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Executive Summary

Executive Summary
The fundamental goals of any Omni-channel strategy are to achieve greater customer engagement,
profitability and share of wallet per customer when compared to single channel sales and service strategies.
Yet, 3 out of 4 retailers1 are unable to measure and manage these goals as competing operational pressures
take over, especially during peak selling seasons. The operational disposition of many retailers is puzzling
considering retailers that use Omni-channel capabilities such as buy-online pick-up in store are able to find
almost 2X customer conversion vs those who don’t. (refer to the “Omni-channel Customer Engagement”
section for more details)
For instance, when planning gets underway for retail’s busiest and most critical holiday season, the usual
questions and inhibitions most retailers face are about how much to spend on marketing, online readiness,
handling finances, labor ramp-up and operations. In fact, during the holiday season, it is the inventory
planning and visibility that takes the center stage along with most of a retailer’s energy, time and focus. The
much talked about customer engagement or customer relationship management practices in the Omnichannel retail environment takes a backseat.
The ultimate focus of the retailers especially in the mid-market2 is to capture as many sales as possible
without leaving themselves overburdened with stock at the end of the season. However, retailers that better
balance their holiday inventory flow and get more sophisticated in how to sell, where to sell, and how much
customers want to buy are best positioned for greater customer profitability3. This report outlines key best
practices and a framework for customer profitability success by connecting the dots between right product,
right content, right experience, right place, right time – fostering a balance of product & operational readiness
and an engaged and personalized Omni-channel customer experience to maximize profitability.
EKN in collaboration with Symphony Teleca, conducted a survey of more than 80 US-based retailers to
understand and benchmark mid-market retailers’ maturity and readiness in terms of Omni-channel
execution and customer profitability. Our research findings revealed:
•

Retailers are still trying to get basic blocking and tackling issues right. Inventory management
commands major focus, while understanding customers and how they engage with retailers is
lower on the priority list. More than 1 in 2 retailers rated inventory visibility across all channels as the
most significant Omni-channel capability.

•

No clear owner of Omni-channel execution as well as customer experience, despite the fact that
Omni-channel shoppers are 23% more profitable than single channel shoppers1.

•

Difficulty in integration, change management and the lack of training are the top 3 challenges to
Omni-channel readiness.

•

Retailers are still focusing on traditional Key Performance Indicators (KPIs) and the focus on customercentric KPIs remains low. 7 in 10 retailers do not measure customer-centric KPIs such as Customer
Lifetime Value (CLV), customer profitability and online customer engagement etc.

RIS-EKN 1st Annual Customer Engagement Tech Trends Study, 2014
Retailers with annual revenue between $250 million - $5 billion
3
EKN defines customer profitability as an average value of a customer interaction based on cross-sell improvement, average dollar value per
order, customer satisfaction, number of units per order, margin per order, profit up-lift per order etc.
1
2
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In this report:
•

EKN’s Omni-channel Customer Profitability Framework

•

Data on most important building blocks of a successful Omni-channel experience, challenges, KPIs
and technology adoption

•

Actionable recommendations based on four distinct stages of EKN’s Omni-channel Customer
Profitability Framework

4
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Survey Demographic

Survey Demographic
(Figures are percentage of total respondents)

Annual revenue

Retail format
4%

1%
15%

33%

30%

49%
32%

23%

14%

Apparel & Accessories

Specialty Retail

General Merchandise
and Grocery

Other 5

4

< $100 million

$100 million to
$499 million

$500 million to
$999 million

$1 billion to
$4.999 billion

$ 5 billion +

Designation

Business functions
11%

11%

3%
15%

27%

5%
5%

47%

8%

9%

22%

26%

10%

CXO

SVP / EVP /VP

Director

Manager

Stores/Omni-channel

IT

Merchandising

Supply Chain
Corporate Support
eCommerce

6

Marketing
Procurement

Others 7

Specialty Retail includes electronics & appliances, health & personal care, home & furniture, sporting good, hobby books, office products, etc.
Others include online and restaurant/food service
6
Corporate includes finance, HR, customer management, customer insights, strategy
4
5

7

Others include administrative, audit

Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014
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Inventory First, Keep Customers For Later: Survey
Reveals

