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Mobile Point-of-Sale Infrastructure Emerges
as the Primary In-Store Growth Driver for

Asian Retail Giants

ETP Group empowers APAC retailers with mobile clienteling,
realOtime intelligence, and frictionless checkout.

SINGAPORE, SINGAPORE, August 24, 2026
/EINPresswire.com/ -- A shopper walks into a fashion
store already knowing the price of a product, its online
reviews, available colours, competing offers and, in many
cases, whether another retailer can deliver it to their
home tonight.

The store associate may have seconds to respond.

That simple change in the balance of information is
quietly redefining the role of the physical retail workforce
across Asia-Pacific. For decades, the point-of-sale
terminal represented the end of the retail journey. A
customer selected merchandise, approached a fixed
counter, paid and left. The associate's technology was
largely concentrated around that transaction.

That model is becoming increasingly difficult to reconcile
with how consumers now shop.

Naresh Ahuja, Chairman & CEQ,
ETP Group

The smartphone has turned the customer into a constantly connected participant in the
commerce journey. A 2026 analysis of APAC omnichannel retail found that mobile accounted for
59% of retail website visits in the first quarter of 2026, up from 46% in Q1 2024. Digital channels
increasingly shape discovery, comparison and engagement before the shopper even enters a

store.

The consequence is an emerging information gap.

The shopper has the digital world in their hand. The associate needs access to the connected

enterprise behind the brand.
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This is driving a new generation of retail technology in which mobile POS, clienteling, unified
customer profiles and real-time inventory visibility are becoming core components of the store
operating model.

The Counter is No Longer the Centre of the Store
The traditional cash counter was designed around a transaction-centric view of retail. The
customer browsed. The associate processed. Payment happened at the counter.

Modern retail journeys are increasingly non-linear.

A shopper may discover a product on social media, compare it on a marketplace, check
availability on a retailer's website, visit a physical store to see it, ask an associate for advice,
purchase through a mobile device and later return or exchange it through another channel.

The physical store remains important—but its role has changed.

APAC is increasingly demonstrating the integration of digital and physical retail, with mobile-first
behaviour and younger consumers accelerating digital commerce while physical retail continues
to expand.

The store is becoming a place for discovery, advice, fulfilment, service and experience as much
as transaction.

That puts the associate at the centre of a more complicated journey.
A fixed POS terminal behind a counter is poorly suited to that environment.

The technology needs to travel with the customer.

From Cashier to Commerce Advisor: The most important shift created by mobile POS is therefore
not mobility itself. It is context.

An associate carrying a connected device can access information at the moment it becomes
useful:

[x] Is another size available at a nearby store?

[x] Can the product be shipped from a warehouse?

[x] Does the customer have loyalty benefits?

[X] Which promotion applies?

[X] Has the customer previously purchased a complementary product?

[x] Can an out-of-stock item be ordered rather than lost as a sale?
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These are no longer separate digital and physical questions. They concern the same customer,
the same inventory and the same enterprise.

That is the strategic significance of clienteling.

A connected associate is no longer simply facilitating a transaction. The associate becomes a
human interface to the retailer's wider commerce platform, with access to inventory, customer
intelligence, promotions, product information and fulfilment options.

Why APAC is Particularly Suited To the Model

Asia-Pacific's retail environment makes this transformation especially significant.

The region combines sophisticated digital ecosystems with dense physical retail networks and
consumers who frequently move between social commerce, marketplaces, mobile applications
and physical stores.

Meta and the Retailers Association of India reported in 2026 that social media influences 77% of
retail purchase decisions in India, while WhatsApp is increasingly functioning as a commerce
channel connecting discovery, purchase and post-purchase engagement.

A customer arriving at a store may therefore already have a digital history with the brand—or
may have discovered the product somewhere entirely outside the brand's traditional channels.

The associate's challenge is to reconnect that fragmented journey.

The use case varies across markets. Singapore may demand highly personalized service; India
may require technology capable of handling intense seasonal footfall; Indonesia and the
Philippines may place greater emphasis on connecting store inventory with online catalogues
and enabling purchases for merchandise unavailable at the location.

The underlying requirement, however, is consistent: The store must be connected to the wider
commerce enterprise in real time.

The Queue is Only the Most Visible Problem

Mobile POS is often introduced as a solution to checkout queues. That is certainly one benefit.
During major festive periods, product launches or promotions, retailers can face sudden
increases in store traffic. If every transaction must pass through a limited number of fixed
terminals, checkout becomes a physical bottleneck.

