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Solution Transformations
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Omni-chanel customers spend
93% more than customers who
shop direct / online

In Store only

Omni-chanel customers spend
208% more than customers that
shop in store only.

93% 208%

Howard Schultz, the Chairman and CEO of Starbucks 
aptly remarked that the challenge of the retail 
business is the human condition. The human 
condition seeks to tread a path of least resistance in a 
world dominated by inventions. Let’s examine how 
Omnichannel retail is addressing the human 
condition. 

Omni-Channel customer service gap. It tracked 
customer service attitudes and behaviours across 
seven countries      (Australia, Brazil, France, Germany, 
Japan, UK, US) among 7000 consumers:

experience through all available shopping channels 
on mobile, brick- and-mortar, television, radio, direct 
mail, catalogue etc. Opportunities are created to 
exploit rapid sales growth through emerging 
channels like mobile to promote brand awareness 
and loyalty. We can see in the below figure how all 
the channels are integrated in Omni-Channel and the 
customer being at the centre of the whole 
experience.

A Deloitte study claimed that Omni-Channel custom-
ers spent 93% more than shop direct/ online 
customers. Also, they spent 208% more than only 
in-store customers. 

Customer engagement is paramount and the 
Deloitte study also observed that if they liked a 
retailer on Facebook they spent 44% more time than 
customers who didn’t. 

Aberdeen Group Inc., in a new study also highlights 
the importance of consistently communicating with 
customers across retail channels. The retention of 
customers with companies with the strongest 
Omni-Channel customer engagement is 89% in 
contrast to 33% with weak Omni-Channel strategies.

While in 2008, retail was a $325 billion industry, the 
steep increase in online and offline retail has taken it 
to a whopping $10 trillion dollar industry.

Omni-channel* is an evolution of multi-channel retail 
but with a seamless integration of the customer 

Omnichannel : A Game 
Changer?

Impact of Omnichannel

Transformed Store Experience 

67% of online shoppers made purchases from 
multiple channels in the past six months.

73% believe brands are paying more attention 
to generating sales across multiple channels 
than providing a seamless, integrated 
customer service experience.

87% believe brands need to work harder for a 
seamless experience for customers. 

Retailers are beset with problems of their own. The 
main trends influencing the industry 
today are:

Omnichannel shopping experience has become more 
of an aspirational goal while catering to customers. 
While targeting millions of customers, a market-
er-centric approach instead of a customer-centric 
could be disastrous. Daniel Druker, the Chief 
Marketing Officer at MyBuys says customer-centric 
engagements generate ten times more revenue per 
engagement than traditional segment- based 
marketing. Hence the focus of Omni-Channel 
marketing should be on understanding people rather 
than devices. Tracking consumer likes on devices and 
staying consistent across channels is paramount to 
improving customer lifetime value.

The buzzword “Big Data” has implications on 
maximising relevance in the customer engagement 
process as personalization is The Holy Grail. Personal 
relevance has gained a new symbol in the 
smartphone as Tim Simmons, Vice President, Global 
Industry Marketing at Teradata points out that more 
than half of the retailers expect all transactions 
completed via mobile point of sale.

The customer experience is driven by integrated 
and centralised information systems

Showrooming: One main problem that retailers 
still face is the lack of incentive for customers 
to purchase costlier items from brick-and-
mortar stores. It has led to the collapse of many 
businesses like the UK photography chain 
Jessops. 

Higher acquisition costs: Greater costs are 
incurred in gaining loyal customers across all 
channels. 

High customer expectations: A great overall 
cross-channel experience is what is rewarding 
for a customer, with 24/7 customer service 
being the most important attribute. 20% 
survey respondents from an eMarketer survey 
said that being rewarded for purchases, 
referrals and feedback drove them.

A study commissioned by Zendesk* revealed 
the 

Imagine going to your favourite retailer while 
the monitoring system at the store recognises 
your devices and your purchase RF tags, 
triggering your personal digital assistant.

Digital Assistant is smart enough to suggest 
the best product from your past purchase and 
search history

You go back home and pay or pay at the store 
with a secure biometric authorisation, no cards 
or devices required
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Leveraging Technology: 
Future Building Blocks 

Near Field Communication

Changing Retail 
Environment: Convergence

Mobility and Cloud

Retail success aims to optimize the online-offline mix 
as the Omni-Channel techniques involve a seamless 
channel presence with store operational intelligence, 
inventory optimization, and store relevance as the 
key considerations. The essence is personalization 
and retailers with smart analytical systems that are 
aiming to leverage on the rich shopping histories of 
customers, geo-location technologies and like 
near-field communications and GPS would go a long 
way in predicting shopper activity and targeting 
personalised offers. 

Micro-location technologies* like iBeacon and similar 
BLE (Bluetooth Low Energy) technologies would 
revolutionize the way retailers could make the right 
sale at the right place at the right time.   BLE enables 
retailers to send tailored notifications to each 
shopper’s device depending on their in-store 
movements. Mike Webster, SVP and General 
Manager, Oracle Retail firmly believes in the use of 
micro-location technology to revolutionize customer 
engagement. 