While an inventory-centric strategy is a pre-requisite for driving high volume selling during a busy season,
over-reliance on such a strategy and under-funding Omni-channel customer engagement is fraught with the
risk of high customer attrition during or just after the holiday season.
Data from this study reveals that among leading Omni-channel capabilities of ‘extreme importance’
retailers rank inventory planning (77%) and merchandise allocation (64%) ahead of customer relationship
management (64%) and promotions (50%). Similarly, retailers rank inventory visibility across channels (52%)
higher than a customer convenience capability such as buy-online pick-up in store (40%). The ultimate focus
of retailers is to capture as many sales as possible without leaving themselves overburdened with stock at
the end of the season.
Don’t take us wrong, as we are not saying that what retailers are doing is wrong. A SKU being out-of-stock
is likely a lost sale for the retailer, especially if its systems do not allow it to tap into inventory across the
enterprise, regardless of where it sits. Hence, inventory integration has always been a foundational capability
for retailers to be able to deliver a seamless experience. Retailers absolutely need to ensure the right item is
available in the right quantity at the right time, especially when 7 in 10 millennial shoppers are influenced by
product availability while shopping in stores8.
However, successful customer engagement is as important as operational success when it comes to
developing an ideal Omni-channel retail model. And, not to deny that there is significant financial upside to
delivering a differentiated customer experience and developing deeper customer engagement. Data from
this study reveals that 41% retailers found a 5%-10% increase in customer conversion when they enabled
their customers to receive online or mobile coupon in-store and reserve store inventory online. Retailers
that use these capabilities witness 2X higher customer conversion compared to those who currently do not
use these customer engagement capabilities.
As retailers rapidly move toward becoming truly Omni-channel, they cannot and must not ignore their
customers and understand their preferences, needs, lifestyle and shopping behavior. To a large extent,
this customer focus is typically demonstrated by online or eCommerce teams as they strive to execute
personalized customer engagement journeys and rapid operational response for effective fulfillment. A
similar focus on customer engagement and personalization can be developed in the stores, call center,
mobile and social channels as they need it as much, if not more, for successful and profitable customer
relationships and positive financial results.
To realize customer profitability and financial benefits of Omni-channel, there has to be a balance between
the operational and customer-side of the Omni-channel equation. EKN’s Omni-channel Customer Profitability
Framework highlights 4 key execution blocks that retailers should focus on as they move along the Omnichannel maturity curve.

8

EKN Millennial Shopper Preferences Survey, 2014

6
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Omni-channel Customer Profitability Framework

1

2

3

4

Omni-channel Customer
Engagement

Omni-channel
Big Data Insights

Omni-channel Performance
Management

Omni-channel Organizational
& Cultural Alignment

Customer-facing building blocks:

Customer applications - data
assembly, collation, aggregation,
synthesis by customer attributes:

KPIs:

Organization:

Responsive design
Connected experience

POS

Consistent branding and
Omni-marketing

Loyalty

User experience starting with
a good UI

Mobility
Social shopping

Mobile-enabled processes and
apps

eCommerce

Integrated strategic planning
and budgeting

Beacon

Back-end building blocks:
Mapped-out buyer journeys
Inventory visibility
Multi-sensory systems and
data processes

In-store Wi-Fi
Call center

Enterprise applications assembly, collation,
aggregation, synthesis by
customer attributes:
Merchandising planning and
assortment
Order fulfillment
Demand forecasting
CRM

Customer conversion
Customer acquisition
Customer bounce
Customer recency
Customer frequency
Basket analysis
Wallet share

Omni-channel customer profitability mandate/governance for
Omni-channel reputation and
brand management
Direct internal staff and customer feedback loops using call
center, email, social platform for
Omni-channel reputation and
brand management

Online/mobility/call center
attribution of in-store sales
In-store attribution of online/mobile/call center sales

Automated daily dashboard
management:
Buyer persona/DNA by sales
and margin by category and
department
Omni-channel customer value
by category, department,
channel Omni-channel
customer cost by category,
department, channel, cluster

Cultural alignment:
Head or SVP Omni-channel &
CMO, Head of consumer
insights
Incentivization of Omni-channel
customer profitability metrics
top-down (HQ, field, DCs,
channels)

