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01Adapting to  
the new normal.
With countries going in and out of lockdowns, we are  
all more or less getting used to the “new normal”  
in retail. Consumers are swiftly adopting new  
ways of shopping and interacting with  
brands. And retail is more connected
than ever before.

1. Adapting to the new normal

The health-conscious society
 

Consumers’ health and wellness have 
been severely impacted by the ongoing 
(COVID-19) pandemic, which has forced 
significant lifestyle changes, especially 
with billions around the globe forced into 
lockdowns. People are doing more sports 
at home or outdoors, because they are 
more self-aware and want to be more fit 
and healthy. As a consequence, the athletic 
footwear, sports fashion and equipment 
retail sectors have been growing.

The values-conscious 
consumer 

Brand value, purpose and quality are 
becoming the main drivers for consumers  
to try new brands or remain loyal to current 
preferences1. Instead of ‘fast fashion’, the
current mindset is about ‘less is more’. 
Consumers would rather invest in high-
quality pieces, regardless of whether new 
or second-hand. An increasing number of 
brands are embracing this shift in behavior
and reflecting it in how they promote their 
products. Examples are Levi’s Water<less® 
initiative, Adidas’ Parley Ocean Plastic 
program, and Superdry’s efforts to close the 
loop on fabric waste.

The omnichannel growth 

For the last few years there has been an 
ongoing adoption of omnichannel retail.
Especially in times of lockdowns and social 
distancing, shopper behavior has massively
shifted to buying online.

i The next normal (by McKinsey)2 
In nine of 13 major countries 
surveyed by McKinsey, at least two 
thirds of consumers say they have 
tried new kinds of shopping. And in
all 13, 65 percent or more say they 
intend to continue to do so. The
implication is that brands that haven’t 
figured out how to reach consumers
in new ways had better catch up, or 
they will be left behind.

Specifically, the shift to online 
retail is real, and much of it is here 
to stay. In the United States in 2019, 
e-commerce was forecasted to reach 
24 percent of total retail sales by 
2024; by July 2020, it had hit 33 
percent.
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1 https://www.mckinsey.com/business-functions/marketing-and-sales/our-
insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19

 2https://www.mckinsey.com/featured-insights/leadership/the-next-normal-
arrives-trends-that-will-define-2021-and-beyond 

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19
https://www.mckinsey.com/featured-insights/leadership/the-next-normal-arrives-trends-that-will-define-2021-and-beyond
https://www.mckinsey.com/featured-insights/leadership/the-next-normal-arrives-trends-that-will-define-2021-and-beyond
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There is no doubt that omnichannel has become reality. 
The number of delivery and pick-up services that are 
offered to customers is ever-growing. At the same time, the 
expectations of shoppers are steadily growing. As a result, 
stores have become the heart of the omnichannel shopping 
experience. 

Product visibility and inventory accuracy have become the 
foundation for such customer services. To achieve real-time 
data insights, a growing number of retailers are adopting 
RFID. The technology makes it possible to automate inventory 
management, resulting in optimal merchandise availability.

02Unlocking 
omnichannel 
potential  
with RFID.



2. Unlocking omnichannel potential with RFID

Using stores as mini DCs
 

Stores will always be a place where people 
come to see, touch, feel and experience 
the brand. At the same time, the number of 
online orders continue to grow and fewer 
people currently visit physical stores.

Now, stores are 
transforming into 
so-called ‘mini DCs’,
‘micro hubs’ or ‘omni-
fulfillment centers’
allowing retailers to  
use their stock to  
fulfill e-commerce
orders. 

Typically, e-commerce orders are fulfilled 
from a dedicated warehouse or distribution
center. However, retailers often do not 
realize they are sitting on a goldmine. With
a dense network of stores, they are often 
close to where their customers are,
a necessity for fast on-demand fulfillment.

Ideally, retailers want to make all stock 
available for online order fulfillment,
regardless of whether it’s kept in stores or 
a DC, the challenge is: a bunch of legacy 
systems need to be connected. And RFID 
technologies can solve that challenge.

