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SOLUTIONS GUIDE
Omnichannel Supply Chain
The evolution of omnichannel has led to an environment where
the customer expects his shopping experience to be interconnected,
whether through brick-and-mortar or online. Omnichannel retailers
know an efficient supply chain is the beginning of success in this
ever-changing landscape. Whether utilizing technological advancements such as analytic capabilities, waveless fulfillment systems or
other next-gen solutions to improve the omnichannel supply chain,
flexibility and transparency are key. The supply chain of this omnichannel future is constantly evolving and there will always be new
challenges to meet. Here we uncover the latest in omnichannel fulfillment technology and its future.

Q

How are retailer’s updated analytic capabilities helping improve the
omnichannel supply chain?

Kevin Stadler: In today’s Amazon era, leading retailers are using analytic capabilities to decide where it makes sense to compete — whether to
use existing supply chain capabilities or to invest in an improved infrastructure that
can deliver better on variable cost. In addition, advanced multi-echelon analytics
can position the buy anywhere, fulfill anywhere requirements that omnichannel has
to deliver against as profitably as possible.
Meeting customer demands requires leveraging analytics to predict future behavior. That is key as well. Previously, most analytics essentially revealed past behavior,
which does little good.
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GUY COURTIN: Visibility through the greater
use of data is paramount in the struggle to
meet customer demands. The ability to understand what is happening within the extended network is vital to thriving in this
environment. Deeper visibility and insights
allow retailers to have a continual and accurate ability to calculate the true costs of their
inventory. This allows for smarter decisions
when it comes to fulfillment or returns. Actionable insights play a major role in keeping
up with omnichannel demands. On the other
hand, retailers continue to be challenged
to truly get a handle of their profits as they
struggle with being able to hone in on the
activity-based costs associated with product.
This lack of insight can mask unprofitable behaviors vis a vie their customers. Sometimes
these impacts get felt at the close of the fiscal
year, too late for any course corrections.

we have enough computing power to manage large amounts of data that were overwhelming to humans and machines less
than a decade ago, that is without making
a large capital investment. With the ability
to leverage this data, retailers are now able
to use existing analytics capabilities to better identify trends and fluctuations in their
supply chain and customer demand. Retailers can now use these historical fluctuations
and trends to create better strategic plans to
fulfill customer demand. For example, they
can use the optimal channel for delivery to
increase profit margin and shift channels for
slow or low moving product to a better leveraged channel.

JOHN BYRDE: Increasingly, today’s retailers
are leveraging big data analytics more frequently in order to get a more accurate and
holistic view of their demand forecast and to
forecast the needs of their customers more
proactively. By giving retailers a glimpse into
the future, predictive analytics allows them
to identify patterns and trends that enable
them to deliver a more effective and personalized customer engagement strategy.
Integrating real-time information with predictive demand — analyzing data from multiple sources —also allows retailers to more
quickly pinpoint important trends in demand
and get a more granular look at their supply
chain. By capturing and interpreting various
data, retailers are able to take a more holistic approach to their operations, resulting in
less risk and improved visibility.
ERIC FORD: We are at a point in time where

FORD: In order to overcome such challenges as reducing time to delivery, retailers are
adopting multiple strategies including waveless or pull-based fulfillment systems, automation and distributed facility locations.
These strategies are necessary because of
the complexity that e-commerce (direct-toconsumer fulfillment) is bringing to distribution operations. E-commerce requires realtime or objective-driven solutions to meet
ever-increasing demands from customers.
For example, waveless solutions allow for
changing priorities in real time to accommodate a customer who places an order at 11
a.m. and wants next-day delivery. Fulfillment
centers with waveless operations can seamlessly incorporate that change because they
are designed from the ground up to manage
real-time changes to the order stream. A traditional materials handling solution would

Q

How are retailers overcoming
ﬂexible fulﬁllment challenges in
their eﬀorts to become truly
omnichannel?