Campaign management

Omni-channel Customer Engagement: Creating a connected online-offline and personalized shopping
experience built upon customer-facing building blocks (i.e. user experience etc.) and back-end Omni-channel
building blocks (i.e. inventory planning/visibility etc.).
Omni-channel Big Data Insights: Processing and analysis of large Omni-channel transaction and sensory
data sets such as consumer-led social networking, web logs & consumer mobile data, machine sensor logs
(cameras, servers and other machines etc.) and multi-media data (audio, video, images etc.).
Omni-channel Performance Management: Using a combination of metrics and key performance
measures that showcase the business impact of customer’s interaction with channel touchpoints.
Omni-channel Organizational & Cultural Alignment: Keeping the organization Omni-channel flexible,
agile and nimble both structurally and from a change management standpoint.
The 4 pillars of insights described above provide the framework within which we will present findings from
our survey of 80+ retailers, along with specific recommendations and retailer best practices.
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OMNI-CHANNEL CUSTOMER ENGAGEMENT
As top performing and mature Omni-channel retailers have found Omni-channel customer engagement
is not a mere stitching up of offline and online connectedness in terms of inventory, returns, price and
promotions. Customer engagement is indeed the process of understanding one’s customers and
seamlessly adding consistently high levels of value throughout their buying journey. This process also needs
to be profitable for the retailer. Such engagement is built upon a combination of front-end and back-end
capabilities that are inter-linked with each other in more ways than one (refer EKN’s Omni-channel Customer
Profitability Framework). A retailer’s ability to deliver connected, seamless and personalized store and digital
experiences directly impacts customer loyalty, satisfaction and sales (refer the impact of customer-facing
Omni-channel capabilities on customer metrics).
In order to successfully meet customers’ rapidly changing expectations, retailers need to move beyond
just ensuring product availability across all channels to more responsive designs, connected online/offline
experience, consistent branding on the front-end, mapping out customer journeys, multi-sensory (i.e. Web
log, Wi-Fi, Camera) data insights and integrated strategic planning and budgeting at the back-end.
Retailers understand and acknowledge the need to engage customers seamlessly across channels,
but their execution often lags the intent.

7 in 10

1 in 3

retailers do not measure
customer-centric KPIs such as
CLV, customer profitability,
online customer engagement 9

retailers do not have a clear
owner for customer
experience or
Omni-channel execution10

3 in 4

retailers do not know who their
Omni-channel customers are 10

This lack of execution has significant financial downside as well:

23%
greater profitability of Omni-channel
shoppers compared to single channel
shoppers 10

EKN-Symphony Omni-channel Customer Profitability Study, 2014
RIS-EKN 1st Annual Customer Engagement Tech Trends Study, 2014
11
EKN Millennial Shoppers Preferences Survey, 2014
9

10

31%
premium that millennials will pay for
an excellent customer experience11

8
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What is it that retailers need to focus on in order to build successful and profitable customer relationships?
At the front-end, the key building blocks of a successful Omni-channel experience include:
Which of the following do you consider as building blocks of a successful Omni-channel experience?
Key Building Blocks

% of Respondents

Connected offline/online experience

70%

User experience starting with a good UI

55%

Consistent branding and Omni-marketing

53%

Intuitive CRM

52%

Integrated strategic planning and budgeting for
all Omni-channel commerce

49%

Responsive design

42%

Mapped-out buyer journeys

Mobile-enabled processes and apps

Multi-sensory systems and data processes

40%

40%

30%

Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

It is true that connected offline/online experience is the first and foremost expectation of the new age
customer and retailers are working hard to enable it. But unless retailers know how their customers engage
with them, what they prefer and how they shop, they will not be successful in their efforts. According to
our survey, collecting the right data across in-store, digital and social space to truly know your customers,
clearly mapped-out buyer journeys and the use of multi-sensory systems and data processes do not appear
amongst the top 3 parameters that retailers consider as the key building blocks of successful Omni-channel
experience. It is clear that there is less focus on more intrinsic capabilities, and not knowing the value of
Omni-channel customers and their preferences makes nurturing engagement with customers difficult for
retailers.
In the back-end, integration of inventory planning tops retailers mind. While customer relationship
management is also amongst the top 3 most important back-office capabilities to be integrated, other key
capabilities such as campaign management, payments and promotions fall behind. We believe that the
ability to provide unified commerce capabilities to customers as well as integrated marketing are the key
components of retailers’ Omni-channel maturity framework12.