Mobile checkout distributes transaction processing across the sales floor, allowing an associate
to complete a purchase beside the merchandise rather than sending the customer elsewhere.



But stopping at queue reduction understates the opportunity.

The larger benefit is that the transaction can happen wherever the customer is ready to buy.
That changes store design, associate behaviour and the definition of conversion.

A customer who cannot find a preferred colour or size does not necessarily have to become a
lost sale if the associate can locate the product elsewhere in the enterprise and complete the
order immediately.

This is where endless aisle becomes more than a digital convenience. It expands the effective
assortment of every store.

Inventory Visibility Turns Conversations Into Sales

Consider a customer looking for a shoe size that is unavailable on the store shelf.

In a traditional environment, the associate might apologise, suggest another product or ask the
customer to check the website.

In a connected retail environment, the conversation can be different.

The associate checks enterprise-wide inventory, identifies an available unit, reserves it or creates
an order and offers the customer an appropriate fulfilment option. The store has effectively sold
merchandise that was not physically present on its shelves.

ETP Group's source material describes ETP Mobile POS as synchronized with ETP Unify to
provide store associates with visibility across stores and warehouses, enabling capabilities
including endless-aisle transactions, inventory reservation, ship-from-store and click-and-collect.

The technology therefore does not merely tell the associate what is available. It helps determine
what can be sold.
That distinction is commercially important.

Clienteling Makes Customer Data Actionable
Inventory answers one question: What can the retailer sell?
Clienteling addresses another: What is relevant to this customer?

A connected associate can potentially access a customer's purchase history, preferences, loyalty
status and interactions across channels, subject to appropriate consent and data-governance
frameworks.

That can transform the store interaction.

Instead of asking a returning customer to explain their history, the associate can recognize
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previous purchases and preferences. Instead of recommending products based only on what
happens to be on the shelf, the associate can use customer context.

The objective is not personalization for its own sake. It is relevance!

A well-designed clienteling capability can help an associate recommend complementary
products, identify preferred styles, retrieve previously viewed merchandise, explain loyalty
benefits or arrange fulfilment from another location.

The technology is valuable because it makes the human interaction more informed—not
because it attempts to replace it.

Al Raises the Stakes

Artificial intelligence is now beginning to influence the shopping journey itself.

Deloitte's 2026 research on agentic commerce found that almost three-quarters of APAC
consumers are already using Al to discover, compare or learn about products, while 29% of
consumer businesses surveyed were already adopting agentic Al.

That creates an important challenge for physical retail.

If consumers increasingly arrive with Al-assisted recommendations, comparison information and
product knowledge, the associate must become more, not less, capable.

The store cannot win an information contest by pretending the smartphone does not exist. It has
to connect the associate to richer information.

That could eventually include Al-assisted product recommendations, customer conversation
prompts, demand insights and next-best-action suggestions.

But the foundation comes first.

Al recommendations are only as useful as the customer, product, inventory and transaction data
behind them. This is another reason unified commerce matters.

Mobile POS Cannot Become Another Silo

One of the greatest risks in mobile POS deployment is treating it as a hardware project.

A retailer can distribute hundreds or thousands of handheld devices and still fail to create a
connected store experience if those devices operate independently of the core commerce

environment.

The mobile application needs to understand the same pricing rules as the fixed POS, access the



same inventory, recognize the same customer, honour the same promotions and generate
transactions that reconcile with enterprise systems.

Otherwise, the retailer has simply created another channel silo—this time on a smaller screen.

ETP Group's approach is to extend core retail functionality across fixed POS, mobile POS and
digital touchpoints through a common cloud-native architecture. ETP Mobile POS supports
billing, invoicing, customer management, inventory reservation and promotional processing
while remaining synchronized with ETP Unify.

This is where the distinction between mobile POS and unified-commerce-enabled mobile POS
becomes important.

The former moves checkout. The latter moves the commerce platform.

Compliance and Security Move With the Associate
APAC adds another layer of complexity: retail technology must operate within local regulatory
environments.

A mobile transaction still has to comply with applicable tax, invoicing and reporting
requirements.

ETP's source material notes that ETP Mobile POS carries native BIR accreditation for the
Philippines, supporting tax calculation, transaction numbering and electronic invoice generation
within the mobile checkout workflow.

Mobility also changes the security perimeter.

A fixed POS terminal is a controlled endpoint. A mobile device can move around the sales floor
and connect through store networks while handling customer and payment information.

