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Introduction
People have changed the way they purchase things. 
Rather than going to the nearest store to research and 
make a purchase, customers now prefer to research 
online and then buy in-store, or vice versa. With the 
increasing popularity and use of mobile technology, 
people expect buying things from wherever they are and 
whenever they want to. 

This has made it essential for retailers to react to the 
changing buying behaviours of consumers. Buyers now 
don't believe in fitting in with sellers' choice of time 
and/or  location. There have been some major changes 
for retailers, whose operations are often carried on 
around a physical store network, with separate business 
spread over the online domain. 

To put in a nutshell, the increased use of internet and 
mobile technology has transformed the way people buy 
things, making it vital for retailers  to speed up to new 
platforms to survive the competition. Otherwise the 
bricks-and mortar retailers are expected to lose their 
market share if they do not have a good presence 
across various channels. 

Thus the growing consensus among retailers is that 
they must now be present across the various platforms 
available today and join them together seamlessly for 
the convenience of customers.



Importance for Omni-Channel Retailing
Omni-channel retailing enables new purchases of products that would not have been available in brick & mortar stores, by 
providing a more flexible shopping experience. It creates opportunities to exploit rapid sales growth through channels like 
Smartphone's, to capture lucrative markets. Frequent and high-value shoppers are more likely to use a variety of channels for 
making purchases, so a presence across various channels allows retailers to capture this market segment. 

Omni-channel retailing also helps in creating new sources of competition, leading to a redistribution of sales across retailers. 
It offers many benefits to customers including consumers being able to compare product details, prices and fulfilment 
options; access a wider range of retailers and products; and research, purchase and receive products anytime and anywhere. 
This helps in attracting new customers and retaining the current ones. 

Retailers can take the benefit of the new opportunities created by an increase in choice and convenience through new 
channels to build brand awareness and loyalty, and by offering a seamless shopping experience across various channels. 
Factors like broad online presence and higher searches can give boost to brand awareness and enhance sales across 
channels. Awareness created through websites, mobile apps and online marketplace create a positive impact not only on 
online sales but also across various sales channels. 

Leading retailers with presence across store and other channels have been able to capture additional sales through non-store 
channels by increased product awareness, expanded market and competitors' sales share and through access of fast-growing 
channels. By combining store and non-store presence, these retailers have been successful in attracting new customers and 
appealing to distinct markets, thus leading to an increase in non-store sales. 

The importance of omni-channel retailing is visible from the below statistics:

87% of customers think brands need to work harder to provide a seamless experience. (Zendesk) 

Companies with extremely strong omni-channel customer engagement retain on average 89% of their customers, 
compared to 33% for companies with weak omni-channel customer engagement. (Aberdeen Group)

A study by Accenture showed that 89% of customers get frustrated having to repeat their issues to multiple representa-
tives.
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Over 35% of customers expect to be able to contact the same customer service representative on any channel. (Zendesk)

77% of strong omni-channel companies store customer data across channels, compared to 48% for weak omni-channel 
companies. (Aberdeen Group)

61% of customers have not been able to easily switch from one channel to another when interacting with customer 
service. (Aspect)

64% of customers expect to receive real-time assistance regardless of the customer service channel they use. (Zendesk)

Companies with extremely strong omni-channel customer engagement see a 9.5% year-over-year increase in annual 
revenue, compared to 3.4% for weak omni-channel companies. Similarly, strong omni-channel companies see a 7.5% 
year-over-year decrease in cost per contact, compared to a 0.2% year-over-year decrease for weak companies. (Aberdeen 
Group)

By 2020, the demand for an omni-channel customer experience will be amplified by the need for nearly perfect execution! 
(PricewaterhouseCoopers)
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The Challenges for
Omni-Channel Retailers
Retailers are putting all of their efforts into improving customer experiences across the various channels, because not having 
an outlet could turn off a wide group of consumers. They are caught up between a rock and a hard place!  On one hand they 
are continuously trying to explore the ways to keep customers happy and on the other hand they are struggling hard to cope 
with the changing shopping landscape and having to continuously test various new online technologies to help them meet 
the requirement of their customers.

Providing convenience to the customers is the key to success. Choosing the omni-channel route will help the retailers to react 
to a customer's needs, helping them gain a competitive advantage.

There are various ways to improve the customer experience. This is a virtue as well as a problem when it comes to omni-
channel retailing. A study showed that, 22 percent of the marketers consider 'creating a truly seamless experience' a 
challenge in omni-channel retailing. Questions like what should a retailer focus on? Which specific aspects of each channel 
needs to be tweaked? What is the starting point of the customer experience? Mastering the customer experience is a 
challenge with many facets. Retailers are faced with complexity of data, technology and understanding of the customer 
journey.