12

RIS-EKN 1st Annual Customer Engagement Tech Trends Study, 2014
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Which of the following back-office capabilities are important to be integrated for Omni-channel execution?
(Figures are percentage of total respondents)
Inventory planning
Merchandise allocations

74%

75%

Customer relationship management

Analytics
Promotions

61%

64%

64%

Pricing

Strategic planning and budgeting

Labor management
New product introduction

49%

Campaign management
Planogram compliance

23%

30%

36%

38%

Procurement

39%

40%

Payments

40%

50%

53%

Assortment planning

0%
Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

Recommendations:
ST
ST

MT

ST

MT

MT

MT

MT

LT

MT

LT

Short Term (0-6 months)

MT

Medium Term (6-12 months)

LT

Long Term (1-2 years)

Develop an Omni-channel customer experience and engagement roadmap and map all existing as well
as possible future customer touchpoints with existing customer segmentation and profiling at channel,
department and location-level.
Understand what customer actions (both transactional and engagement oriented) are the most profitable
for your business. Develop an engagement strategy that rewards favorable customer behavior and action,
fostering a type of customer engagement that is mutually beneficial.
Develop a location-based customer knowledge platform strategy that includes store location-based insights,
Omni-channel profiling, segmented buying and Omni-channel shopping cart trends.
Enable in-store customer messaging and localized promotions via mobile apps, Beacons and in-store Wi-Fi
to drive customer traffic, conversion and two-way engagement with customers.
Identify the core characteristics of the different types of leading Omni-channel customer interactions and
predict future patterns of interaction, loyalty and profitability based current and future customer touchpoints.
Develop stronger human interaction and user experience capabilities by focusing on the art and science of
User Centered Design (UCD). Ensure all digital experiences take into consideration the user goal, device form
factor and related human interaction guidelines and best practices.

State of the Industry Research Series: A Step-by-Step Approach to Improving Omni-Channel Customer Profitability
Omni-channel Big Data Insights

OMNI-CHANNEL BIG DATA INSIGHTS
As the second pillar in the customer profitability framework, Omni-channel Big Data insights is an ever
changing world full of connected and discrete customer and channel operations-related insights. With
customers ever more reliant on technology – personal computers, tablets, mobile and smart phones, the
Internet and social media – they are leaving behind digital breadcrumbs and displaying their “digital body
language”. Combined with how consumers interact with retailers across all channels, loyalty programs,
promotions and customer service, this mass of consumer data offers retailers their best chance yet to really
know their customer13.
Importance vs. use of different data sources for Big Data initiatives focused on customer insights
(Y-axis: Figures are percentage explaining importance on a scale 0-100, 100 being the most important; X-axis: Figures are
percentage of total respondents)

Importance of different data sources

11

Transactional data

Consumer
mobile geo
positioning
data

Social media data

Operational data

Public data
Web logs

Multimedia
data
Maps/GIS
data

Textual data
Machine sensor logs
Weather data

Use of different data sources

High

Source: EKN Big Data in Retail Study, 2013

Retailers are relatively more experienced at handling large volumes of disparate data than at integrating a
wide variety of data sources and data types, and even less adept at consistently being able to translate data
into contextual insights to improve decision making across the enterprise. EKN’s research bears this out.
Retailers have recognized the importance and complexity of the variety of data even as their current data
use for analytics indicates a singular focus on transactional and operational data. The gulf between the
percentage of retailers who integrate transactional (POS, eCommerce) data (2 in 3) and social media or
mobile data (1 in 4) is huge. Location-based data is set to grow exponentially over the next few years. Over
the next 12 months, retailers plan to drive more GIS location-based promotions (to drive customers into
stores) as well as use Wi-Fi or other sensor-based technologies to engage customers at an aisle, shelf or even
product level (once inside the store).

