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CO R E CO M P . increased Purchase S7eS
ONENTS... W

D36 hy each m

5 F&SCM vs Business Central atters

« Higher Customer Loyalty

« Higher Customer Conversion Rates + \mproved Cross-Channel Experience

+ The Ability to Attract New Customers

+ preserved Margins in the Last Mile

+ \ncreased Upselling/ Cross-Selling

Op ations
Operatio™

+ Reduced operating Costs

« \mproved Employee Experience

« Reduced Lost Sales

Howa Retail Unified Commerce System genefits Agentic Al

1. Unified, Real-Time pata= Al Ccan Finally Make Accurate Decisions

Agentic Al needs:

. Onecustomer profite|

+ One inventory truth

. Oneorder \ifecycle

+ One pr‘\c'mglpromotion engine

+ One product catalog

Unified commerce provides exactly that.
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[ Retailer Using Microsoft Dynamics 365
F&SCM or Business Central

1 Retailer NOT Using Microsoft Dynamics
365 F&SCM or Business Central

] A Partner

 Noidea, I’'m lost
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POLL

(] We have achieved a Unified Commerce
System

J We are seeking to achieve a Unified
Commerce System




UNIFIED COMMERCE'S IMPORTANCE?

BAIN & COMPANY (&

“Customers don't think of having a unified experience
across retail and online as a nice-to-have or a feature;

they just expect it."

Chief operating officer, retailer




STU DY BAIN & COMPANY (B

Nearly 100% of retailers believe that a well-executed
unified commerce strategy has an impact on the entire

company.




Sales & Marketing  Customer Experience

Increased Purchase Sizes * Higher Customer Loyalty

Higher Customer Conversion Rates * Improved Cross-Channel Experience

The Ability to Attract New Customers .« Preserved Margins in the Last Mile

Increased Upselling / Cross-Selling U ii iﬁ ed Y\

Commerce

~ Operations Supply Chain

» Reduced Operating Costs
 Improved Employee Experience

e Reduced Lost Sales
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WHAT ABOUT AGENTIC AI?

Unified commerce isn't just:

« A benefit for a retailer — it becomes fuel for agentic Al.

 Infrastructure — it's the prerequisite for autonomous,
intelligent retail.

It gives Al what it needs most: clean, real-time,
cross-channel data and the authority to act on it.




Unified Data Layer

Single source of truth across all channels

Real-Time Visibility

Live inventory, orders, and customer state

Consistent APIs

Standardized integration fabric for all systems

Governance & Compliance

Policy enforcement, audit trails, guardrails

Operational automation

Rule-based workflows and orchestration

| WHAT ABOUT AGENTIC AI?

Autonomous Decision-Making

Al agents act on real-time context

Predictive Actions

Anticipate demand, pricing, replenishment

Cross-Channel Orchestration

Seamless coordination across touchpoints

Self-Optimizing Operations

Continuous learning and improvement loops
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0.41

75%

of retailers have

]
STU DY BAIN & COMPANY (B '

0.38
0.33 I

strategies, but only : 55% 45% 45%
CLEAR & HAVE THE TOOLS CURRENT TECH

WELL DEFINED & RESOURCES SUPPORTS

ambitious unified

commerce




STU DY BAIN & COMPANY ()

Challenges... burden of legacy systems that:

« Make interoperability and integration difficult.
* lead to poor quality of data
« limits retailers’ abilities to provide the best experience to their customers.

All while... retailers are seeking to focus on growing their business
through sales and avoid being distracted by internal IT support
headaches at their organizations.

Most retailers spend 62-64% of their budgets on creating and maintaining
inter-system integrations.




UNIFIED COMMERCE DEFINED?

A unified platform that brings:
* every retail channel
* transaction

« and data source into a single, real-time platform /I|\>
Ve

The core components fall into four major layers: <
 customer facing experiences

* operational systems l/

 data & intelligence
 and the unifying platform that ties them together.

Eliminates sync delays, inventory mismatches, and customer experience gaps.
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OMNI-CHANNEL VS UNIFIED COMMERCE

Typical Omnichannel Stack Dynamics 365 Commerce

——— Architecture = VS.

—

Single Unified Platform ——
{13 » eCommerce » OMS —» CRM
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OMNI-CHANNEL VS UNIFIED COMMERCE

Typical Omnichannel Stack Dynamics 365 Commerce

~—— Order Processing One Seamless Workflow
==  ofte
- Customer Visibility : Unified Customer Profile
5 = ef¥e
— Delayed & Inconsistent ' Real-Time & Accurate
A ' g 5
~ Business Impact Transformational Efficiency
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Shopify Online

Store Ops / POS

Unified Commerce Workflow - Hybrid Retail

Oomey
IFOM

Order Managementr! L= TR ] |

Inventory / WMS

B et SRR 3

ERP (FFSCM)

CDP / Marketing ———»!

| Loyalty Update

Data & Al

—— ]
' Order Orchestration |
— =
1
> Inventory Updates
, — :
1
i
—
¢
Inventory Updates
|
4.
Sync to ERP
<>  Persanalized .
) _Follow-Up
N

ERP & Financials Updated

Store Chice .
— egitiory

-+ Sync to ERP

*  Sync to ERP

!"——' Personalized Follow-Up "’I

Analytics & Insights |
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CORE COMPONENTS.” Customer Facing Experience Layer

The touchpoints customers interact with and all draw from the same
real-time data.