Leading brands have created a seamless 
shopping experience by making store stock 
available online. Nike for example, lets 
people reserve or buy products directly 
through its Nike plus app.

i By bringing store stock 
online, retailers can extend 
their available product range 
potential. Promoting the store’s 
stock in an online marketplace
is creating a lot of additional 
sales opportunities, instead
of locking stock up in a store, 
where it might only end up
collecting dust. In the end, 
looking at all storage locations 
as a unified stock pool 
enhances the competitive 
edge of a dense store network 
that is both physically close 
to the customer and digitally 
accessible for omnichannel 
initiatives.

2. Unlocking omnichannel potential with RFID
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Boosting e-commerce    
order fulfilment

 

Why would retailers turn customers away by 
stating an item is out of stock online,
while it is still on-shelf in one of the stores?
An accurate view of stock availability is 
possible and it all starts with accurate 
inventory levels and a unified view of stock. 
Nowadays, most retailers still use safety 
thresholds in order to be able to display 
store stocks online. To eliminate these 
safety thresholds, it is essential that
retailers can trust their inventory data.
And RFID technology is the foundation
for such accurate stocks. It allows for fully
automated in-store stock management, 
resulting in an average of 98% percent
in-store stock accuracy, even at a 
sublocation level. 

RFID and EPCIS
Technologies ensure accuracy and 
availability. With those technologies,
store employees can be notified when
a BOPIS (Buy Online Pick Up in Store)
or Click & Collect order has been placed
near their store and prepare it for pick-up
immediately. The same goes for BOSS
(Buy Online, Ship from Store). When a
web order cannot be fulfilled from a DC,  
the order can be picked from store and 
shipped from there. In summary, retail 
companies committed to improving the 
customer experience have realized 
they need to stop relying on inventory 
buffers to ensure items are in stock  
when they need them.

3https://www.gs1us.org/industries/apparel-general-
merchandise/standards-in-use/project-zipper 

i

A study conducted by GS1
US3 proved RFID was a game-
changer in increasing inventory 
accuracy when pairs of orders 
between retailers and brands 
were studied. Order accuracy 
increased to 99% (and in some 
cases even 100%) when RFID 
was used, leading to labor
savings, fewer chargebacks, more
efficient order fulfillment and
improved forecasting. Companies
that have already implemented
RFID are reporting a sense of
confidence in what they have in
stock to sell and fulfill. This is
especially beneficial for retailers
that rely on store fulfillment for
ecommerce orders. RFID is so
exact that it allows for single-unit
SKU sales, also known as “last
item” selling.

https://www.gs1us.org/industries/apparel-general-merchandise/standards-in-use/project-zipper
https://www.gs1us.org/industries/apparel-general-merchandise/standards-in-use/project-zipper


2. Unlocking omnichannel potential with RFID

Extending the  
digitally available  
product range

 
More and more retailers are implementing
Order Management Systems (OMS) to leverage their
store inventory, and thus, to extend their online sellable
product range. Typically, stores carry a huge product range
that is represented in low volumes on hand to optimize 
space and visual merchandising in the store. Consequently, 
with a low stock depth, the ‘limiting effect’ of safety 
thresholds on the Digital Availability of store stock is high. 
Studies carried out by Nedap Retail’s data analytics team 
found that the average store only carries one item for over 
fifty percent of their SKUs. As a consequence, applying a 
safety threshold of one - for the sellable stock in the
OMS - excludes over fifty percent of the
retailers’ product range – a true
‘phygital dilemma.’

Stock level

On average  
Nedap iD Cloud users 
would exclude over 
50% of SKUs in store 
if threshold is only 1

1 2 3 4 5+

2. Unlocking omnichannel potential with RFID
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Interested in learning more 
about how to digitize store 
stock to boost e-commerce 
without overstocking?

Download the  
whitepaper here.

