’ shopping baskets 3.
Growing Sales.

Text: xCircular

Web: www.xcircular.com

Contact: Uri Levy,
uri.levy@xcircular.com
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Sources

Rüschen/Schumacher 2022: Smart Stores 24/7 - Eine Nische etabliert sich, Heilbronn

store. In the store, Artificial Intelligence recognises
which items the customer takes from the shelves
with the help of cameras and weight sensors. Once
the customer has all their items, they can leave the
shop without actively paying. The goods they take
with them are charged to the payment method
saved in the app.

Self-checkout: Customers have to scan the items
themselves at a self-checkout or using a
smartphone app and pay using a payment method
saved to a customer account or with an EC or credit
card.

Hybrid solutions: These are characterised by the fact
that they use the self-checkout system as an
alternative payment method or to extend the
opening hours while the shop is also staffed at
selected times.

Automated boxes are dispensing machines that
differ in terms of the type of picking and dispensing
of the goods:

Automatic picking: Here, the customers can select
the goods in an app or at a terminal, which are then
picked by robotics, a grab arm or traditional
machines and given to the customer in a dispensing
drawer.

Grab & Go machines: Glass refrigerators are used
that can only be opened by presenting an EC/credit
card or a customer card. After opening, AI
recognised the products taken using weight sensors
and/or cameras. These are then charged to the
payment method presented.

Vending machine shops: For vending machine
shops, several traditional vending machines are
combined in a shop to expand the range.

Traditional vending machines: Traditional vending
machines are a kind of automated box with a very
limited range.

Übersicht Smart Stores in Deutschland: Rüschen/Schumacher 2022, S. 5

5 Five features of Smart Stores 24/7*

• Unattended (automated self service)

• Open 24/7

• Cashless

• Tiny (generally 100–200 m²)

• Identification required

*Exceptions prove the rule

Introduction

Smart Stores 24/7

Sources

EHI Retail Institue GmbH 2021: EHI-Studie untersucht Personalsituation im deutschen Einzelhandel. https://www.ehi.org/news/personal-dringend-gesucht/

PROBLEM
The retail sector is affected by the shortage of
labour and has difficulties finding enough staff,
especially in shops (EHI Retail Institute GmbH 2021).
Among other things, this has been leading to a
decline in retailers on the ground, especially in rural
areas, and a decline in basic supply of everyday
essentials close to home.

In addition to this gap in supply, working hours that
clash with the opening hours of shops and long
queues at the checkouts have a negative impact on
the shopping experience.

SOLUTION
Smart Stores 24/7 are small businesses that are
generally 100 to 200 m² and can be operated
without staff.

Because of their size, they can be set up in lots of
different places. Smart Stores in the form of
containers can flexibly change location and do not
require any existing retail space. As the stores can
be operated without staff, payment must be either
automatic or

performed by the customers themselves at a self-
checkout. An automated self-service system is
required where mostly only cashless payment is
possible for the sake of simplicity. Stores with

automated checkouts (Grab & Go) make it possible
to leave the store without actively paying using AI.
This makes it more comfortable for the customer
(frictionless shopping).

Because the stores can be operated without any
staff, they are open around the clock (24/7). In
addition to this, the stores can be opened at
locations where it would not be viable to operate
them with a cashier.

For security reasons (theft prevention), prior
registration by the customers with the operator is
necessary/useful.

CONCEPTS
Smart Stores that are open 24/7 can be divided into
two categories with further subcategories.

In walk-in stores, customers can take the goods
from the shelves as usual. Only the payment
method differs:

Grab & Go: Customers register before shopping in
an app that they use as identification at the
entrance to the



Aldi Nord Shop & Go
Go 

Boxy 

113 114 

• Products are recognised by AI (cameras 
and weight sensors) (Grab & Go 
Technology) 

• Use of coffee machines, orange presses and 
deposit machines is automatically recognised by 
IoT and assigned to the customer 

• Technology partner: Trigo 

• Location: Utrecht (NL) 

• Recognition of products by AI (cameras and 
weight sensors) 

• Stores in recycled shipping containers 

• Technology partner: Storelift 

• Location: Paris and surrounding area (F, 27 
boxes) 

Boxy: https://www.getboxy.co/en (01/08/2022) 

The Aldi Nord Shop & Go was opened in July 2022 in 
Utrecht (NL). The store with the Grab & Go principle 
works with the technology provider Trigo. In addition to 
a range of 1,400 items, in an area of 370 m² customers 
can find a self-service coffee machine, machines that 
press fresh orange juice and a deposit machine. 

Before shopping, customers have to register on the 
accompanying app and set up a payment method. They 
can then enter the store by scanning a QR code from 
the app. In the store, the customers can take the 
desired products from the shelves and pack them 
straight away. Artificial Intelligence that works with 
cameras and weight sensors recognises the packed 
products and assigns them to a digital shopping trolley. 
The use of coffee machines or the deposit machine is 
also automatically recognised using the Internet of 
Things. When leaving the store, the QR code in the app 
must be scanned again. Then the customer's digital 
shopping trolley is paid for in the app using the payment 
method provided. The customer does not have to 
actively pay. 

Aldi Nord Shop & Go in Utrecht: https://www.aldi-nord.de/unternehmen/presse/ 
dank-kuenstlicher-intelligenz-aldi-testet-kassenlosen-markt-in-utrecht.html 
(01/08/2022) 

The store is not open 24/7 and therefore had normal 
opening hours from Monday to Sunday. There are 
always staff in the store who are needed for age 
checks when buying alcohol, for example. Alcoholic 
drinks are in a separate area of the shop that has to 
be opened by staff. 