13

For more details, pleas read EKN Big Data in Retail Study, 2013
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Retail is a data-intensive industry - serving millions of customers, moving millions of items, stocking millions
of SKUs in several thousands of stores every single day. Retailers are accustomed to large swaths of data.
And, by integrating customer data from loyalty programs, point of sale, online transaction platform, mobile
apps, social media, in-store videos, public sources such as the US Census, and from syndicated sources such
as Nielsen and IRI, with data from enterprise systems such as CRM, retailers have an opportunity like never
before to develop an intimate understanding of individual customers. Further, insights from the analysis of
such data is what can drive customer-centric decisions across retail business functions to uncover new retail
growth drivers including localized marketing, precision merchandising, smarter store commerce, B2C and
B2B eCommerce expansion and managing global & distributed supply chains.
Adoption of technology systems timeframe, current vs future
(Figures are percentage of total respondents)
Currently deployed

Will deploy in the next 12 months

Will deploy in the next 12-24 months

eCommerce platform

71%

Order management system

46%

User experience and design management

45%

Common POS-Commerce platform

45%

Campaign management

44%

Business Intelligence platform

Endless aisle
Mobile payment
Virtual bill board

17%

25%

11%
8%

24%
17%

18%

19%

17%
36%

19%

32%
25%

24%

14%

44%

14%
12%

22%

14%

12%

26%

17%

7%

31%

25%

20%

11%

30%

20%

14%

10%

27%

29%

17%

13%

27%

21%

12%

11%

25%

31%

11%

11%

27%

33%

In-store interactive kiosk

Automated trial rooms

18%

38%

Predictive customer analytics

10%

20%

55%

Digital asset management

Beacons

8%

57%

Content management system

No plans

51%
63%

Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

Even as addressing large and complex volumes of Omni-channel Big Data is just the tip of the ice-berg,
technologies that support Omni-channel execution and customer profitability are less than adequately
adopted today. While the adoption of traditional enterprise-grade solutions is high, retailers indicate low
adoption of new technologies such as endless aisle tools, mobile payments, Beacons, in-store interactive
kiosks etc. that can help retailers locate customers within a store and determine traffic and behavior patterns
by department and display. Only one-third of the surveyed retailers have deployed in-store interactive kiosk
or endless aisle tools despite being available in the market for years, and 1 in 10 retailers have currently
deployed Beacons.
One of the key challenges for retailers in enabling a truly integrated experience is the “last mile connectivity”
with the customer in the store - i.e. the ability to identify customers in-store and then to be able to bring
to bare the power of insights to enrich that experience, to make it truly personal. It is in this context that
technologies such as Wi-Fi, Beacons and mobile-apps add value.

13
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On the analytics front, the current adoption of advanced analytics techniques – end-to-end BI platforms and
predictive customer analytics, is prevalent among 1 in 3 retailers. This is low considering that the age-old
Omni-channel execution problem in retail stores is not knowing who and how many customers will enter a
store on a particular day.
In the age of Omni-channel retailing where the consumer demands a personalized, seamless and integrated
experience, retailers are finding it difficult to differentiate based on traditional factors such as price,
promotions and assortment alone. The question is no longer how one can maximize the profitability of a
consumer transaction; it is how you can maximize lifetime customer value.
Customer insights play an important role in enabling retailers to offer what customers want and the way
they want, and Big Data as well as advanced analytics tools act as key enablers. However, their ability to excel
at infusing customer insights into key decision making processes is limited by their low maturity of analytics
across business functions, a lack of a clearly articulated analytics strategy and the inability to deliver insights
in a contextual and timely manner across channels especially using customer mobile behaviors and store
presence.

Recommendations:
Short Term (0-6 months)

ST

ST

ST

MT

MT

MT

LT

MT

Medium Term (6-12 months)

LT

Long Term (1-2 years)

Pilot or experiment with cloud-based analytics solutions to leverage the benefit of speed, agility and reduced
cost.
Chart out a course to move beyond traditional database management systems to more specialized Big Data
solutions for deriving Omni-channel customer insights.
Create one view of customer by integrating uniquely identifiable customer data from the customer database,
online and store customer-facing systems using relational database integration techniques.
Develop Big Data insights in 3 major areas: customer segmentation/ buyer insights, online/offline match
rate and customer wallet share.
Seek specialized solutions that drive actionable insights from large and complex sources of data and
transactions in retail including location-centric systems such as Wi-Fi, new consumer devices etc.
•

These specialized solutions include advanced relational database capabilities, parallel processing
of large data sets, statistical computing, predictive data modeling from large data sets, in-memory
computing or Hadoop frameworks for complex distributed computing.
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Omni-channel Performance Management
What are the most important KPIs for your organization to measure the performance of Omni-channel retail execution?
(Figures are percentage of total respondents)
Total sales (overall and by channel)
Sales growth (Store, online, mobile)
Gross margin (GM) %