Digitize 
store stock 
to boost 
e-commerce 
without 
overstocking  

Whitepaper

www.nedap-retail.com

https://www.nedap-retail.com/increase-digital-merchandise-availability-without-overstocking/?utm_source=eBook&utm_medium=websiteform&utm_id=Sports
https://www.nedap-retail.com/increase-digital-merchandise-availability-without-overstocking/?utm_source=eBook&utm_medium=websiteform&utm_id=Sports
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While sports brands take more control of their sales
channels and continue to increase their direct-to-consumer 
activities, a significant proportion of most brands’ revenue 
still comes via wholesale retail partners. To be successful 
together, they are more and more moving towards a win-
win collaboration: Ultimately, brands and retailers share 
responsibility for an excellent customer experience.

Brands are evolving from pure suppliers to active business  
partners. Based on a study by Forrester Research4, this requires  
system upgrades, process re-evaluation, and closer working  
relationships with retailers across four key areas: 

Product information and content

Inventory replenishment 

Shared customer experience (CX)

Customer insights

Within the next (sub-) chapters we will take a  
closer look at the inventory-related topics.

03A win-win situation: 
collaborate 
on stock.

4 https://reprints2.forrester.com/#/assets/2/2038/RES121415/report 

https://reprints2.forrester.com/#/assets/2/2038/RES121415/report 


Benefits for the brands
 

Boosting brand loyalty starts with  
adequate fulfilment strategies. The  
rise of marketplaces, apps, resellers and 
countless online and offline platforms to 
interact with shoppers doesn’t make life 
much easier nowadays. However, there are 
several reasons why keeping track of the 
inventory flows is crucial in order to stay 
ahead of the game.

Premium placement

Retailers are more likely to give premium 
placement to brands that provide accurate 
access to inventory and replenishment, 
helping retailers to optimize assortment at 
minimal cost5. 

Grey-market identification

By using RFID, brands can easily keep track 
of which retailer gets which product to sell in 
order to keep tighter control over potentially 
(re-)selling to unauthorized resellers.

Product authenticity

Tracking & tracing products (in real-time), 
e.g., with RFID, can help retailers stay 
ahead of the product’s flow and guarantee 
where products are coming from and if they 
are authentic.

Benefits for retailers
 

RFID allows retailers to seamlessly identify
inventory, providing accurate stock data.
When a retailer shares real-time, item-level
inventory insights with the brand owner,
they can increase frequency and accuracy of
replenishment – making sure the required
products are available at the point of sales.
Continuous accurate stock levels
will enable retailers to:

Avoid “lost-sales” 

Eliminating “out-of-stocks” on the 
sales floor results in fewer customers 
leaving the stores after not finding their 
specific size.

Improve in-store  
product availability  

Eliminating Not-On-Shelves-But-On-
Stock situations (NOSBOS), by enabling 
optimal in-store refill based on inventory 
insights from the store’s sublocations.

Higher overall margin  

Ensuring increased percentage full-price-
sell-through resulting in lower return figures 
at the end of the season.
 

3. A win-win situation: collaborate on stock

Shared benefits
 

As a remedy to stock availability issues,  
retailers are increasingly adopting concepts  
like “In-Store Order”,“Endless Aisle” or “Digital  
Shelf”. All these approaches have one thing in 
common: the store gets access to additional pools 
of stock, be it from a central warehouse, the 
e-commerce channel, another store in the same 
retail chain or – that’s new – directly and instantly 
from the central stock of a connected brand!

By displaying this ‘collaborative stock’ on mobile devices, online 
kiosks or digital signage in the store, retailers maximize the range 
of products on offer while simultaneously cutting storage costs by 
reducing stock levels. 

Sales assistants in the store can order missing 
items – especially colors and sizes – immediately.

An RFID platform – the EPCIS repository – allows retailers and brands to exchange their stock
information easily. If, for example, a brand-owner is selling at a store in a retail chain, the EPCIS
repository provides real-time information about the stock. Consequently, this unified view of
product availability across all channels can provide great benefits.

