
Not many retail IT teams include  
dozens of people with PhDs working 
as data scientists, but this is exactly 
the case for U.S. retailer, Target  
(no affiliation with Target Australia). 

Tom Kadlec, Target’s Senior Vice 
President of Infrastructure & 
Operations, says democratise access 
to compute and data is the bloodline of 
future technology. This, combined with 
the ever-increasing contribution of data 
science and IT product management 
is vital for a company determined to 
delight its “guests” by harnessing the 
power of innovation and technology 
to make the shopping experience as 
seamless as possible.

What started a couple of years ago  
as a rigid organisational shift is now  
a core internal belief that data and the 
capacity to produce, move, abstract 
or consume, it is not (and should not 
be) constrained to anyone. In addition 
to decentralising access to the data, 
the retailer fundamentally changed its 
compute approach – now enabled with 
fast, simple provisioning from the cloud 
to the endpoint device. 

Target also invested in CI/CD to 
deliver data, apps, and fixes across 
a ubiquitous cloud platform via data 
centre to the edge of its upgraded 
network. By leveraging cloud computing 
and moving data processing to 
the edge, automated or manual actions 
can be triggered from or consumed in 
real time on a store team member’s 
handheld device.

From making sure that the right stock 
is in-store and priced correctly to 
equipping team members with the 
information they need to serve guests 
better, data plays a critical role every 
step of the way.

Target has taken a ground zero 
approach to the challenge of 
modernisation – something few 
companies would consider, no matter 
how inefficient their existing IT silos. 
In a process Kadlec describes as 
‘decomposition’, all the company’s 
systems are being broken down, 
simplified, completely rewritten  
from the ground up and then  
exposed to an API. 

This means that data can be shared 
quickly and simply within the 
organisation, and is readily available 
to developers in a useable form. New 
applications, for example, can be stood 
up in minutes. Kadlec feels if Target is 
to become a truly data-driven retailer 
then this is an essential first step.

Tasked with leading the effort to 
modernise and enhance Target’s 
technology foundation, Kadlec sees 
a key focus of his role as providing 
the organisation with data on the four 
pillars of the organisation: Guests, 
Team Members, Assets and Products. 

“Today, we have any number  
of ways of sensing a wide  
array of information and the 
resulting data is flowing not in 
trickles, but in waves,” he says. 
“We have the capacity to hold, 
correlate, calculate and 
compute at high volume and 
speed – to manage information 
by recognising and retaining 
the intelligence – and letting 
the rest go.”

And the business benefits are evident, 
if yet to be fully realised. Better-
informed and freed-up team members 
can serve guests more productively. 
Assets including inventory are available 
and used more effectively to enhance 
the guests’ in-store experience. 

Broadened use of RFID across  
Target stores in the apparel and home 
categories has vastly improved visibility 
of what inventory is in-store. Cameras 
are also used to check for out-of-stocks.

Meanwhile, AI is being used to scan 
transactions, monitor digital devices 
in the network and allocate the right 
staff to the right tasks, amongst many 
other vital activities. The flow of data 
is constant. 

Today, the main focus is on their stores, 
which Target sees as a guest interaction 
point, but also as a distribution centre 
for digital fulfilment. And with 1300 
stores within 10 miles of 90% of the 
American population, the company’s 
footprint provides a clear strategic 
advantage over Amazon. The recent 
acquisitions of Grand Junction and 
Shipt have now given the company  
extra capacity in last mile deliveries.

Target technology is now serving its 
guests in stores, on their devices and 
extending the retail experience to their 
very doorstep. 

About Target

Target Corporation is an upscale U.S. 
discount retailer that provides high-
quality, on-trend merchandise at 
attractive prices in clean, spacious 
and guest-friendly stores. Target has 
1,829 stores in the United States; 
39 distribution centres in the United 
States; 350,000+ team members 
worldwide; an online business at Target.
com; and global locations in India.
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