Web: https://www.aldi.nl/supermarkt.html/l/utrecht/
lange-viestraat-2/3433681 

Boxy is a convenience store and works using Grab & 
Go technology. The French start-up operates its stores 
in the form of recycled 15 m² shipping containers and is 
therefore very flexible regarding choice of location. The 
technology behind the boxes was developed by the 
Storelift company itself. The containers and the 
technology were developed entirely in France. Inside 
the boxes, 250 to 300 different products are on offer. 

To use the stores, an accompanying app is required 
with which a QR code can be created. Customers can 
use this to enter the shop. AI can track the customer's 
shopping using weight sensors in the shelves to 
recognise the products they pick up and perhaps put 
back and cameras in the ceiling that follow the position 
of the customer in the shop. Upon leaving the store, 
the customer is automatically charged for their 
shopping via the app. 

There are now 27 pink container locations in the city 
of Paris and the surrounding areas. 

Web: https://www.getboxy.co/en 

Sources 

https://www.lebensmittelzeitung.net/tech-logistik/nachrichten/aldi-shop--go-aldi-nord-startet-kassenlosen-store-in-utrecht-166212 

Sources 

Boxy: https://www.getboxy.co/en 
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Combi City Combi 24/7
24/7 
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• Extension of the regular opening hours through 
automatic operation with self-checkout (hybrid) 

• Broad selection with 8,000 items 

• Age checks for purchasing alcohol during 
autonomous operation 

• Technology partner: Wanzl 

• Location: Emden 

Combi City in Emden uses the self-checkout to extend 
its opening hours. The 550 m² store is usually staffed 
from 8 am to 6 pm. Between 6 am and 8 am and 6 pm 
and 11 pm, customer can enter the shop by 
registering with their bank or customer card at the 
entrance. They can then shop as usual and use the 
self-checkout to pay (cashless), which is available for 
use as an alternative method of payment during 
normal operation. In order to leave the store, a QR 
code on the till receipt then has to be scanned. 

Fresh baked goods and alcoholic beverages are also 
sold in automated operation. In order to ensure age 
checks, the alcoholic drinks are in a separate area 
whereby the customers have to present their ID or 
driving licence at a cabinet to go in. 

The access technology for the entire store is provided 
by the company Wanzl. 

Web: https://www.combi.de/marktauswahl/City-
Emden 

Example: Combi City in Oldenburg: https://www.combi.de/marktauswahl/Combi-
City (01/08/2022) 

• Expands the Combi City offering to 24/7 opening 
hours 

• Picking machine with grab arm 

• Technology partner: Knapp (KHT GmbH) 

• Location: Oldenburg 

Combi 24/7 is a picking machine and is in Oldenburg 
right next to a Combi City. It is accessible to 
customers around the clock and has over 500 items, 
which the customers can select from the machines at 
a terminal. After selecting, a grab arm in the storeroom 
picks the desired products fully automatically, which 
are transported to a dispensing drawer by conveyor 
belt. The customers can then take the goods from 
there. Payment at the machines is cashless by EC or 
credit card. 

The Combi 24/7 expands the offering of the adjoining 
Combi City, which is designed for freshness and 
convenience. 

There are further plans to link the dispensing 
machines to the Combi e-commerce platform so that 
customers can place their order in advance online. 

The Combi 24/7 picking machine is provided by the 
company Project Retail CX by Knapp (KHT GmbH). 

Web: https://www.combi.de/marktauswahl/City-
Emden 

Combi 24/7 in Oldenburg: https://www.combi.de/marktauswahl/Oldenburg-
Automat (01/08/2022) 

Sources 

Combi City: https://www.lebensmittelzeitung.net/handel/storechecknews/combi-im-emden-autonomes-einkaufen-im-city-format-161971 

Sources 

Combi 24/7: https://www.combi.de/Combi-24-7 

Combi 24/7 in LZ: https://www.lebensmittelzeitung.net/handel/storechecknews/Combi-City-in-Oldenburg-Automatisch-naeher-dran-147595 
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http://www.lebensmittelzeitung.net/handel/storechecknews/Combi-City-in-Oldenburg-Automatisch-naeher-dran-147595
http://www.lebensmittelzeitung.net/handel/storechecknews/Combi-City-in-Oldenburg-Automatisch-naeher-dran-147595


Convini Emma’s Tag und Nacht 
Markt 

117 118 

 

 

• Purchases captured using weight sensors 

• Locations: c. 300 mainly in offices to cater for 
employees 

 
 
 
 
 
 

 
Convini is a refrigerator according to the Grab & Go 
principle. It works like a glass refrigerator that can be 
opened by presenting a customer card. At selected 
locations, the cabinet can also be opened using a 
credit card or mobile payment. 

After opening the cabinet, customers can take the 
desired products out of the cabinet and put them back 
again if they decide against them. As soon as the 
refrigerator door closes again, the products taken are 
charged to the previously presented customer card or 
bank card. 

The products taken are recognised using weight 
sensors. 

Web: https://convini.de/ 

 

 
Convini Kühlschrank: https://convini.de/ (01/08/2022) 

• 24/7 store with self-checkout in its own 
container 

• The community participates in the store 

• Technology partner: Emma’s Tag und Nacht 
Markt 

• Locations: Three locations in Thüringen (seven 
further locations are being implemented) 

 
 

Emma’s Tag und Nacht Markt is a 24/7, walk-in store 
where customers can find c. 1,200 products. After they 
enter the shop using their customer card and a PIN, 
the customers can do their shopping and scan the 
items themselves at a self-checkout. This is then paid 
for by EC or credit card. 

The markets are mostly located in rural areas. The 
respective communities where the markets are 
opened participate in the Emma’s Tag und Nacht 
Markt project and co-finance it. After a period of 20 
years, ownership of the store is automatically 
transferred in full to the municipality. The markets 
therefore offer the opportunity to ensure local supply 
in rural areas and enable the communities to influence 
the development of their locality. 