15RFID: from sportswear retail’s best-kept secret to a goldmine

EPCIS REPOSITORY

Factory Level DC Level Store Level Consumer Level

303602
C1303B
000221
BFE

E-COMM &
OMNICHANNEL

i

5https://reprints2.forrester.com/#/assets/2/2038/RES121415/report 
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3. A win-win situation: collaborate on stock

A unified 
stock pool
For the last 15 years, brands and
retailers have already been working on
collaborative planning, forecasting and
replenishment (CPFR) initiatives. And 
they have been sharing sales and 
inventory data over so-called electronic 
data interchange (EDI) processes. 

However, this “one-to-one“ communication
is slow, error-prone, and requires a lot of
manual data clearing. Furthermore, it does
not provide insights into sublocation-level
or unique item-level data.

This is where EPCIS enhances the concept
of vendor managed inventory to its 2.0 level: 

From push to pull: If a 
brand knows exactly 
which products are 
missing at a retailer’s 
sales floor, they can 
replenish exactly the 
required items instead 
of just pushing merch-
andise randomly. 
 
If data can be shared and accessed in 
real-time, necessary replenishment can 
be triggered immediately and as actually 

required. Thus, safety stocks can be 
reduced, and fewer products will  
be leftover at the end of the season.

The ultimate goal is 
to provide (real-time) 
data about available 
products to customers 
via online channels, 
apps, etc.

Shoppers who want to buy products
from desired brands do not care if they 
come from an owned-store, a franchise 
store, a department store, or a retail 
chain. They just want to know where they 
can get the item from.

For example, brands and retailers 
can give each other access to their 
eCommerce and order management 
systems. If the web-shop of the brand is 
connected with the stock of the retailer’s 
store, the (digitally) available product 
range is extended.

If brands include products from retail 
stores on their website they can boost 
eCommerce fulfilment rates, and, finally, 
customer experience will increase. Vice 
versa, retailers can benefit from drop-ship 
programs of brands. These extend product 
availability without capital investment.

!

Facilitating access to the same data sources, whether point of sale, supply chain, or inventory,  
will help brands and retailers conduct joint business planning using common language and 
shared KPIs to reach better decisions. A data-driven collaboration with the brand owners can 
leverage mutual benefits, e.g.:

3. A win-win situation: collaborate on stock
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Vendor  
Managed Inventory
In the Vendor Managed Inventory 
(VMI) operating model, a brand 
owner monitors the stock in the 
stores of the retailers to organize the 
replenishment based on the actual 
demand and consumption. Since this 
model highly depends on the exchange 
of information between both parties, 
better and more accurate data can 
optimize the model.

When all RFID read-events from the 
stores of a retailer are sent directly
into an EPCIS repository, they can be
shared with the brand-owner’s EPCIS
repository. Consequently, both parties
share real-time stock information for all
connected sales locations, at a unique
item-level and even on sublocation level. 

If (accurate) stock 
data is shared in real 
time, products can 
be made available 
according to the 
actual needs.

For the brand, RFID-based VMI 
provides an opportunity to improve 
the planning of merchandise allocation 
and replenishment. For the retailer, 
this model is the tool for always having 
the right products available - without 
overstocking.

End to End  
Traceability
Brand owners want to know where 
their merchandise is, while a retailer 
wants to know if the products are 
genuine. And finally, customers want 
to know if the product they bought is 
authentic and where it came from. 

With RFID, a so-called digital identity, 
and access to its tracking data in the 
EPCIS, brands and retailers share full 
visibility about the lifecycle and the 
status of a product. 

The EPCIS enables 
brands and retailers 
to pool all item-level 
tracking data together 
on a single shared 
platform so that data 
can be evaluated and 
communicated as 
required. 

This is the basis to provide
information about a product’s
provenance and unlock use cases
like brand authentication and grey
market identification. Furthermore, it 
can also be used to provide a
“sustainability pedigree.”

?



