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ABSTRACT

Digital transformation in the retail industry has led to significant changes in the way that point-of-sale
(POS) systems operate. In the artificial intelligence (Al) era, POS systems have become increasingly
intelligent and sophisticated helping retailers to improve efficiency, increase customer satisfaction, and
boost sales. Al-powered POS systems use machine learning algorithms to analyze customer data and
make intelligent recommendations about products and services. An Al-powered POS system might be
able to analyze a customer’s purchase history and suggest related products that the customer might be
interested in. Another aspect of digital transformation in the retail industry has been the integration
of POS systems with other technologies, such as mobile devices, the internet of things (loT), and aug-
mented reality technology (ART). This has enabled retailers to create an efficient shopping experience
and provide access to a wider range of products and services.

INTRODUCTION

Digital transformation in the retail industry has led to significant changes in the way that point-of-sale
(POS) systems operate. In the Al era, POS systems have become increasingly intelligent and sophisticated,
incorporating a range of advanced technologies that can help retailers to improve efficiency, increase
customer satisfaction, and boost sales.

DOI: 10.4018/978-1-6684-8574-3.ch010

Copyright © 2023, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



Digital Transformation of the Retail Point of Sale

Artificial intelligence POS systems can be the intelligence front system to eliminate losses by ac-
curately tracking inventory and ordering based on sales and up-to-date supply levels. They can even
use this information to optimize stock orders and apply auto-restock capabilities, meaning less time on
operations from supply to the final client.

One key aspect of digital transformation in the retail industry has been the adoption of Al-powered
POS systems. These systems use machine learning algorithms to analyze customer data and make intel-
ligent recommendations about products and services. For example, an Al-powered POS system might
be able to analyze a customer’s purchase history and suggest related products that the customer might
be interested in. This can help retailers to increase sales and improve customer loyalty.

Retailers can benefit from educating consumers about emotional targeting and personalization at the
POS as it can help to build trust and increase acceptance of these techniques. Consumers’ acceptance
of personalization depends on their perception of its usefulness and justification, and by providing clear
explanations of how personalization works and how it benefits the consumer, retailers can enhance
consumer acceptance. It is important to ensure that emotional targeting and personalization are used
ethically and transparently and that consumers have control over the information that is collected and
used to personalize their shopping experience.

Another aspect of digital transformation in the retail industry has been the integration of POS systems
with other technologies, such as mobile devices and the Internet of Things (IoT), and Augmented Reality
Technology (ART). This has enabled retailers to create a more seamless and efficient shopping experi-
ence for customers, as well as providing them with access to a wider range of products and services.

Overall, the digital transformation of the retail POS in the Al era has led to significant improvements
in the way that retailers operate and has helped to drive innovation and growth in the industry. This chap-
ter compiles the most innovative technologies with an ethical and responsible way of using Al-powered
POS systems to analyze, adapt and improve customer shopping emotional experience.

EVOLUTION AND TECHNOLOGIES

Four industrial revolutions have occurred since the first one in 1760, each leading to improvements
in manufacturing and enhancing human lifestyle in various ways. During the first revolution, steam
engines reduced the need for human labor, resulting in higher efficiency and lower costs. The second
revolution saw the rise of mass production assembly lines and electrification, enabling the production of
high-quality products at lower prices. The third revolution was characterized by the rise of electronics,
telecommunications, and computers, leading to online shopping and globalization. The fourth revolution,
also known as Industry 4.0, focused on integrating physical objects with people through the Internet,
resulting in significant changes in the retail industry (Reagan & Singh, 2020).

Retail 1.0 and 2.0 saw the emergence of department stores and shopping malls, respectively, provid-
ing consumers with low-cost products. The advent of online shopping in Retail 3.0 allowed customers
to purchase anything without leaving their homes, leading to a change in purchasing behavior. Retail
4.0 technologies, such as Al, IoT, Cloud Computing, Big Data Analytics (BDA), and Augmented Real-
ity (AR), have further enhanced and simplified the shopping experience for consumers. Al can replace
employees in routine jobs, while IoT can manage home and office applications via mobile apps. Retail
4.0 technologies have also been applied to agri-food retailing to improve sustainability.
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