have more difficulty dealing with that urgent
customer demand for a priority order. The mix
of fulfillment strategies chosen for a given retailer is based on the retailers’ industry and
customer demographics.
BYRDE: The order management system serves
as the control point for any successful omnichannel operation, so it’s critical to get this
piece right. The OMS needs to be flexible,
have intelligent order routing capabilities and
be customizable based on your business goals
and needs — for example setting rules for
how to route orders based on location, freight
costs, fulfillment labor rates, using certain
stores in the chain before fulfillment centers,
and the ability to decline/transfer store fulfillment from one store to another, etc.
Additionally, it’s important to have the
right fulfillment technology in place to manage the ship-from-store and in-store pickup
orders and provide your store associates with
the tools necessary to manage those orders
and get them ready to ship or pickup. Store
processes, procedures and associate training
are all critical to the success of omnichannel.
COURTIN: Omnichannel fulfillment is a synchronized dance that has to be constantly
managed between inventory positions and
logistic assets — all to ensure the consumer
gets their product where, when and how they
want it. Inventory remains the lifeblood for
retailers to ensure satisfied customers. As the
strain and expectations on the retail supply
chain is in a constant state of change, the area
that reflects the greatest impact is retailers’
inventory. Innovative retailers are deploying
the digital mirror approach. A digital mirror
of the supply chain is developed based on the
data and digital fingerprint that corresponds
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to the physical supply chain. This mirror has
the potential of not only allowing you to run
and operationalize your supply chain, but
could potentially provide visibility into opportunities that have never been thought of
previously. The greater visibility shines light
on opportunities otherwise trapped in the
darkness.
STADLER: Winning retailers realize the fulfilment location and demand location are
often not the same. Leading solutions optimize inventory in a traditional, hierarchically designed structure or in a hub and spoke
model. This minimizes risk by placing inventory in the best position given the supply
chain flow. Ideally, you want the inventory
to continue to move to the most profitable
spot in the omnichannel network. Accurately optimizing localized requirements avoids
over-stocking or missing a more profitable
sale. These solutions factor this into what
to buy, when to buy. They even predict the
likelihood of a customer purchasing an alternative product when the first choice is
out of stock. They balance lost margin due
to under-stocking and the cost of keeping
inventory in the store. This enables the omnichannel inventory plan to be in line with
financial expectations.
The omnichannel story has been more
of a revolution than evolution. Some questioned the future of brick and mortar stores
in the early days of e-commerce. The evolution has led to an environment where the
customer expects his shopping experience
to be very interconnected, whether through
brick and mortar, online, click & collect, and

“WINNING RETAILERS REALIZE THE FULFILMENT LOCATION AND DEMAND LOCATION
ARE OFTEN NOT THE SAME.”

-KEVIN STADLER, PRESIDENT & CEO, 4R SYSTEMS

shopping via mobile and store apps. It’s no
longer an either/or proposition.

Q

What next-gen and emerging
technologies should retailers consider when looking to improve
their supply chain?

COURTIN: Retailers need to rethink their
strategy and evolve toward a network perspective. The retail supply chain is no longer
linear, it has not been for a long time. It is
not a step process from sourcing to manufacturing to distribution and fulfillment. It is all
about being able to better understand the big
picture and allow your supply chain to react
as a network. When disruptions and opportunities occur within your network — how
quickly can you identify and react to these
changes? Can you fulfill customer demands
from different points within the network? A
network approach opens the door to agile
moves and collaborative programs that enable inventory to avoid friction and move at
the speed of consumer demand.
FORD: Machine learning, Internet of Things
(IoT) and augmented reality are going to be
key to the future of supply chain and customer fulfillment. IoT is providing a wealth

“E-COMMERCE REQUIRES REAL-TIME OR OBJECTIVE-DRIVEN SOLUTIONS TO MEET
EVER-INCREASING DEMANDS FROM CUSTOMERS.”
-ERIC FORD, DIRECTOR OF SOFTWARE, VARGO®
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of deep and wide information to retailers and
their partners. Existing analytics provide a
retrospective look at how things behaved in
the past, and this is an advancement over
where we were. However, machine learning
and advanced analytics can take that same
data and predict future demand based on this
wealth of information produced by IoT. Augmented reality can be used to create an interactive customer experience on the front end,
and it can be used on the distribution side to
improve productivity and accuracy of picking
and order fulfillment.
STADLER: Improving technology is critical, but is secondary to the principles the
omnichannel supply chain is built upon. It
should be based on retail science and learning
algorithms based on stock market principles.
This is how profit is maximized. Supply chain
improvements are a strategic investment and
differentiate one retailer from another. Retailer’s should be looking for solutions that not
only optimize their existing supply chain but
can also model infrastructure improvements
prior to investment to execute the best supply
chain strategy.
The most cost-effective solutions are SaaS
models. They allow for faster deployment and
quicker ROI. They require no capital expenditures, and no requirement to hire additional
staff. Further, they can model out changes in
the supply chain and project the effect that
improvement would have on profitability and
whether that investment will pay off.
Retailers should expect to see more internal systems integrated with the omnichannel
supply chain. Buyers, merchandisers, marketers,
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and financial teams need to be closely aligned
with different aspects of the supply chain. Retailers should expect an omnichannel supply
chain solution that: is automated, is configurable to the business, is responsive to appropriate human decisions in the process, gives insight for decision making, and keeps the supply
chain moving efficiently.
BYRDE: Retailers should start looking to instore engagement platforms that allow store
associates to create the experiences today’s
consumer has come to expect. The next-gen of
omnichannel technologies will provide associates with a 360-degree view of the consumer
along with the tools (clienteling, endless aisle)
to further blend the digital and in-store experiences. Additionally, retailers need to invest and
develop more advanced analytical capabilities
for better decision making in their supply
chain that will drive greater customer loyalty
and improved margins.