Consumer benefits
 

In times when consumers will shop more 
consciously, the focus is on convenience, 
quality, and sustainability. In terms 
of sustainability, longevity is crucial. 
Customers want to wear the products for 
longer, trust the quality and its provenance. 
Especially in the world of online commerce, 
it’s a challenge to keep track of the origin 
of products, since the distribution channels 
are often anonymous.

Sustainability

A high stock accuracy, based on RFID,
can help to reduce safety stocks and thus
reduce waste. Additionally, products can
be shipped from the store that is closest to
the customer. This minimizes the total 
shipping miles from the vendor to the 
consumer.

Buy & return anywhere

Customers do not only expect to view
in-store inventory online; they also
want to order or reserve their desired
products immediately. So, combining the
stock information between retailers and
brands aims to provide instantaneous 
insights into what products are 
available, and on the other 
hand, how, where, and 
when the customer
can get them.

We don’t really see 
RFID as a ‘nice to 
have’. It’s really a 
‘must have’ to get 
you to the next level. 
Our global partners 
are excited about it. 
Everyone sees the 
value in it. It’s just a 
question of laying the 
right foundation. 
RFID isn’t a project. It is a 
pillar for operations moving 
forward. Your leadership from 
the top down—your district 
managers, store managers, VP 
of operations—have to drill that 
in so that the store managers 
are sharing that point of view 
with store associates, day in 
and day out.

- Kathleen Joyce, 
Global RFID Lead 
at Under Armour 
during NRF panel  
discussion 

“

”
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As part of a seamless shopping 
experience, today‘s consumers consider 
easy returns a required service. And 
just as shoppers now expect flexible 
fulfillment options, they also demand 
the same experience and options 

when returning a product. An EPCIS 
allows retailers to accept returns at any 
location, offer partial or full returns, and 
get the item back into inventory as soon 
as possible.  

3. A win-win situation: collaborate on stock 3. A win-win situation: collaborate on stock
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The foremost reason why retailers implement RFID  
is to be able to maximize the customer experience by  
always having the right products available. 

Successful RFID projects have one thing in common: the solution is 
embraced by the users, predominantly by store teams. RFID is the 
foundation for guaranteeing maximum on-shelf product availability. With 
RFID, it is possible to have complete inventory visibility and to differentiate 
stock on the sales floor from stock in the stock room. Based on the RFID 
count per sub-location, retailers can easily and accurately start refilling.

Get 
started.

i What is RFID?

RFID is an acronym for Radio Frequency Identification. It is a form of wireless  
communication that uses RFID tags which are attached to products. RFID readers 
and antennas can pick the information from the tags over the air, in a bulk and with 
a distance. Specific RFID software (more information) can interpret the data and 
provide analytical insights.

https://www.nedap-retail.com/platform/


How to use RFID labels
 

With inventory accuracy and (digital) merchandise availability continuing to grow in importance, 
RFID has gone from a “nice to have” to being foundational for the omnichannel sports brands. 
Many sports brands are incorporating RFID onto product labels and tags already or plan to start 
with RFID initiatives.

4. Get started

RFID readiness of the top sports brands

Source tagging is the process of applying RFID labels to products during the manufacturing or 
the packaging process. Retailers can use source-tagged items from brand suppliers in their 
stores. Our recent research has shown that 4 out of 5 of the biggest sports brands use RFID. An 
additional group intends to start their RFID program soon. This overview shows where the top-5 
sports brands are with their RFID programs:

i

Nike has chosen to 
incorporate RFID within 

product packaging labels.

Adidas uses  
RFID embedded 
swing tickets

Rank Brand Annual sales6 GS1 compliant RFID status7

1 Nike 39,1 bn USD ✓ Fully RFID tagged

2 Adidas 25,6 bn USD ✓ Partially RFID tagged

3 Puma 5,7 bn USD ✓ Partially RFID tagged

4 Under Armour 5,2 bn USD ✓ Fully RFID tagged

5 New Balance 4,1 bn USD ✓ Pending

✓

✓

GS1 standard compliance

Exchanging stock-level business data
amongst sports brands, retailers, and
other third parties can easily and trustfully
provide deep insights into the provenance,
the location, and the status of products.
The use of GS1 standards for identification
(GTIN / SGTIN) and communication (EPCIS)
is essential for successful collaboration.
These standards guarantee efficient,
cross-company communication and enable
companies to integrate their data with 
speed and ease. By connecting the
brand‘s EPCIS with the retailer’s EPCIS,
relevant stock data along the supply chain
can be digitally exchanged to ensure more
transparency and trust in cooperation.