Web: https://www.tagundnachtmarkt.de/ 

 

 
Emma’s Tag und Nacht Markt: https://www.tagundnachtmarkt.de/galerie 
(01/08/2022) 

 
 
 
 
 
 
 
 
 
 
 
 

 
Sources 

 

Convini: https://convini.de/ 

Sources 
 

https://www.tagundnachtmarkt.de/galerie 

http://www.tagundnachtmarkt.de/
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Foodji Josefs Nahkauf Box (Rewe) 

119 120 

 

 

• Fresh, wholefood meals and snacks 

• Entirely contactless ordering by app possible 

• Locations: mainly workplaces, hotels, educational 
facilities, airports and train stations 

 
 

 
Foodji is a modern dispensing machine for fresh and 
healthy meals to heat up, snacks such as filled 
bagels, sandwiches and wraps as well as beverages. 

Customers can select the desired meals on a 
touchscreen right on the machine. There is also the 
option of reserving products for six hours by app and 
then collecting them at the desired time. Foodji 
products can also be purchased entirely contactessly 
by app. Payments are made by EC or credit card or 
by mobile payment. 

The Foodji vending machine is connected to a Cloud 
that makes it possible to precisely predict demand at 
a location and to thus reduce waste through 
intelligent planning. 

Because of the closed construction, the vending 
machine offers theft protection and the highest 
hygiene standards as customers can only touch the 
products they have bought. 

Web: https://www.foodji.com/ 

 

 
 

Foodji-Automat: https://www.foodji.com/#products (01/08/2022) 

• 24/7 store with self-checkout 

• Rollout via independent REWE retailers possible 

• Technology partner: Storebest 

• Location: Pettstadt 
 
 
 
 

Josefs Nahkauf Box is a 39 m² walk-in store that is 
intended to ensure local supply in rural areas. Using 
EC or credit cards, customers gain access to the store 
where they can find a range of c. 700 items to meet 
their daily needs. In the store, they can take the 
desired items from the shelves and then scan them at 
the self-checkout. This is then paid for cashlessly by 
EC or credit card. 

Josefs Nahkauf Box is accessible every day around the 
clock and, with its unattended mode of operation, offers 
small municipalities where there are no more food 
retailers the opportunity to ensure that the basic 
essentials are available. For independent Rewe sellers, 
it offers the chance to operate Nahkauf Box as an 
extension of the existing market. This means that rapid 
multiplication in Germany is conceivable. 

Web: https://www.nahkauf.de/nahkauf-box 

 

 

Josefs Nahkauf Box: https://www.nahkauf.de/nahkauf-box (01/08/2022) 

 
 
 
 

Josefs Nahkauf Box innen: https://www.nahkauf.de/nahkauf-box (01/08/2022) 

 
 
 
 
 
 
 

 

Sources 
 

Foodji Produkte: https://www.foodji.com/#products 

Sources 
 

Josefs Nahkauf Box: https://www.rewe-group.com/de/presse-und-medien/newsroom/stories/konzept-test-zur-nahversorgung-nahkauf-eroeffnet-ersten-walk-in-store/ 
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Kübler Go Latebird 
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• 24/7 store (initially with self-checkout; from 
late summer 2022 with Grab & Go) 

• Teaching an AI during ongoing operation at 
the self-checkouts 

• Combination with online shop 

• Technology partner: Walkout Technologies 

• Location: Stuttgart 

 
Kübler Go is a 24/7 walk-in store that opened in July 
2022. It is in an urban location and has its own meat 
products, delicatessen, organic fruit and veg, alcoholic 
beverages and toiletries in the range. It is operated 
without sales staff. Metzgerei Kübler is the operator. 

The store can be entered by scanning a QR code from 
the accompanying app or by using an EC card. After 
the customer has taken the desired products from the 
shelves, they have to be scanned at a self-checkout 
and paid for cashlessly. In addition to EC and credit 
cards, mobile payment is also possible. 

While scanning the products at the self-checkouts, AI 
that is to recognise the products automatically from 
October 2022 is being trained so that payment 
according to the Grab & Go principle will also be 
possible. 

In addition to this, there is also an online shop behind 
Kübler Go with over 3,000 items that went online in 
2020. The products are also picked at the Kübler Go 
branches and can be collected from there or shipped 
within Germany. 

Web: https://kueblergo.de/ 

 

 

Kübler Go: https://kueblergo.de/pages/24-7-shop-in-stuttgart (01/08/2022) 

• Automatic, unattended and fully 
automated 24/7 shopping system 

• Internationally patented supermarket in a 
container 

• Combination of proven technologies 

• Storage of up to 650 products with a maximum of 
more than 9,000 items in 14 temperature zones 

• Automated expiration date management, goods 
issue by sensitivity (weight, size, fragility), high 
hygiene standards, e.g., UV-C light for disinfection 

• Location: From September 2022 in Oberhausen 

The autonomous and fully automated LateBird 
shopping system is unique on the market. Here, proven 
technologies are intelligently combined to enable fast, 
frictionless shopping and receipt of goods. The 
consumer only comes into contact with the goods they 
have ordered. Theft by customers is 100 % excluded. 
LateBird can be operated around the clock without any 
staff. Using this container (or alternatively an in-house 
solution), the shop can extend its sales floor and 
opening hours. LateBird houses system cabinets that 
are filled with the products. These can accommodate 
temperature zones from minus 21 degrees (for frozen 
products) to plus four degree cabinets (for chilled 
beverages) to 41 degree cabinets (for warm baked 
goods). Up to 650 different products and up to 9,000 
items can be stored here. Commissioning of the first 
LateBird (which will be operated under the brand name 
of the shop) is planned for September 2022. The 
original type of LateBird is a container measuring 12 x 3 
x 3 m. It required a set-up area of 36 m². Because of 
the size, it qualifies as a kiosk and therefore only  

 

 
 

Latebird: Submission by the company 

requires minor set-up permits. In this form, the shop is exempt 
from the deposit return obligation. For the version with a 
mobility ramp, a set-up area of c. 50 m² is required. The total 
weight of the container is c. 16 t. As infrastructure, a power 
supply line (400 volt/32 amp) and an (optional) Ethernet line 
are required. Equipment with the option of LTE connection is 
available as standard in the LateBird. 