72%

Order accuracy
On-time delivery

58%

64%

Customer satisfaction score

64%

75%

Conversion %
Mobile/Online influence on in-store purchase
Perfect order fulfillment

Online customer engagement rate
Customer profitability %
Shopping cart abandonment rate

37%

38%

40%

42%

42%

# of online orders delivered through the store

45%

47%

47%

Average value of basket

Omni-channel cost of operations

Customer wallet share

17%

27%

29%

Customer Lifetime Value

29%

30%

31%

Order returns processed

0%
Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

Omni-channel customer profitability has a lot to do with what must be measured and carefully managed
every single day so that gaps and opportunities in planning and execution are addressed on a timely basis.
It is vital to strike a balance between operational and customer engagement-centric retail approaches not
only via people, process and technology but also via a dedicated focus on KPIs and metrics management.
On average, 3 out of 10 retailers measure and manage KPIs such as Customer Lifetime Value (CLV), customer
profitability and online customer engagement rate, while less than 2 in 10 measure customer share of wallet.
Besides, customer satisfaction (CSAT) rates, non-traditional customer engagement and Omni-channel KPIs
are not measured and tracked as diligently.
When asked about the key metrics being used to measure the success of Omni-channel retail execution and
customer profitability strategies, traditional KPIs such as total sales (72%), sales growth (64%), gross margin
(64%) emerge as the top 3. However, in order to measure Omni-channel process efficiency and customer
behavior across channels, retailers will need to move beyond these traditional KPIs and adopt newer metrics
that provide a more holistic view of overall performance.

15
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Omni-channel customer profitability and engagement metrics and KPIs are already driving results for those
retailers who favor using them to improve their businesses. For instance, retailers who rank critical Omnichannel customer-facing capabilities such as receive and redeem email or mobile coupon in-store, return
online purchase in store, buy-online pick-up in store, reserve store inventory online and endless aisle as
extremely important, indicated measuring customer-centric KPIs at a higher level compared to overall
industry.
Moreover, close to 1 in 2 measure and manage KPIs such as mobile/online influence on in-store purchase,
conversion rate, order accuracy and on-time delivery. Not surprisingly as discussed earlier in this report,
these are the same companies that outperform the industry at a 1.5-2X level in areas such as customer
profitability, customer conversion, online customer engagement and reduced cost of Omni-channel
operations.

Recommendations:
ST

ST

ST

ST

ST

Short Term (0-6 months)

MT

Medium Term (6-12 months)

LT

Long Term (1-2 years)

Establish customer profitability as one of the top default success criteria for Omni-channel success in the
retail organization that should be co-led by head of Omni-channel and marketing.
Develop an ideal customer profitability matrix that should include but not be limited to an average value of a
customer based on cross-sell improvement, average dollar value per order, customer satisfaction, number
of units per order, margin per order, profit up-lift per order etc.
Include customer profitability metrics in the top echelon of daily or weekly retail business intelligence (BI)
reporting, KPI management and job role-based metric dashboards.

MT

Outline specific actions on a bi-weekly basis for tracking progress against pre-determined regional goals.
Such goals must include overall customer profitability, customer traffic & conversion, digital and offline
customer engagement and cost of Omni-channel operations.

MT

Develop customer profitability incentives for all full-time employees within the organization.
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Omni-channel Organizational and Cultural Alignment
For most retailers, their organizational structure, culture and ability to handle change/innovation are
optimized to move product through channels. A customer-centric transformation needs to be accompanied
and enabled by a similar change in organizational structure, culture and change management best practices.
Key challenges to Omni-channel readiness.
Key Challenges

% of Respondents

Difficulties in integrating new system with existing systems

39%

Change management

30%

Lack of in-store associate training

27%

Siloed processes and data

24%

Difficulties integrating back-office technology across channels

23%

Limited skilled resources

19%

Lack of budget

19%

Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

The top 3 challenges for retailers to be truly Omni-channel include difficulties in integration of new systems
with existing systems, change management (i.e. changes related to organizational structure, training,
program rollout, new process introduction etc.) and lack of in-store associate training.
In which department does the executive responsible for Omni-channel execution reside?
(Figures are percentage of total respondents)