For example, brands like Nike follow the
GS1 standards for encoding unique item-
level product identification with SGTIN.
With standard SGTIN-96 encoding, the RFID
label holds a sequence of a company prefix,
item reference, and serial number. The
company prefix and item reference fields
correspond to the product’s UPC value, and
the 38-bit serial number provides per-item
uniqueness.

4. Get started
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“Fixing the basics” 
of stock accuracy 
and on-floor 
availability before 
rolling out omni-
channel capabilities, 
has had a positive 
impact on Net 
Promoter Score. 
The company had 
discovered over 
the years certain 
“detracting factors” 
that kept customers 
from recommending 
the store to others,
including assortment 
width and depth, 
and slow customer 
service. RFID has 
helped us get the NPS 
score up. And on-floor 
availability is directly 
correlated with size 
availability. 

- Tobias Steinhoff,  
Senior Director,  
Business Solutions,  
Global Sales,  
Direct to Channel  
and Franchise for  
the Adidas Group.

“

”

6https://www.alltopeverything.com/top-10-sportswear-brands/ 
  7Nedap research

https://www.alltopeverything.com/top-10-sportswear-brands/


4. Get started

How to benefit from RFID
 

RFID technology is the foundation for
accurate stocks and inventory insights. By
enabling fast, frequent, and accurate 
stocktaking using RFID technology, 
retailers can achieve deep visibility, and a 
better understanding of stock levels. The 
ultimate goal is to make products available 
to customers, so they can buy what they 
are looking for.

How to start a project
 

Leverage  
source-tagged products 

A good example on building the business 
case for RFID on just source-tagged items 
comes from Dutch JD Sports subsidiary 
Sports Unlimited Retail. This sports fashion 
and apparel retailer decided to build a 
business case based on source-tagged 
merchandise from Asics and Nike and 
to equip all own merchandise with RFID 
labels. Other brands will be  
added step-by-step.

In-store tagging

There are examples of
multi-brand retailers
who decided to go 
for in-store
tagging,

such as a leading global athletic footwear
and apparel retailer with more than 2500
stores. One of the reasons for this is that
not all brands have their items source-
tagged yet. In-store tagging allows retailers
to still implement RFID e.g. by replacing
the existing process of applying standard
price tags in store with applying price tags
equipped with an RFID label to each item.
This allows them to quickly optimize
inventory accuracy on the shop floor and in
their stock rooms, which enables services
like Ship-from-Store.

Needless to say, source-tagged items from
brands like e.g. Adidas, Nike and Under
Armour don’t require in-store tagging.

Phased approach

The success of an RFID project lies in 
stripping away complexity. As with a lot of 
strategic projects it is important to start 
small, celebrate a successful first step 
and proceed from there. This three stage 
approach will solidify the business case for 
the usage of RFID in your company.

RFID gives us the most complete view of our 
inventory that we have ever had. It’s quickly 
becoming the most precise tool in our arsenal to 
meet an individual consumer specific need at the 
exact right moment.

- Mark Parker, Executive Chairman,  
          former CEO, Nike Inc. 

“ ”

1

2

3
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4. Get started

Start small with a workshop 
In a workshop with your stakeholders and a solution
provider’s retail experts you should put together a business
case based on the specifics of your business and current
experiences in retail, and then benchmark it against results 
of comparable retailers.

Test, learn and adjust
The business case can be validated in a set of stores, with  
a selection of tagged merchandise. The products can be
tagged in the DC or in the store. Now you can start running
the pre-rollout, step-by-step.