Enterprise 2 Mobile is a mobile app development and 
integration framework that represents a new 
adaptive approach to crash one’s time-to-market. 
The essential components involve:

The complexity of divergent technologies would 
allow for multiple systems to be leveraged for 
exchanging and aggregating relevant data making 
for intelligent, real-time decisions. Improved connec-
tivity would lead to enhanced visibility of inventory 
and assets as also providing revealing insights from 
mobility and actions of associates, store assets, 
products and customers. Connectivity would be the 
key as everyone is the store is connected through the 
right technology as innovative retailers link the 
customer profile data from online and in-store 
channels across the entire infrastructure. Hence, 
unifying customer data is as important and relevant 
as unifying the buying channels. “The role of the 
associate will change from an information provider to 
a facilitator of engagement” as Internet Retailer aptly 
puts it.

There are greater advantages with mobility as we’ve 
seen an enriched in-store experience for seamless 

integration for CRM functionality whose value can be 
realised through both design and functionality.  There 
is greater agility and efficiency through SaaS and 
Cloud based solutions for smaller retailers to store 
information while operating on fewer IT resources 
and thus managing costs. The groundwork was laid in 
2013 with mobile point of sale (mPOS), RFID tags and 
scanners for greater customer engagement.  UK 
Fashion retailer Oasis has taken to Omni-Channel 
retailing giving customers the flexibility to view 
products in-store and then purchase online and vice 
versa.    Forrester Research claims that mobile 
payments forecast from 2013-17 would reach $90 
billion. 

There are also cloud service integrations with 
Amazon, Google and PayPal. The App Store could be 
customised to share in-store experiences and share 
on social networks while scanning bar codes or QR 
codes for products.

Retailers and manufacturers have taken to RFID value 
and adoption while it’s integrated with other technol-
ogies. Imagine when RFID readers are installed in 
every mobile phone and an address in the cloud for 
every RFID and virtual content available at point of 
purchase to the customer. If a GPS time and position 
record were generated when an item is scanned it 
could lead to:

Morgan Stanley believes Apple would take the NFC 
(near-field communications) chip to the next level by 
integrating with Google Wallet through the 
tap-to-pay technology.

On the surface, NFC is similar to the RFID or 
Bluetooth method of wireless data exchange, but the 
inbuilt simplicity of using NFC makes it easily accessi-
ble to the crowd. A link between two devices can be 
established by a simple touch. Thereafter, wireless 
data transfer between the two takes place with ease 
within a circumference of 20 cms approximately. NFC 
doesn’t require manual configurations like Bluetooth 
or wireless devices. It allows devices to work on a 
passive mode, which means that not all the devices 
need to search for other NFC nodes nearby. This 
feature allows mobile devices to reduce power 
wastage. Due to these subtle advantages NFC has 
applications in a wide range of business processes. 
Public transportation is an area where NFC may be 
used to avail of and redeem tickets, verify routes and 
arrange for services. It is important to note that NFC 
is compatible with contactless smart card protocols. 
This enhances the applicability of NFC in retail 
business greatly. A touch to retail PoS devices and 
product tags with NFC enabled mobile devices can 
execute information sharing and purchase of 
products. The rise of NFC supported handsets 
(android’s latest versions are supporting NFC) and 
adaptation of the technology by financial service 
providers will increase its usage in near future. 
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Modern Retail 
Applications – 
Actualization of 
Omnichannel Retail

Omnichannel Retail doesn’t 
end here, it just begins!

Bridging the Gap

About Aspire

The technology leaders have realized the paramount-
cy of Omnichannel enablement in their applications. 
It is critical for retail businesses to get the optimal 
support from technology enablers in building their 
Omnichannel offering. Hence, while enabling 
technology they need to understand the customer’s 
and retailers’ expectations from an Omnichannel 
experience. 

On further unearthing the “expectations” aspect, we 
realize that purchase and fulfilment are no longer 
interconnected event. The only statement that holds 
true in Omnichannel experience is that – fulfilment 
follows purchase. For example in the single channel 
of retailing, Dave arrives at store and purchases a bag 
by paying cash at the counter. He receives the bag at 
the counter and walks home. Under Omnichannel 
retail environment, Dave arrives at store, purchases a 
bag by paying cash at the counter. He has a few more 
things to do. He asks the bag to be delivered to his 
home after 2 hours and walks out of the store. Not 
only that, if Dave finds that the product is not to his 
choice after he receives it, he should be able to return 
it without stepping a foot out of his home.

These 3 actions are mutually location independent in 
Omnichannel retail environment. Legacy retail 
applications do not allow the freedom of selecting 
location in most of the situations. 