Advantages of Latebird: Cost reduction, revenue 
potential, customer loyalty # Expansion of the sales 
floor without complex building permit procedures # 
Extension of opening hours to 24/7 # No additional 
sales staff necessary # Flexible integration into 
operative processes already in use (for example IT, 
logistics, stuffing, ERP) # Theft of goods by customers 
is impossible # Fastest collection of purchased 
products within just one or two minutes after placing 
the order through a fully automated internal dispensing 
system # Highest hygiene standards in both the 
product and customer areas. 

Additional services on the part of LateBird (optional):  
# LateBird design (in the operator's corporate design) 
# Location planning and architectural services for in-
house solutions # White label consumer app and 
much more. 

 
Sources 

 

Kübler Go: https://kueblergo.de/ 

Instagram Kübler Go: https://www.instagram.com/kueblergo/ 

Sources 
 

Latebird: https://www.mylatebird.de/veroeffentlichungen/ 

POS Technology + Ladenbau, Issue 4/2022 “Der Supermarkt im Container revolutioniert den Einkauf” Lebensmittelzeitung, 

03/03/2022 “Lekkerland + Latebird starten Pilot” 

Westfalen-Blatt, 02/03/2022 “Im Container steckt ein automatisierter Supermarkt” | stores + shops, 01/03/2022 “Best of Technology: Die reta awards 2022” 

http://www.instagram.com/kueblergo/
http://www.instagram.com/kueblergo/
http://www.mylatebird.de/veroeffentlichungen/
http://www.mylatebird.de/veroeffentlichungen/


Livello Rewe Pick&Go 
Pick&Go 

123 124 

• Refrigerator with Grab & Go technology 
(weight recognition) 

• Location: Office building 

Livello sells dispensing machines that operate based 
on the Grab & Go principle in order to improve 
catering in the workplace. They work like a glass 
refrigerator whose doors can only be opened by 
presenting an EC/credit card or using the Livello app. 
In some locations, opening and payment also work 
using employee or customer cards. 

The customers can simply take the desired products 
after they open the cabinet. The machine works using 
cameras and weight sensors to identify the products 
taken. After closing the fridge, the customer’s 
purchase is charged to the payment method saved 
beforehand. 

Contactless payment is possible by EC or credit card 
or by mobile payment. 

The machines mainly contain convenience products 
and beverages and can hold up to 720 cans per 
refrigerator, for example. 

Missing products can be automatically reordered as 
needed through constant monitoring of the range. 

Web: https://www.livello.com/ 

Livello machine: https://www.livello.com/technologies (01/08/2022) 

Livello features: https://www.livello.com/technologies (01/08/2022) 

• Grab & Go as an alternative payment method 
in addition to normal checkouts 

• AI and sensor fusion 

• Technology partner: Trigo 

• Locations: Cologne (from late summer: Berlin) 

Rewe Pick&Go is a walk-in store according to the 
Grab & Go principle in Cologne city centre. 

To use the Grab & Go offering, you need the Rewe 
Pick&Go app, where you have to enter contact data 
and save a credit card at the beginning. When 
entering the store, the customers who want to use 
the offering have to scan the QR code from the app 
at the entrance. They can then shop as usual in the 
shop. 

Cameras in the ceiling and weight sensors in the 
shelves identify which products were packed. After 
shopping, customers who use the technology can 
leave the shop without scanning the QR code again 
and without waiting at the checkout. The shopping is 
then charged to the credit card saved in the app. 

The technology behind Grab & Go is provided by 
Trigo. 

From late summer 2022, a further Rewe Pick&Go is to 
be opened to the public in Berlin. Charging by weight 
instead of unit prices for fruit and veg is to be tested 
here. 

Web: https://www.rewe.de/service/pick-and-go/ 

Rewe Pick & Go in Berlin: https://mediacenter.rewe.de/pressemitteilungen/rewe-
pick-and-go-berlin (01/08/2022) 

Sources 

Livello: https://www.livello.com/technologies 

Sources 

Rewe Pick&Go Funktionsweise: https://www.rewe.de/service/pick-and-go/ 

Rewe Pick&Go FAQ: https://www.rewe.de/service/pick-and-go/faq/ 

Rewe Pick&Go Berlin: https://mediacenter.rewe.de/pressemitteilungen/rewe-pick-and-go-berlin 
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Roberta Goods
Goods 

Tante Enso
ENSO 

125 126 

• Combination of automatic picking and self-scanning 
of fresh products 

• Technology partner: Smark 

• Location: Stuttgart (x2) 

Roberta Goods is a 24/7 walk-in store that combines 
the use of a picking machine and self-scanning of 
fresh products. To date, there are two locations in 
Stuttgart city centre. The stores comprise of a range of 
c. 300 everyday essential such as convenience 
products, fruit and veg, baked goods, cook boxes and 
food bundles. 

The customers can select the products in store using a 
terminal that the machine picks. A grab arm then puts 
the selected products together in the storeroom and 
gives them out at a dispensing drawer. Fresh 
producers such as fruit, veg or baked goods cans be 
taken from open shelves in the store and have to be 
scanned at the terminal. There is also a coffee machine 
in the store. The desired coffee drink can also be 
selected and paid for at the terminal. All of the selected 
products – whether picked by the machine or self-
scanned – can be paid for by EC or credit card at the 
terminal. 

An app is also to be launched that makes it possible to 
put together and order products on your mobile phone. 

The picking machine in the stores is provided by Smark. 