A lot of retailers are now transiting to omni-channel route. Yet, the progress has been slow; some basic steps have to be 
executed and buyers are responding to the slow pace. However retailers are facing some challenges in implementing omni-
channel ways. Below are some of their major challenges:



The shopping behaviours of both online and offline are 
different. Customers expect retailers to offer services in a 
similar way in both these channels to meet their chang-
ing needs. Online shoppers want their goods as prompt 
as possible at a time and location that suits them, just 
like offline mode. 

According to a research, nearly a quarter of UK consum-
ers would be more encouraged to make an online 
purchase if the goods can be delivered on the same day 
(24%). The research data also reveals that if deliveries are 
estimated to take too long (in this case two days for 
more), more than one in four (26%) would not buy the 
item online. 

Similarly, 29 per cent of UK shoppers would be more 
inclined to buy something online if they were able to click 
and collect the same day, or click and collect the next day 
(27%). According to the research results, the single most 
effective way to drive an online sale for men and women 
of all ages is to offer free delivery for their purchases; 
something that 75 per cent of shoppers say would 
encourage them to buy something online. 

Delivery and
Logistics Functions 

Returns Policy and
Trial Services
Relieving customers from going to a stores and buying 
is one of the major advantages of an eCommerce 
platform. The time and costs of delivery and lack of 
physical presence associated with online shopping are 
some of the major reasons for resistance from custom-
ers.

Reducing or eliminating the time between purchase and 
delivery is another way to increase the confidence of 
online customers, with almost one in five (19%) saying 
they would like to pay for the items once they have been 
delivered—allowing them to inspect goods when they 
arrive and return them immediately without having to 
make the payment of the items beforehand.

Offering free returns is very important for a large 
number of UK shoppers. In fact, a third of the respon-
dents (31%) stated that if free returns were not offered, 
they would potentially stop buying the product they 
were looking for.

Customers can neither inspect their online goods nor 
touch and feel them. This obstacle is yet to be 
overcome by the retailers. The 'look and feel' is a 
significant factor, which has made 32 per cent of the 
consumers to abandon online purchases. An effective 
way to counter this problem is to ensure that custom-
ers' reviews are readily available on the online site for 
shoppers to obtain quick information and feedback on 
products. 



Retailers are being competitive to offer services in 
various domains like payment mechanisms, delivery 
times or the content generated and shared with their 
customers. This has improved the level of customer 
service, whether it is due to the increased ROI for the 
retailer or to connect to the customers with the goods or 
services they want, more efficiently. 

However retailers need to research on the services that 
will prompt customers to engage and purchase from 
them. 

Continuous Clients'
Engagement

Changing Customers'
Expectations
Customers these days make little distinction between 
various platforms and judge retailers based on their 
overall performance. They look at the whole transaction. 
They expect simplicity, speed and accuracy across all 
channels. And they prefer walking away from compa-
nies that fail to cater to their requirements. As per a 
survey, three quarters of customers will stop availing 
the services of a retailer if they have a bad experience. 

Customers benefit from a well-integrated presence 
across various channels. Most retailers (two-thirds) still 
consider simple sales volumes to measure performance 
rather than longer-term indicators, such as length of 
customer engagement (only 27% of retailers). Retailers 
still have to make their website mobile optimised and 
adapt to mobile apps (only one-third of retailers have 
customised their online content for different devices like 
tablet and Smartphone's). They need to hire resources to 
take overall charge of the customer journey (Only 39% of 
the retailers have done that). They require unifying 
customer service platforms, use barcode scanning 
in-store to provide product information and set up an 
integrated customer response unit.

Progress Towards
Omni-channel

Obstacle to Better
Customer Service
The biggest obstacle to better customer service is 
organisation, rather than technical. There are silos 
within the organisation and there is a lack of senior 
management vision. Many companies have created 
separate divisions for areas such as web sales. Hence, 
integration across platforms can require a major 
company reorganisation and IT spend. There is fierce 
internal competition to store closures, despite the rising 
online sales and excess store capacity.



Realising the
Omni-Channel
Opportunity
Retailers are devising a variety of strategies to embrace 
the opportunities created by omni-channel retailing. 
These strategies help to reduce the gap between online 
and offline channels. They include the use of stores in 
new ways like installing in-store technology helping 
shoppers to browse retailers' catalogue and alternative 
offers conveniently, and place orders, using the store as 
a display site for some products, combined with 
home-delivery options; as a collection point for online 
and mobile orders; or as an experience place to build 
loyalty. 

