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NEWNORMAL IN RETAIL
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)lcliy\ll SELF CHECKOUT / SCAN & GO
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sllelay:\M SELF CHECKOUT RFID MODULE
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Eliminate out of stock
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Enhance customer

convenience, choice and

cost benefit

Improve operational ;

efficiency
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KEY TAKEAWAY

(JEmbrace data and technology to
target shoppers in the

fragmented digital landscape

(dMarket at future to stay
competitive ahead of the digital
waves

Digital transformation is a disruption
to the business and industry —
management vision and leadership
buy-in is a requisite to
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