ETP states that its enterprise environments and operational frameworks maintain 1ISO 27001,
SOC 1 Type 2 and SOC 2 Type 2 certifications, while its platforms maintain PCI DSS v4.0.1 and PCI
SSF v1.2 compliance.

For retail CIOs, the principle is straightforward: the more endpoints a unified commerce strategy
creates, the more disciplined its security architecture must become.

One Device, Multiple Retail Functions
There is another underappreciated benefit to mobile POS.
The device does not have to disappear when the customer leaves.



The same hardware can support inventory counts, receiving, price verification, replenishment
and other store-management activities. ETP's source material specifically identifies mobile POS
support for inventory cycle counts, stockroom receiving, price audits and floor replenishment
checks.

This makes the business case broader than faster checkout.

Instead of deploying separate technology for every store activity, retailers can create a
multifunctional frontline platform.

The underlying idea is simple: The store associate should not need to move between systems to
serve the customer. The systems should move with the associate.

The Frontline Becomes the Competitive Advantage
For years, retail technology investment focused heavily on what customers could see online.

The next phase may focus equally on what employees can see inside the store.

The difference between a successful and unsuccessful retail interaction can increasingly depend
on whether the associate can answer simple questions immediately:

[x] Is it available?

[x] Canlgetithere?

[x] Can |l getit somewhere else?

[x] What does the customer prefer?

[X] What offer applies?

[X] When can it be delivered?

[x] Can we complete the purchase now?

A connected associate can answer those questions without forcing the customer to become
their own salesperson, inventory manager and checkout operator. That matters because the
physical store still possesses something digital commerce cannot fully replicate: human
interaction.

The objective of mobile POS and clienteling is not to digitize that interaction out of existence. It is
to make the interaction more intelligent.

As Naresh Ahuja, Chairman & CEO, ETP Group, observes:

“The smartphone has already given consumers unprecedented access to information. The
question for retailers is whether their frontline teams have comparable access to the enterprise
behind the brand. A truly connected associate should be able to see inventory, understand
customer context and complete a transaction without stepping away from the customer. Mobile
POS is therefore not simply about removing the checkout counter—it is about putting the entire
commerce capability closer to the customer.”



From Mobile Checkout to Mobile Commerce

The evolution of POS is therefore moving in an important direction.

The question is no longer simply whether a retailer should replace a fixed terminal with a
handheld device.

The more strategic question is what that device should enable.

If it only processes payments, the retailer has created a mobile checkout.

If it connects customer intelligence, inventory, product information, promotions, loyalty, order
management and fulfilment, it becomes something considerably more valuable: a mobile
commerce interface for the entire enterprise.

That is the direction in which unified commerce is pushing the physical store.

ETP Group's ETP Unify platform provides the cloud-native foundation across capabilities
including POS, CRM, unified inventory, promotions and order management, while ETP Mobile
POS extends those capabilities into the hands of frontline teams. The broader ETP portfolio also
includes WMS and Ordazzle, connecting store operations with fulfilment and digital commerce.

The proposition is not that technology should replace the store associate. It is almost the
opposite!

As retail journeys become more fragmented, the value of a knowledgeable human being who
can bring those journeys together becomes greater.

The associate becomes the point where digital intelligence meets physical experience. The
mobile device becomes the bridge.

For APAC retailers navigating increasingly mobile-first consumers, rising expectations for
convenience and sophisticated digital commerce ecosystems, that bridge may prove to be one of
the most important investments they make in the physical store.

The future of the store may therefore not be cashier-less, counter-less or even primarily digital.
It may be associate-led, intelligence-enabled and connected end to end.

About ETP Group

ETP (operating as ETP Group and ETP International) is a leading Unified Commerce Retail
Technology Partner providing cloud-native POS, SaaS, OMS and e-commerce software solutions
to prominent retailers across Asia Pacific, India and the Middle East. With nearly four decades of
domain expertise, ETP powers operations for over 500 brands across 17 countries, helping
clients manage over US$10 billion in merchandise transactions.

ETP's cloud-native, Al-powered platforms include POS, CRM, OMS, PIM, WMS, unified inventory,
promotions, loyalty, order orchestration and marketplace integrations. Underscoring its
commitment to operational resilience and security, ETP holds global certifications including 1ISO



27001, SOC 1 Type 2, SOC 2 Type 2, PCI DSS v4.0.1 and PCI SSF v1.2.

To learn more about ETP Group's unified commerce solutions, visit www.etpgroup.com.
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