 Point of Sale (POS) — mobile, fixed, or self-checkout
« eCommerce — web, mobile app, marketplaces

. Clil?_nteleing & Associate Tools — endless aisle, customer lookup, guided
selling

e Customer Service — in-store, call center, chat, social
« Loyalty & Personalization — unified profiles, offers, rewards

Why it matters: Unified commerce ensures every touchpoint shows the same
product info, pricing, promotions, and inventory.




CORE COMPONENTS... commerce Operations Layer

'(Ij'hese systems run the business and must operate from one shared
ataset.

« Order Management System (OMS) — routing, BOPIS, ship from store, returns
* Inventory Management — real time availability across stores/DCs

« Merchandising & Pricing — assortments, promotions, markdowns

« Product Information Management (PIM) — attributes, content, images
 Supply Chain & Fulfillment — WMS, logistics, replenishment

Why it matters: Unified commerce eliminates the “syncing” problem—
inventory, orders, and pricing are always current.
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CORE COMPONENTS”. Data, Intelligence & Integration Layer

This is where unified commerce becomes strategic.

* Single, real time database — one version of truth for customers, products,
orders

« Customer 360 Profiles — behavior, preferences, history
 Analytics & Reporting — operational + customer insights

« Al & Agentic Systems — demand forecasting, autonomous merchandising,
decisioning

 APIs & Interoperability — semantic data models, event streaming

Why it matters: Retailers gain a complete, accurate view of the customer and
can‘automate decisions.




CORE COMPONENTS... unified Platform Layer (The “Brain”)

This is the defining feature that separates true unified commerce from
“integrated omnichannel.”

« One database for all channels and operations

« One rules engine for pricing, promotions, fulfillment
« One identity system for customers and associates

« One inventory truth across stores, DCs, and digital

« One order lifecycle regardless of channel

Why it matters: This is the core requirement for eliminating friction, delays,
and mismatches.




UNIFIED COMMERCE... SUMMARIZED

Layer Key Components What Makes It “Unified”

POS, eCommerce, apps, loyalty, All channels read/write to the same data in real
service time

Customer Experience

Commerce OMS, inventory, merchandising, PIM, No syncing; operational decisions reflect
Operations supply chain instantly everywhere

Single database, analytics, Al, One version of truth powering automation and

Data & Intelligence .
customer 360 insights

Identity, rules engine, inventory truth, A single platform orchestrating all channels and
order lifecycle operations

Unified Platform
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UNIFIED COMMERCE... § VS

Customer Facing Experience

COMPONENT Dynamics 365 F&SCM Dynamics 365 Business Central

v Native via Dynamics 365
Aol deisiezlel) s Commerce (tightly integrated with
F&SCM)

v Native via Dynamics 365 X Requires 3rd-party (Shopify,
eCommerce :

Commerce BigCommerce, Sana, etc.)
Clienteleing v Native clienteleing app X 3rd-party extensions

Loyalty &
Promotions

X Not native; requires 3rd-party POS (LS
Retail, Shopify POS, NewStore, etc.)

v Native loyalty engine X 3rd-party extensions




UNIFIED COMMERCE... § VS

Commerce Operations Layer

COMPONENT Dynamics 365 F&SCM Dynamics 365 Business Central

0 ge (S ET e  Advanced distributed order v Basic order management; advanced via
(OMS) orchestration ISVs

Inventory v Real-time, multi-node, advanced v Solid but simpler; fewer fulfillment
Management ATP strategies

v Enterprise-grade (hierarchies,
variants, pricing, promos)
v Built-in PIM capabilities X Requires ISV PIM

Supply Chain & v Tier-1 WMS, advanced wave v Basic WMS; advanced via Tasklet,
WMS planning, automation Boltrics, etc.

Merchandising v Core merchandising; advanced via ISVs




UNIFIED COMMERCE... § VS

Data, Intelligence & Integration Layer

COMPONENT Dynamics 365 F&SCM Dynamics 365 Business Central

Unified Data
(Dataverse + ADLS)

Customer 360 Via Customer Insights + Commerce Via Customer Insights

v Deep native integration v Supported but lighter

v Enterprise analytics via ADLS +

v Power Bl + optional ADLS
Synapse

Analytics

v Native demand forecasting, v Power Platform Al; fewer native retail
anomaly detection models

v Commerce Scale Unit (CSU)
headless engine

Al/ML

v AL extensions + APIs

APIs & Extensibility
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UNIFIED COMMERCE...

Unified Platform Layer

Engine engine)
Unified
Pricing/Promotions RFANELNE
Engine

Unified Identity v Native across Commerce
channels
it et (el ey v Real-time across channels
Truth
Unified Order v End-to-end across
I Lifecycle POS/eComm/Store/DC
TR | ] T. ks O SELL | -
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PLATFORM . . :
ELEMENT Dynamics 365 F&SCM Dynamics 365 Business Central

Single Commerce v Commerce Scale Unit (headless

X No equivalent
X ISV-dependent

v Azure AD only

v Real-time but simpler

v End-to-end but without native
POS/eComm




IN SUMMARY

F&SCM is the reference architecture

BC is the modular alternative




IN SUMMARY

F&SCM + Dynamics 365 Commerce = Microsoft’s true unified
commerce stack (POS + eComm + OMS + WMS + merchandising +

headless engine).

Business Central = A flexible mid-market ERP that becomes unified
commerce only when paired with ISVs (LS Retail, Shopify,
NewStore, etc.).
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