Q

What does the supply chain of
the future look like, as retailers
strive to serve consumers anywhere, anytime?

BYRDE: Retailers should begin to leverage
forward-positioned inventory to fill both online and in-store demand at speed. To do so,
retailers will need to get better at taking a
more holistic approach to inventory planning looking at every node in the network
from DCs to stores, and evaluating local
demand purchased through both online and

“THE NEXT-GEN OF OMNICHANNEL TECHNOLOGIES WILL PROVIDE ASSOCIATES WITH
A 360-DEGREE VIEW OF THE CONSUMER ALONG WITH THE TOOLS (CLIENTELING,
ENDLESS AISLE) TO FURTHER BLEND THE DIGITAL AND IN-STORE EXPERIENCES.”
- JOHN BYRDE, GENERAL MANAGER, OMNICHANNEL, RADIAL

offline channels to optimize their product assortment at every node to increase inventory
turns and reduce working capital.
COURTIN: Customer demands and expectations continue to outpace retailers’ supply
chains. So what can retailers do to turn this
around? Supply chains that support retailers
must be hyper-connected to enable transparency, flexibility and collaboration. Data, inventory and clear visibility should flow across
the network, including long tail suppliers, to
remove black holes and enable greater inventory agility and smarter network execution.
The network approach enables flexibility to
capture and fulfill demand from multiple
nodes — whether the best option to execute
is from the DC, a store, an overseas factory
or even from the retailer’s reverse logistics.
STADLER: The supply chain of the future is
one that is constantly evolving. The challenge today is designing an omnichannel supply chain that matches localized customer
demand for efficiency, profitability, and cus-

“SUPPLY CHAINS THAT SUPPORT RETAILERS MUST BE HYPER-CONNECTED TO ENABLE
TRANSPARENCY, FLEXIBILITY AND COLLABORATION.”
- GUY COURTIN, VICE PRESIDENT INDUSTRY & SOLUTION STRATEGY,
RETAIL AND FASHION, GT NEXUS
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tomer experience. Once retailers overcome
this challenge, there will be new challenges
to meet.
There is a demand to move from localized
to personalized retailing. Retailers can dig
deeper into data and use predictive analytics
to meet changing inventory demands. Availability of the exact products customers want
is paramount. It must be at their fingertips,
whether inside brick and mortar stores or
from their mobile device. The supply chain of
the future should be so refined that when a
shopper wants a product, they get it in the
time that they want it in a convenient delivery
method while still allowing the retailer to be
profitable.
FORD: Flexible distribution models will be
key. As more consumers drive a larger number of orders through alternative channels
such as computers, phones, virtual assistants
(e.g. Cortana, Siri, Alexa), the ability to deliver many smaller orders with shorter turnaround-times will be key to separating the
successful omnichannel retailers from the
less successful ones. Micro-deliveries will be
more common whether delivered by “drones”
— which are currently being held up by regulation, not technology — or an Uber-like
network of contract delivery agents who can
deliver orders on demand from distributed or
even mobile hubs. These hubs may be traditional warehouses, hybrid retail centers where
orders can be fulfilled out of an existing store
or customer-interaction centers, such as the
Amazon Locker network. RIS
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COMPANY NAME/ WEBSITE