Omni-channel strategies include achieving broad 
presence across own as well as third-party online sites 
to maximise opportunities to showcase the brand 
through customers' purchase journey; offering flexible 
delivery options for items purchased through non-store 
channels, and options to deliver within a short period of 
time. They also include using new technologies like 
location recognition or tracking customers' purchase 
history across the different channels, for customers that 
have signed up for these retailer's services, to inform of 
relevant services or avoid having to repeat stages of 
purchase journey.

Retailers now consider it important to adopt omn-
ichannel ways and strategies, otherwise they fear they 
will lose out. They are using omni-channel ways to 
unlock cross border opportunities. Omni-channel 
strategies can help retailers to further expand their 
international presence, capturing sales in new markets 
in a more agile way. Other strategies include using 
owned and/or third-party online sites to sell internation-
ally, potentially combined with the opening of flagship 
stores to showcase products and act as 
collection/delivery points, and using different fulfilment 
options.

Agility and flexibility across channels could become a 
key differentiator for retailers, who are also now getting 
benefitted by exploiting growing channels like mobile 
and social media and embracing new technologies 
ranging from location recognition services to new forms 
of online payments. With omni-channel retailing, new 
ways becoming inevitable, embracing these trends 
effectively and continuing to adapt to technology-
enabled changes in consumer behaviour can give 
competitive advantage to retailers.     



Strategies to
Create an Effective
Omni-Channel
Experience
Omni-Channel is a way to give customers a perfect and 
seamless experience regardless of where they visit a 
brand. It is an approach to marketing and retail that 
utilises multiple communication channels to reach 
customers. The key is that all platforms should commu-
nicate with each other, helping create a uniform experi-
ence. Customers are at the centre, and they need to be 
able to switch between channels quickly and efficiently, 
getting the same information and experience wherever 
they go. 

As new technologies emerge and more consumers are 
looking for omni-channel presence, it is becoming 
increasingly important for retailers to extend the 
brick-and-mortar experience to their online channels. 
Having a presence online and offline has become 
important for some buyers to even consider purchasing 
or using a product. 

More customers are demanding an omni-channel 
shopping experience, from buying a product to returning 
it. Forbes reports that 98% of people believe that 
purchases, delivery and returns should be easily 
available across various channels. This omni-channel 
shift is not only in-demand but is also helping retailers 
increase profits and retain customers for them

However, fulfilling that demand requires retailers to 
adopt data-driven, omni-channel marketing and retail 
practices. So the question is how can retailers create an 
effective omni-channel experience? Let’s take a look at 
some key implementation strategies to help guide you 
through.



Data
Retailers can leverage Big Data in various ways, but when it comes to omni-channel route, they will want to focus on 
consumer behaviour metrics.

If you have the basic data for your target audience, you will need to ensure it is accurate, robust and up-to-date. 

Identifying trends in purchasing habits can also lead to better decisions with regards to suppliers, products and the market. 
Retailers can even collect statistics on the channels that are more in demand. 

Physical Stores
No doubt, there is a greater focus on online and mobile outlets, but retailers should consider brick-and-mortar stores as well, 
which are to be optimised. For example physical stores can attract customers towards products or articulate brand stories. 
Stores are a very important part of the retail business. So it is important to generate a familiar as well as an all together 
different brand experience.



Technology
Investing in technology can be helpful in providing an exemplary customer experience. With an omni-channel approach, 
retailers will be required to provide higher level of services. They can use technology to create inventory visibility, provide 
customer support, store payment information and develop new capabilities such as in-store pickups.

Technology can also be helpful in fighting against cybercrime as protection is required in securing different channels. 
Retailers will have to invest in tools and solutions that involve POS systems, online payment processing and mobile transac-
tions.

Brand
For providing a great customer experience, having a brand image is inevitable. Retailers need to build their presence on both 
online and offline channels. Data insights can be used to create an omni-channel marketing strategy. Retailers should identify 
who their target audience is, how to reach them and what messages will help them get more responses. They need to 
consider how one channel or message will affect another and how uniform experience can be provided to customers across 
various channels. 

Through omni-channel ways retailers can establish a strong image, as well as follow consistency in the brick-and-mortar 
stores to mobile application to social media. Many retailers rank omni-channel maturity based on brand's perception along 
with customer loyalty and satisfaction. 