50%

No single assigned executives
Corporate group
Multi-channel/Omni-channel group

36%

Marketing group
eCommerce

18%

16%

0%
Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

Operations group

13%

11%

6%
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More than one-third of retailers do not have any single executive responsible for Omni-channel execution,
and for those who have it, the ownership is spread across departments. Per data from an EKN’s 2014 Omnichannel survey, the top 3 areas where Omni-channel change management have the biggest impact in retail
include end-customer satisfaction, business user satisfaction and user-adoption of Omni-channel systems.
This clearly indicates that organization and change management has a direct correlation with Omni-channel
execution and customer profitability.

Recommendations:
Short Term (0-6 months)

ST

ST

ST

ST
ST

MT

MT

Medium Term (6-12 months)

LT

Long Term (1-2 years)

Form a think-tank that provides strategic direction and mapping of all customer engagement and experience
initiatives (both business and technologies-related).
•

The think-tank must include eCommerce, stores, Omni-channel, customer research, merchandising,
IT, supply chain and marketing stakeholders.

•

The team should also be accountable for laying out the journey for Omni-channel customer
satisfaction, future of retailing and channel transformation objectives that foster long-term customer
value and operational alignment.

Elevate change management resolution or the ability to manage new technology or program introduction
as part of every clustered or integrated Omni-channel systems transformation approach involving a single
or multiple point applications or a platform.
Assign a taskforce that combines both technology and line business change management best practices.
Since change management is one of foremost roadblocks in the way of Omni-channel success for 1 in 3
retailers, classify change management in a 4-way operational business management framework: 1. End
customer satisfaction; 2. Business user satisfaction; 3. User adoption of Omni-channel systems; 4. Time and
cost of deploying systems.
Classify end customer satisfaction, business user satisfaction and adoption of Omni-channel systems by
associates and employees as the most critical areas to improve upon. Execute online and in-person training
modules, project collaboration, social media community feedback loops, among other methods.

EKN 18
Conclusion

Conclusion:
Inventory planning and visibility is the starting point of retailers’ Omni-channel journey, however it needs to
gradually mature with an equal focus on customer engagement and customer relationship management.
There are 4 key things retailers should focus on:
•

Holistic customer engagement strategy that focuses on relevance of the promotion/offer, context
(right content at right place at the right time) and advocacy (constant reinforcement of brand/overall
value to the customer).

•

The way customers interact with a retail brand across all channels offers retailer the ability to
understand every aspect of customer journey. It is important for retailers to move beyond using the
transactional data and also focus on processing and analysis of large Omni-channel transaction and
sensory data sets in order to get a holistic view of your customers and their preferences.

•

Adequate efforts need to be made to strike a balance between operational and customerengagement metrics. Companies need to look beyond traditional customer satisfaction scores
towards more revealing and holistic customer-centric KPIs such as CLV, customer share of wallet etc.

•

Organizational structure and culture related issues are amongst the toughest to operationalize.
It’s important for retailers to build cultivate an environment which facilitates Omni-channel
transformation keeping customers engagement as the focus.

IMPACT OF CUSTOMER-FACING OMNI-CHANNEL
CAPABILITIES ON CUSTOMER-CENTRIC METRICS
Top 6 Most Important Omni-channel Capabilities
Inventory
visibility
across
channels

Receive/redeem
email or mobile
coupon in-store

Return online
purchase in
store

Buy online
pick-up in
store

2.24

2.06

2.06

1.91

Reserve store
inventory
online

Endless
aisle

1.85

1.81

* Number indicates the rank of various Omni-channel capabilities, calculated on a scale of (-1)-3, 3 being extremely important and (-1) being not at all important

Impact on Customer-centric Metrics
Increase by 1-5%

Increase by 5-10%

Increase by more than 10%

No change

Decrease

Don’t measure

50%

34%

Customer
profitability

23%
17%
0%

13%

6%

7%

7%

9%

6%

11%

7%

6%

50%

37%

Customer
conversion

27%
14%
0%

50%

Online customer
engagement
rate

29%

27%

20%
0%

50%

Cost of
Omni-channel
operations

24%
11%
0%

Source: EKN-Symphony Omni-channel Customer Profitability Study, 2014

17%

17%

21%
11%
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