Web: https://www.robertagoods.de/home 

Sources 

Roberta Goods: https://www.robertagoods.de/about 

How Roberta Goods works: https://www.robertagoods.de/how-to 

Roberta Goods: https://www.robertagoods.de/home (01/08/2022) 

• Payment methods: Cash payment, 
chargeable customer card, EC/credit card 

• Co-ownership by the municipality through a 
cooperative 

• Connection to online supermarkt myEnso, which 
makes deliveries possible 

• Partially staffed (hybrid) 

• Locations: Ten in Germany (a further 24 in 
planning) 

Tante ENSO uses a hybrid solution to make stores 
accessible 24/7. The shops are usually staffed on 
workdays for four to seven hours. Outside of these 
times, the stores can be entered using a customer 
card. 

After entering the shop, the customers can choose from 
2,500 to 3,000 food and toiletry products. 

During staffed hours, you can pay at normal checkouts 
or around the clock at the self-checkouts where you 
have to scan the individual products yourself. The 
customer card needed to enter the store when it is 
unattended can also be used as a means of payment 
because credit can be uploaded to it. In addition to this, 
you can also pay by EC or credit card or with cash. 

What is special about this concept is that the 
communities can apply for a Tante ENSO in their 
location themselves. Founding a cooperative with at 
least 300 participants in a Tante ENSO leads to an 
obligatory opening and the participants can contribute 
to the design of the store. 

The Tante ENSO stores are also linked to the online 
supermarket MyEnso, which makes food delivery to the 
door possible. 

Sources 

Tante Enso: https://www.myenso.de/content/tanteenso 

Tante ENSO Schwiegershausen: https://www.myenso.de/content/blog/2022/04/ 
eroeffnung-in-schwiegershausen (01/08/2022) 

Tante ENSO Idee: https://www.myenso.de/content/tanteenso/die-idee-von-tante-
enso (03/08/2022) 

Web: https://www.myenso.de/content/tanteenso 

http://www.robertagoods.de/home
http://www.robertagoods.de/home
http://www.robertagoods.de/about
http://www.robertagoods.de/about
http://www.robertagoods.de/how-to
http://www.robertagoods.de/how-to
http://www.robertagoods.de/home%20(01/08/2022)
http://www.robertagoods.de/home%20(01/08/2022)
http://www.robertagoods.de/home%20(01/08/2022)
http://www.myenso.de/content/tanteenso
http://www.myenso.de/content/blog/2022/04/
http://www.myenso.de/content/tanteenso/die-idee-von-tante-
http://www.myenso.de/content/tanteenso
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• Combination of traditional vending machines 
to increase the range on offer 

• 38 vending machines; 30 different operators 

• Regional items and suppliers 

• Location: Freiburg (main train station) 

The TWENTY47 is a vending machine shop that is 
open around the clock at Freiburg Main Train Station. 
It relies on dispensing products using conventional 
vending machines. In order to expand the limited 
range of a vending machine, a total of 38 vending 
machines from c. 30 different operators are used here. 
This means that the vending machine shop offers a 
range with a total of c. 300 different products. 

What is special about this concept is the extensive 
range of local and regional items on offer (e.g. Stefans 
Käsekuchen). There is also a pizza machine in the 
vending machine shop and a salad vending machine 
from Bonduelle, as well as an Amazon collection point. 

You have to pay for your purchases at each vending 
machine individually. 

Web: https://www.marktplatz247.de/ 

Martkplatz TWENTY47: https://www.marktplatz247.de/GALERIE/ (01/08/2022) 

• Picking by robot arm (known from the 
automotive industry) 

• Reservation of products possible by web browser, 
no app necessary 

• High item capacity through compact, 
automated storeroom 

• Locations: Nersingen, Theley (four more in 
development) 

VPS-Roberta is a picking machine that uses a robot 
technology known from the automotive industry. The 
individual products are sucked up by a triple-jointed 
robot arm and transported to a dispensing drawer. 

The VPS-Roberta robotics are operated in Nersingen 
by Metzgerei Klein. In August 2022, Friedas24 in 
Theley also opened an automated box equipped with 
VPS-Roberta. Four more shops with this robot are 
currently in development. It can be installed in the 
existing building or free-standing. The compact, 
automated storeroom means that this automated box 
has a comparatively large load capacity. 

The VPS-Roberta in Nersingen has capacity for 
5,600 items and is accessible 24/7. Customers can 
select the products they want at a terminal in front of 
the machine. The robot arm then picks the products 
and transports them to the dispensing drawer. You 
can pay directly at the terminal by EC/credit card or 
mobile payment. It is also possible to reserve 
products in advance via web browser. There is no 
need to download an additional app. 

Web: http://vps-roberta.de/ 

VPS-Roberta der Metzgerei Klein in Nersingen: http://vps-roberta.de/metzgerei-
klein/ (01/08/2022) 

VPS-Roberta: http://vps-roberta.de/vps-stores/ (01/08/2022)

Sources 

Marktplatz TWENTY47: https://www.marktplatz247.de/STARTSEITE/ 

Sources 

VPS-Roberta: http://vps-roberta.de/ 

VPS-Roberta Stores: http://vps-roberta.de/vps-stores/

VPS-Roberta Metzgerei Klein: http://vps-roberta.de/metzgerei-klein/ 

http://www.marktplatz247.de/
http://www.marktplatz247.de/GALERIE/%20(01/08/2022)
http://www.marktplatz247.de/GALERIE/%20(01/08/2022)
http://vps-roberta.de/
http://vps-roberta.de/metzgerei-
http://vps-roberta.de/vps-stores/(01/08/2022)
http://www.marktplatz247.de/STARTSEITE/
http://www.marktplatz247.de/STARTSEITE/
http://vps-roberta.de/
http://vps-roberta.de/vps-stores/
http://vps-roberta.de/metzgerei-klein/


Würth24
4 

Zappka 24/7
24/7 
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• Self-checkout in the non-food area 

• Extension of opening hours through self-
checkout 

• Purchase on account without having to save a 
payment method in advance 

• Technology partner: Wanzl 

• Locations: 30 in Germany 

With Würth24, Würth uses the self-checkout to 
extend its opening hours for customers. 