Thus, retailers need to maintain a strong social media presence and communicate with customers continuously. The website 
of a brand is equally important, thus creating content is a great way to keep potential customers involved. 



Analysis
A marketing campaign should be able to track the performance and measure results for improving its effectiveness. Retailers 
have various tools and data to track their campaigns. However it is still important to analyse data points to identify what 
worked well and what did not. By using these insights, retailers can analyse the channels that are effective, the channels that 
offer the best customer experience, the channels that require improvement and the influence each channel has on other.

Customer and Target Market
The key to defining and implementing the best-fit omni-channel retail strategy is gaining a thorough understanding of your 
customers and your target market and map their journeys. Each of your communication channels plays a different role in your 
overall business by offering your customers different benefits and interaction capabilities. 

You need to define these roles and benefits and the ones who use them, and then come out with cross-channel communica-
tion roads for your business. Once you have the roadmap, you can think of the road you need to travel to reach your destina-
tion. But remember every road through each of your channel leads to only one destination – the overall brand experience to 
your customers. 



Retailers should continuously seek to understand the 
behaviour of their customers in the new environment to 
purchase, and enable their channels to operate flexibly, 
allowing customers to use the channel of their choice at 
any point. They should be present across a breadth of 
channels, from stores and catalogues to websites, apps 
and social media, to maximise their chances of being 
found by customers and also engage with them at any 
stage of their purchase journey.

Approach Holistic View
Retailers need to promote a culture across the organisa-
tion that embraces omni-channel retailing. They should 
move towards a model that gives remuneration to the 
staff for sales that happen in their catchment, and 
attribute costs and revenues on that basis, rather than 
by channels. They should even be prepared to align their 
entire operations with omni-channel retailing, from 
marketing and distribution, to staffing and IT.

Retailers can appeal to customers who value flexibility 
and convenience, by offering a range of fulfilment 
options. A re-evaluation of delivery networks and partner-
ships can be helpful to accommodate this flexibility in a 
cost-effective manner.

Streamlined Logistics Redefined Store
Retailers will need to re-evaluate their portfolio of retail 
sites and take the benefit of the stores as part of the 
omnichannel experience-for example by leveraging 
technology to enhance the store experience, using some 
outlets as flagship stores, or adapting some stores to be 
used as collection points.

Cross-Border Trade
Retailers can sell in international markets through their 
online and mobile sites, combined with home-based 
logistics centres, through third party international 
delivery networks, or through local delivery/collection 
centres, to test out new markets before deciding 
whether to establish a store presence. 

Alternative payment methods facilitate interoperability 
between payment systems, helping retailers to further 
unlock the omn-ichannel cross-border trade potential.

Partnerships with third parties can help retailers to sell 
and deliver in international markets while reducing the 
costs associated with marketing, promotions and 
supply chain. 



Other Considerations
It is important to be innovative and different in your retail product offering and your overall brand experience so that custom-
ers talk about it. You need to make your product or store information easily accessible to your customers across all your 
channels. You can also provide customers with the access to reviews and recommendations. They can even be allowed to 
review, recommend, influence and endorse your brand using the appropriate channels. Give your customers various options to 
access your product and the ways to purchase and receive it. You can even facilitate social interaction across all your touch 
points and look to drive traffic seamlessly from one to another. You need to ensure that you provide a great bricks-and-mortar 
store experience; customers don't forget and translate it across various channels. 

Conclusion
Recent technology has changed the way people buy things. Due to growth in buying things online or over their Smartphone's 
as well as in-store, retailers must respond by becoming omni-channel. Very few channels are genuinely omni-channel at the 
moment, although many are working in the direction to become one. Online specialists don't have physical stores, while 
traditional retailers have started to integrate their physical and online presence, but they often have much more work to do. 

As next-gen retailing is evolving, we should not forget the prevailing power of the physical store space. The job of a retailer is 
to blend the virtual and physical worlds in a relevant way for customers to positively share their in-store experience. By using 
the power of the new technology and consistently delivering at every touch point, you’ll be able to take the advantage of the 
new wave of retailing.

Retail businesses need to embrace omni-channel approaches. As mobile and other technologies are being widely used for the 
shopping landscape, retailers need to channel their efforts in the right direction. Omni-channel retail helps to deliver a 
seamless, intuitive shopping experience to customers, which can lead to clients' satisfaction, profitability and loyalty.

Omnichannel retailing isn't new, but it has evolved rapidly in the past few years due to social media channels and Smart-
phone's. Framing necessary strategies will allow retailers to increase the brand rakings against their competitors.
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