Scale fast with a pre-rollout
With a proven business case, you will get ready for the 
rollout and can implement the technology in each store.  
New functionality can be added along the RFID journey.



Identifying project stakeholders

To successfully implement RFID in retail,
ownership and dedication are crucial. No
longer are RFID projects owned by one
stakeholder or department in a silo. The
world of shopping is changing fast and so
are the internal stakeholders within retail
organizations.

Just like with other major projects, RFID
projects in retail organizations need a
project owner. This is typically an individual
or a department that sees the clear
advantages of the technology. The project
owner takes the lead in researching use
cases and vendors and initiating a trial to
validate the business case.  

While it might sound 
obvious – it is 
essential to focus 
on the relationships 
that matter most 
when you go out there 
to find like-minded 
stakeholders within 
your company. 

Because if you involve everyone in your 
organization, you will have a long list in 
no time. But that’s a potential nightmare. 
So how do you produce a shorter, more 
coherent list?  

A good starting point is to answer the 
following questions about each potential 

candidate. They will help you direct your 
department’s energy and resources to 
the right relationships and activities. The 
questions and examples are drawn from our 
many years of experience working with a 
large variety of retail organizations. 

Does the stakeholder have a 
fundamental impact on your 
organization’s performance?  
(Required response: yes.)

Can you clearly identify what  
you want from the stakeholder?  
(Required response: yes.) 

Can you implement RFID  
without the stakeholder or easily 
replace the stakeholder?  
(Required response: no.) 

Is the stakeholder an ‘enabler’  
or a potential ‘sponsor’? 

It is important to make it clear who is an 
enabler and who is a sponsor, because each 
type of stakeholder requires a different 
approach. Consider if the department you 
want to get on board with your project 
will directly benefit from RFID or will be 
confronted with an additional workload. It 
helps to divide potential stakeholders into 
two groups to whittle your long list down to 
a shortlist. This will increase the efficiency 
and impact of your efforts to meet the right 
groups’ needs.

4. Get started

Increase digital merchandise availability without overstocking 27

4. Get started



05
“

“

RFID: from sportswear retail’s best-kept secret to a goldmine
29

5. Success stories

Nike x  
Foot Locker Inc.  

 
Nike and the US sportswear retailer Foot 
Locker have connected their product and 
inventory information to improve the quality 
of customer experience. Foot Locker in 
New York City enables users of the Foot 
Locker app to check the availability of Nike 
products in their stores online. Vice versa, 
NikePlus members can view the availability 
of items in the store and can reserve them 
for pickup at the location. 

 

More accurate inventory 
tracking can drive sales growth 
by providing associates and 
customers the ability to find 
every piece of merchandise 
down to the last unit available. 

– Richard Johnson,  
CEO of Footlocker8 

RFID is going to drive improved 
inventory holding costs and 
it is also going to reduce our 
transportation costs both in 
direct and in wholesale. 

– Matthew Friend, Nike’s CFO9 

Sports  
Unlimited Retail  

 
The RFID deployment at Sports Unlimited
Retail (SUR) leverages source-tagged
products from brands such as Nike. SUR’s
ambition with this RFID deployment is to
have full inventory visibility across all stores 
but also in the supply chain.

Our foremost goals are to raise 
our in-store inventory accuracy 
and improve the on-shelf product 
availability, which will lead to 
improved sales both in store and 
buy-online and ship-from-store 
orders.