The shops are staffed up until 6 pm. Anyone who 
still wants to shop after closing must be a registered 
Würth customer and requires the Würth app to 
generate a QR code to open the shop. 

They can shop as usual in the store. The range that 
is accessible after closing comprises c. 4,500 
products. When they have finished shopping, the 
selected goods have to be placed on a checkout 
conveyor belt. They are automatically captured there 
using a scanner. 

Upon leaving the store, the customer receives a 
delivery docket for the purchased goods. The 
amount is then charged to the customer. 

By extending its hours to 24/7 opening, Würth is one 
of the few providers in the non-food sector to do so. 

Web: https://www.wuerth.de/web/de/awkg/
niederlassungen/wuerth24_niederlassungen/
wuerth24.php 

Würth24: https://www.wuerth.de/web/de/awkg/niederlassungen/ 
wuerth24_niederlassungen/wuerth24.php (01/08/2022) 

• 24/7 convenience store with Grab & Go 
technology 

• Technology partner: Aifi 

• Locations: 50 in Poland and one in Germany 

Zappka 24/7 are the smart stores from the 
convenience retailer Zappka in Poland. Zappka works 
with Aifi as a technology partner and, with 51 stores in 
Europe, is the biggest provider to date of the Grab & 
Go walk-in concept. 

The stores comprise a range of c. 450 to 1,500 
different products, depending on size. 

To enter the stores, customer either need an app 
with which they can generate a QR code or a bank 
card. In the store, the customers can simply take the 
goods from the shelves and pack them. Artificial 
Intelligence recognises the packed products using 
cameras and weight sensors and charges them to 
the payment methods saved in the app or the bank 
card presented. 

Web: https://www.zabka.pl/zappka-store 

Zappka 24/7 https://aifi.com/case-studies/zabka/ (01/08/2022) 

Sources 

Würth24: https://www.wuerth.de/web/de/awkg/unternehmen/magazin/ 
article.php?article=63936&type=article#:~:text=Um%20Zugang%20zur%20W%C3%BCrth24%20Niederlassung,iPhone%20und%20Android%2DSmartphone%20erh%
C3%A4ltlich. 

Sources 

Zappka: https://www.presseportal.de/pm/161120/5125793

Aifi: https://aifi.com/case-studies/zabka/ 

http://www.wuerth.de/web/de/awkg/
http://www.wuerth.de/web/de/awkg/niederlassungen/
http://www.zabka.pl/zappka-store
http://www.wuerth.de/web/de/awkg/unternehmen/magazin/
http://www.presseportal.de/pm/161120/5125793
http://www.presseportal.de/pm/161120/5125793
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Overview 
Model/ 
Supplier Special Features Supplier website 

Carper Cameras no yes yes n/a yes yes yes yes yes yes 

Large image database, so only a few 

items still have to be trained (only 

applies for North America) 

https://www.caper.ai/ 

Cust2Mate Scanner no yes yes yes yes yes n/a yes yes n/a 
Search for products on the touchscreen 
and then the instore navigation 

https://www.cust2mate.co
m/ 

Dash Cart 

(Amazon) 
Cameras no yes yes yes yes yes yes yes no n/a Integration of Alexa shopping list 

https://www.amazon.com/

b?ie=UTF8&node=2128911

6011 

Easy Shopper Scanner no yes yes yes yes yes n/a no no no Barcode scanning instead of image 
recognition 

https://www.easy- 
shopper.com/de 

Expresso Scanner no no no no n/a n/a n/a no no no  https://smartshopper.comp
any/ 

Flow. Cameras yes n/a n/a n/a yes yes no no no no  https://www.shopandflow. 
com/ 

Imagr Cameras yes yes yes n/a yes yes no no no no 
Solution to train image recognition quickly 

https://www.imagr.co/en 

Nomitri 
Scan by 

Smartphone 
yes yes yes yes yes yes no no no no 

Hardware just consists of a mobile phone 

holder, therefore very low 
investment cost 

https://www.nomitri.com/d

e/ 

Shopic Cameras yes n/a n/a n/a yes yes yes no yes yes 

Scanner unit can be removed. The trolley 

can then be taken to the car. Simple 

charging. 

https://www.shopic.co/ho

me/ 

SmartShopper Scanner no no no no planned planned n/a no no no 

Check that all items have been scanned 

correctly using an integrated scale. 

Currently, 
payment is only possible at the checkout. 

https://smartshopper.comp

any/ 

Tracxpoint Cameras no n/a n/a n/a yes yes yes no yes yes 

Notification of employees in the event 

of errors 

Voice navigation 
https://tracxpoint.com/ 

Veeve Cameras no ye
s 

ye
s 

n/a ye
s 

ye
s 

no yes no no 

Employees have access to their own tablet 

on the trolley and can therefore help 

quickly in the event of problems 

https://veeve.io/index.html 

Smart Carts 

• Shopping trolleys automatically scan everything that is put in or taken out 

• Instore navigation 

• Personalised product offers 

• Payment at the trolley or by app, no waiting time at the checkout 

PROBLEM 
Everyday food shopping should be simple, fast and 
convenient. Because so-called convenience has a 
decisive influence on the choice of shopping location 
and customer satisfaction. For this reason, there are 
numerous approaches in food retail to simplifying the 
payment process at the checkout or completely 
eliminate it. A further problem for the customer is 
searching for goods. Numerous providers are currently 
trying to solve this problem with smart shopping 
trolleys. 