KEY CLIENTS

4R Systems
www.4rsystems.com
SEE AD ON PAGE 21

Proﬁt Optimized Omni Retail Inventory Solution

Family Dollar, Pep Boys, The Vitamin
Shoppe

ANT USA Inc
www.antusa.com

Buyer’s Toolbox Merchandise Planning and
Forecasting

Puma, Things Remembered,
Yankee Candle

Aspire Systems, Inc.
www.aspiresys.com

Warehouse & Inventory Planning Suite

N/A

Avery Dennison RBIS
Avery Dennison RFID
rbis.averydennison.com
rﬁd.averydennison.com

Integrated RFID solutions for retail, brand
protection/compliance solutions, Janela, branding
solutions (price tickets, tags and labels)

N/A

Bridge Solutions Group
BridgeSGI.com

IBM Sterling Order Management System, IBM
Sterling Warehouse Management System, JDA
Warehouse Management System

Bare Escentuals, Bon-Ton, Cabela’s

Capgemini
www.capgemini.com

Consumer-Driven Supply Chain

Marks & Spencer

Celerant Technology
www.celerant.com

Celerant Command Retail / Celerant Stratus Retail

Cato Fashions, Chinese Laundry, Teavana

CGS
www.cgsinc.com

BlueCherry Enterprise Suite

Aerosoles, Alice and Olivia,
Tommy Bahama

Enspire Commerce
www.enspirecommerce.com

Cloud-based, omni-channel Customer Engagement
solutions on a single platform, including order
management (OMS), point of sale (POS), product
information management (PIM)

PetFlow, Ghurka, Performance Bicycle

GT Nexus, an Infor company
www.gtnexus.com
SEE AD ON PAGE 23

The GT Nexus Platform

Dick’s Sporting Goods, GAP, Guess

Intelligrated
www.intelligrated.com

Automated material handling solutions and software

Adidas, Canadian Tire, Target

JDA Software
www.jda.com

JDA Intelligent Fulﬁllment

Advance Auto Parts, Talbots, Walgreens

Jesta I.S.
http://go.jestais.com/RIS-News

Vision Suite

Cavender’s, Harry Rosen, Town Shoes
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COMPANY NAME/ WEBSITE

KEY CLIENTS

Kibo
www.kibocommerce.com

Kibo Order Management Solution,
Kibo eCommerce Platform

Cost Plus World Market, Modell’s,
Murdoch’s Ranch & Home Supply

Logility
www.logility.com

Logility Voyager Solutions

Ashley Furniture, Big Lots,
Tuesday Morning

NGC Software
www.ngcsoftware.com

NGC Supply Chain Management

Carter’s, DXL Group, VF Corp.

OneView Commerce Inc.
www.oneviewcommerce.com

OneView Digital Store Platform

Discount Tire, Travis Perkins, Wickes

Oracle
www.oracle.com/industries/
retail/index.html

Oracle Retail Supply Chain Solutions

Best Buy, Kroger, Wegmans

Radial
www.radial.com
SEE AD ON PAGE 27

Store Fulﬁllment technology (including Ship-from
Store, In-store Pickup, Ship-to Store); Payments,
Tax and Fraud solution and Retail Order
Management System

DSW (Designer Shoe Warehouse),
Game Stop, ACE

Reﬂexis Systems, Inc.
www.reﬂexisinc.com

Reﬂexis StorePulse

Giant Eagle

SAP & hybris (an SAP Company)
www.sap.com

hybris Order Management Solution

Aldo Group, Nespresso, Tommy Bahama

SPI – Software Paradigms
International
www.spi.com

eCommerce, Mobility, Merchandise Planning

GameStop, Macy’s, Saks Fifth Avenue

SPS Commerce
www.spscommerce.com

SPS Commerce Retail Network

Costco, PGA TOUR Superstore,
SHOP.COM

Symphony EYC
insights.eyc.com

Amplify (omni-channel, hyper-customized, real time
CRM for high transaction volume retailers and CPGs)

Ahold USA, Albert Heijn, Hy-Vee

Symphony GOLD
www.eyc.com/gold

Symphony GOLD Uniﬁed Retail Platform

Dollar General, Hy-Vee, Longo’s

VARGO
www.vargosolutions.com
SEE AD ON PAGE 25

COFE -- Continuous Order Fulﬁllment Enterprise

American Eagle Outfitters, Inc.,
Forever 21, GENCO
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