– Wouter Grob, Buying & 
Merchandise Director at Sports 
Unlimited Retail10 

  8https://www.forbes.com/sites/walterloeb/2021/03/08/how-rfid-helps-retail-companies-save-money 
  9https://www.forbes.com/sites/walterloeb/2021/03/08/how-rfid-helps-retail-companies-save-money

 10https://www.nedap-retail.com/sports-unlimited-retail-to-roll-out-rfid-to-100-multi-brand-stores-2/  

https://www.forbes.com/sites/walterloeb/2021/03/08/how-rfid-helps-retail-companies-save-money/
https://www.forbes.com/sites/walterloeb/2021/03/08/how-rfid-helps-retail-companies-save-money
https://www.nedap-retail.com/sports-unlimited-retail-to-roll-out-rfid-to-100-multi-brand-stores-2/
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Stichd  
 

Stichd produces and markets merchandise
for sport fashion brands like PUMA,
Levi’s, HEAD, Tommy Hilfiger, Calvin Klein,
Mercedes, Ferrari, Porsche and McLaren.
The RFID-based inventory management
software will allow for full item traceability
from the stichd logistics warehouse in
Tilburg to their customers’ online and offline
retail channels. Full item visibility enabled
by RFID leads to transparent, reliable, and
actionable data for optimal replenishment.
This ensures availability of body and
legwear items, boosting the profitability of
both the retailer and stichd.

RFID enables us to serve even 
more retailers with optimal 
assortments, accurate inventory 
levels and an effortless order 
process. These additional 
services from stichd will provide 
our retailers with an optimal 
cash flow from our products. 

– Niels Hermsen, Regional   
      General Manager at stichd11

 

Mountain 
Warehouse

 
Mountain Warehouse is a major UK outdoor
apparel and equipment retailer that has
been growing year on year for two decades
now. To continue this success, it’s vital that
the retailer continues to be agile and move
with customer behavior. Aligning bricks and
mortar shopping with the digital experience 
of using RFID is an essential ingredient to 
maintain this growth.

We will benefit hugely from 
having full inventory visibility. 
Knowing what is in stock allows 
us to provide better product 
availability, improving our 
customer proposition, whilst 
increasing sales.

– Jamie Morgado, 
Head of Retail Operations 
 at Mountain Warehouse12 
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Outdoor Voices
 

As a digital-first company, online orders 
are a significant part of Outdoor Voices’ 
business. Order fulfillment therefore is 
crucial. One of the key results of the project 
is that the amount of lost sales due to 
inaccurate stock dropped significantly. 
In addition, in-store safety stocks can be 
lowered as full inventory visibility allows 
for efficient replenishment. Besides the 
benefits to their omnichannel journey, 
the use of RFID allows for increased 
product availability and improved on-shelf 
availability that has ultimately transpired in 
a lift for Outdoor Voices. 

“ RFID enables our store 
employees to better manage our 
omnichannel experience, where 
we can complete inventory 
counts with 99 percent accuracy 
and therefore expose our 
customers to every last unit 
available within our inventory. 

- Kevin Harwood, Vice President 
of Technology at Outdoor Voices13 

  11https://www.nedap-retail.com/stichd-and-nedap-collaborate-to-create-a-fully-transparent-supply-chain/
 12https://www.nedap-retail.com/mountain-warehouse-selects-nedap-for-global-rfid-roll-out/

 13https://www.nedap-retail.com/outdoor-voices-selects-nedap-to-unlock-best-in-class-omnichannel-services/ 

https://www.nedap-retail.com/stichd-and-nedap-collaborate-to-create-a-fully-transparent-supply-chain/
https://www.nedap-retail.com/mountain-warehouse-selects-nedap-for-global-rfid-roll-out/
https://www.nedap-retail.com/outdoor-voices-selects-nedap-to-unlock-best-in-class-omnichannel-services/ 


www.nedap-retail.com

Want to  
learn more about 

starting a successful 
RFID project? 

Request a free 
demo here. 

 

Every industry has its own unique challenges and  
opportunities. Nedap Retail creates unique solutions, geared to 
your industry, to help you take full advantage of social, mobile, 

cloud, and analytics as you transform your business.

Contact Nedap nedap-retail.com/contact

https://www.nedap-retail.com/contact/?utm_source=eBook&utm_medium=websiteform&utm_id=Sports
https://www.nedap-retail.com/contact/?utm_source=eBook&utm_medium=websiteform&utm_id=Sports
https://www.nedap-retail.com/contact/?utm_source=eBook&utm_medium=websiteform&utm_id=Sports