SOLUTIONS 
The solution approaches of the providers are in part 
very similar. Cameras are usually used to capture 
what 

of the goods. Some trolleys have an integrated scale 
whereas with other, the customer has to weigh the 
goods at a stationary scale and scan the printed label 
at the shopping trolley. All shopping trolleys show 
what is in the trolley on a screen. The value of the 
goods in the trolley is also displayed. 

Some solutions also offer a navigation function. 
Customers can search for items and the trolley shows 
them the route to the corresponding shelf. 
Alternatively, for example, shopping lists can be 
transferred to the trolley via the customer app, which 
then plans the route and shows the way around the 
shop. 

In addition to this, the trolleys offer the possibility of 
drawing the customer’s attention to interesting offers 
and purchasing complementary products. The 
suggestions can be based on the customer profile or 
the items in the trolley or can be exported depending 
on the location of the trolley. 

Table: Smart shopping trolleys 

customers put in the shopping trolley and what they 
take out again. The camera captures the item by image 
recognition. That means that the barcode of the item 
does not have to be scanned, which is easier and more 
convenient for the customer. However, the system has 
to first be trained to recognise each individual item. 
This is complicated and laborious for the retailer. If 
there are items in the range that the cameras do not 
recognise, the trolley asks the customer to scan the 
barcode of 

Sources 

Caper: https://www.caper.ai/ 

Dash Cart (Amazon): https://www.amazon.com/b?ie=UTF8&node=21289116011

Easy Shopper: https://www.easy-shopper.com/de 

Flow.: https://www.shopandflow.com/ 

Imagr:   https://www.imagr.co/en 

Shopic: https://www.shopic.co/home/ 

Tracxpoint: https://tracxpoint.com/ 

Veeve: https://veeve.io/index.html 

Finally, in addition to Nomitri, who make the shopping 
trolley “intelligent” using the customer's smartphone, 
the candidates for the Retail Innovation Award 2022 
in the smart cart segment are also shown in the 
overview. 

Carper 

Image: Caper: 
https://www.caper.ai/cart (31/07/2022) 

Imagr 

Image: Imagr https://www.imagr.co/en
(31/07/2022) 

Dash Cart 

Image: Amazon: https://www.amazon. 
com/b?ie=UTF8&node=21289116011
(31/07/2022) 

Shopic 

Image: Shopic https://www.shopic.co/ 
home/ (31/07/2022) 

Easy Shopper 

Image: Pentland Firth Software
GmbH: https://www.easy-
shopper.com/de (31/07/2022) 

Tracxpoint 

Image: Tracxpoint: https:// 
tracxpoint.com/ (31/07/2022) 

Flow. 

Image: Flow.: https://www.shopandflow. 
com/ (31/07/2022) 

Veeve 

Image: Veeve: https://veeve.io/ 
media.html#gallery (31/07/2022) 

Overview 
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http://www.easy-shopper.com/de
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PROBLEM
In this days Both Retailers and Shoppers are faced
with the following problems that make their
shopping difficult. The Difficulty is in hiring cashiers,
High operating costs, Complex integration with
legacy systems, Unpleasant customer experience,
No real-time, in-store visibility and Out-of-stock
products. Cust2Mate solves this problems by giving
Retailers- Secured solution, Communication with the
shopper and Revenue Engine. The problem for the
shopper is solved by the best and the funnest
Customer Journey, Frictionless shopping and Full
Transparency.

SOLUTION
Cust2Mate Smart Cart is designed to be a secure
retail solution which has the added benefits of
generating additional revenues for the retailer while
making the shopping experience much more
interactive, fun and ultimately save time and money
for the consumer. A win for all parties. Our All In
One smart cart solution focus on both shoppers and
retailers. It streamlines the shopping experience by
recognizing every purchased item, providing instore
applications to enhance customer experience, and
enabling in-cart payment so that shoppers skip long
checkout lines, while also allowing retailers to better
know their shoppers from the minute they enter the
store, direct them to discounted products and in-
store promotions and efficiently manage inventory.
Over the past few months, we have made
considerable progress introducing Cust2Mate to a
broader audience through the launch of rollouts and
pilot programs with retailers across the world.
additionally, we have established partnerships with
some of the world’s leading manufacturers and
distributors to ensure we have inventory and
logistical support to get our carts to our retail
customers with the best quality and on time Our
technology platform is robust and scalable,
positioning Cust2Mate to act not just as a mobile
self-checkout platform but serve as an application
marketplace for the broader retail setting. Just think
An App Store for all things retail. The benefits of our
Smart Cart for the retailer are increased in-store
sales, Digital Real estate for Advertising and
promotions, staff costs savings, improved Retail
space utilization, Extended operating hours and out
of stock detection.

Text: Cust2Mate

Web: cust2mate.com

Contact: Hila Kraus, hila.kraus@cust2mate.com

• SELF Checkout- Cust2Mate is the world’s first proven-in-use SCO smart cart for retail markets. It leverages
advanced, user-friendly technologies to streamline shopping for consumers, while boosting the efficiency of
store management.

• PICK. PAY. GO - With the Cust2Mate smart cart, shoppers simply choose the products they want. The cart’s
computer vision and weighing systems calculate the price and enable on-board payment, so customers can
bypass check-out lines.

• DATA- With advanced Data capabilities, the smart cart constantly communicates with store management,
keeping track of each shopper’s activities, preventing fraud and automatically issuing re-stocking alerts.

• TARGETED ADVERTISING- The smart cart targets the customer needs while promoting the products chosen
by manager.

Cust2Mate

from Cust2Mate Ltd.

Image: Cust2Mate
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from Nomitri GmbH 
 

• Smarphone holder for the shopping trolley 

• Scanning the barcode with the mobile phone camera 

• Smartphone camera monitors whether something is placed in the shopping trolley without being scanned 

• Integration into the retailer app is possible 

• Payment on the smartphone is possible 
 

PROBLEM 
Smart shopping trolleys that automatically capture 
what is put in and taken out incur high capital 
expenditure. The sensitivity of technology and the 
high costs of such a trolley mean that in some cases 
the retailers do not allow their customers to take the 
trolleys out of the building to their cars. The 
purchases have to be packed into bags in the shop 
and carried to the car. This does not make shopping 
more convenient. A further challenge is caused by the 
need to recharge the batteries of the trolleys 
repeatedly. 

SOLUTION 
The German start-up Nomitri is trying to solve this 
problem. The solution consists of a simple smartphone 
holder for the shopping trolley and an app. Using the 
smartphone camera, the customer can scan the 
barcodes of the goods before putting them in the 
shopping trolley. In this way, the app captures all of the 
purchases and lists them for the customer. At the 
same time, the app observes whether something has 
been put into the trolley without being scanned. If this 
is the case, the app reports this and you cannot 
continue shopping until the item is scanned or 
removed from the trolley. 

At the end, you pay via the app. This allows waiting 
times at the checkout to be avoided. The app can also 
be integrated into the customer app as a white label 
solution. 

 
 
 

  
 

Images: Nomitri: https://vimeo.com/657951177 (15/08/2022) 

Sources 
 

Nomitri: https://www.nomitri.com/de/ 

NA: Nomitri: So führen Händler Selfscanning in nur einem Tag ein, in: Etailment, 04/08/2021, URL: https://etailment.de/news/start-ups/Start-ups-Nomitri-So-fuehren- Haendler-
Selfscanning-in-nur-einem-Tag-ein--23541 

Nomitri 

http://www.nomitri.com/de/
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Expresso GmbH & Co. KG and KBST GmbH 

shopping basket to the market’s checkout system, 
which improves checkout performance many times 
over. Checkout staff are relieved and can be 
deployed more efficiently – e.g. maintaining the 
range of goods or advice – which  increases 

and replaced by self-service checkouts. The procurement of a 
SmartShopper fleet is therefore amortised in less than twelve 
months – with increasing customer satisfaction. 

• Shopping trolleys with trolley technology and a 
scanner – compatible with all common checkout 
systems 

• No stock differences because of individual 
scanning the products, theft is almost impossible 
because of the trolley technology 

• Cost reduction through increased checkout capacity 
 
 
 
 
 
 
 
 

PROBLEM 
Food retail is subject to rapid dynamics in which the 
“experience of shopping” plays an increasingly 
important role in gaining and retaining customers. The 
SmartShopper supports salespeople in keeping pace 
with this development and relies on one of the most 
elementary parts of shopping: the shopping trolley. At 
the same time, it convinces with its intuitive usability 
and is accepted wonderfully by customers. Because 
shopping no longer has to be placed on the conveyor, 
the waiting times at the checkout are significantly 
reduced. The increased capacity of staff because of 
this contributes to improving performance and service 
quality in the market. 

 

SOLUTION 
The SmartShopper combines the comfort of a high-
quality shopping trolley with the innovative values of 
modern shopping experiences. The combination of a 
shopping trolley with very precise weighing technology 
and a scanner is entirely novel and is superior to any 
app because of its versatility. This offers major 
advantages that are already convincing sellers and 
their customers in everyday use. The SmartShopper 
system is easy 

 

 
Image: Expresso/KBST 

 

to understand and the customers can make hardly any 
mistakes. The security this provides ensures a high 
level of acceptance of the shopping trolley. In use, the 
SmartShopper offers the customers a whole series of 
benefits: You can always see the value of the goods in 
the basket at a glance and pre-sort your purchases into 
your own shopping containers, which can be placed in 
the Smart Shopper when you begin shopping. The 
intuitive operation using the user interface of the trolley 
ensures that the customer captures every item they put 
in exactly. This reduces stocktaking efforts and 
increases the accuracy of stocks. In markets with 
automated ordering, this means more precise 
reordering and more exact analyses of the goods. This 
makes the SmartShopper a low-maintenance helper in 
any supermarket that can make relevant key figures 
available on a daily basis. The high-precision weighing 
technology is exact to a few grams, which makes theft 
almost impossible in combination with the control 
algorithm. With every shop, the trolley improves thanks 
to the self-learning AI that monitors the shopping. In 
developing the SmartShopper, particular value was 
placed on a simple integration option into existing 
market structures. Implementation within all common 
checkout systems is possible without much effort. In a 
few seconds, the SmartShopper transmits a full 

customer satisfaction. This allows for better employee 
availability on the floor without staff costs changing. 
The waiting times at the checkouts are significantly 
reduced, which automatically leads to more customer-
friendly utilisation of the parking spaces, too. By 
precisely evaluating the shopping basket, checkouts 
can be staffed more efficiently for checkout processes 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image: Expresso/KBST 

Text: Expresso and KBST 

Web:      https://smartshopper.company/ 

Contact: Stefanie Meier, smeier@expresso.de 

SmartShopper 

mailto:smeier@expresso.de
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Baden-Wuerttemberg Cooperative State University (DHBW) is the first cooperative, practice-integrated university in

Germany. With more than 35,000 students and over 145,000 alumni, DHBW is the biggest university in the state.

DHBW Heilbronn was founded in 2010 and has become the first choice for retail with its unique range of courses.

Over 1,300 students are currently registered for the BWL courses in retail, digital commerce management, business

information systems, services management, food management and wine technology management. The annual

“Retail Innovations Days” specialist symposium brings together experts and practitioners from the sector to present

and discuss new developments in retail.

About DHBW Heilbronn

(c) DHBW HN/magmell

Schriftenreihe Handelsmanagement der DHBW Heilbronn

Kompe tenzne t zwe rk

Retail Innovation Report

https://handel-dhbw.de