For allowing channel-agnostic purchase, the latest 
retail suites allow order creation from a PoS applica-
tion, web, and mobile and call centers etc. These 
orders are created on a central order creation system 
and can be accessed across the retailer’s ecosystem. 
It is also necessary that complete inventory is visible 
for a customer while making a purchase decision.  A 
combined inventory data consisting of the products 
from in-store, other stores and warehouses are 
displayed to the customer. The challenge lies in 
keeping the inventory data up-to-date on a near 
real-time. Retailers cannot afford to put inventory on 
display at store fronts which actually has been sold 
out an hour ago. The systems also need to track the 
products in-transit, the booked inventory and 
backorders while calculating the available inventory.

Aspire Systems is a global technology services firm serving as a trusted technology partner for our customers. We work with 

some of the world's most innovative enterprises and independent software vendors, helping them leverage technology and 

outsourcing in our specific areas of expertise. Our services include Product Engineering, Enterprise Transformation, Oracle 

Application Practice, Independent Testing Services and IT Infrastructure Support services. Our core philosophy of "Attention. 

Always." communicates our belief in lavishing care and attention on our customers and employees.

There are 3 actions distinctly visible –

Customer order lookup cross checking gets enabled 
at warehouses and vendor locations to verify the 
return details. A purchase made at store is not 
confined to the store applications. The visibility is 
expanded across company sites. 

Additionally, there are a few specific customer 
behaviour patterns that need to be emulated in the 
Omnichannel environment by the applications. 
Typically, if Dave doesn’t find a bottle of milk of Brand 
X he picks up Brand Y milk bottle. Dave also would 
get influenced to buy an exotic brand of shampoo 
and hair conditioner if it were placed besides the 
brand he generally uses. Cross-sell, up-sell and 
substitution of products in a multichannel environ-
ment gives the retailers as well as the customers with 
much more freedom to make their decisions. 
Applications will incorporate separate list of 
substitute items for allowing the users to make 
decisions during fulfillment.

From the above discussion it is evident that the 
application silos and inventory silos are a story of the 
past if a retailer is focusing on Omnichannel retail. 
Every retail application including the point of service 
systems, the in-store inventory, the warehouses, the 
merchandising systems and the foundation data are 
all interconnected seamlessly and data flows on 
real-time basis to keep the store front up-to-date for 
customer activity.

The fulfilment of a product can be done via different 
channels. It could be a pick up from the store, deliver 
to home and so on. Apart from the infrastructural 
requirements like transport and manpower, the retail 
applications go through some specific changes to 
support Omnichannel experience. Fulfillment 
involves 3 nodes in the delivery of product to 
customers -

The scenario can get further complicated. Dave 
purchases a list of products that includes a wallet, a 
towel, 3 packs of potato chips and a razor. The wallet 
can be sourced from store but the towel is available 
only in another store located in the same city. Also, 
the potato chips are currently stocked in the 
warehouse and the razor is available at the supplier 
location. If the source location and the dispatch 
location for all the items in the customer list are the 
stores (the location of purchase), it becomes a simple 
fulfillment condition. In a complex fulfillment 
scenario as in the example above, apart from receipts 
& invoices, the application should be able to support 
purchase orders from vendors and transfer orders 
from various locations for a single customer. So, 
typically a transfer order will be raised for the potato 
chips and towel pack and a purchase order shall be 
raised for razor. If the dispatch has to be carried out 
from a store, personnel will be required to collect the 
products from different location; get the necessary 
details in the systems updated and the pack it in the 
purchase store and dispatch. On the other hand, 
direct dispatch from warehouse or suppliers to the 
customer doorsteps should be feasible. All the 
necessary inventory changes need to be updated as 
and when the product is dispatched from the store. 
The sales can be updated based on the revenue 
recognition standards adopted by the retail 
businesses.

Further, order returns due to various reasons are 
common in retail businesses. There could be many 
reasons for returning a product, but there are 3 states 
in which the product can be returned –

The inventory count is updated in a central inventory 
management application based on the state of 
product on its arrival. In an Omnichannel environ-
ment, the product can be returned via different 
channels like dispatch to warehouse by customer, 
dispatch to stores and collection from doorsteps etc. 

We can expect these foundation structures to 
improve manifold for enabling enhanced supply 
chain, store fronts etc. Let us take an example of a 
high end purchase – A 3D television. A customer 
orders for a unit from an online portal. The model is 
available at a nearby store as well as 2 warehouses; 
one in the nearby city. In this situation, which location 
should be selected for fulfillment of the request? 
Retail applications need inbuilt cost-benefit analysis 
to automatically assign the fulfillment center 
providing maximum benefit to the retailer.

Personalization of in-store experience will take a front 
seat not only in virtual stores but also in brick and 
mortar centers. With the NFC technologies, it is 
possible to share special promotional offer based on 
the section of the store where the customer is 
located. 

Social Media has been a promotional and feedback 
center for retailers and product manufacturers as of 
now. However lately, ideas around selling a product 
on social media are catching up. It may not be too 
long before Omnichannel retail subsumes social 
media as another important channel to initiate 
product transaction and popularization.
The overall scenario indicates that Omnichannel retail 
will be crucial addendum to all the leading retail 
applications. There would be enough technological 
advancement in retail to change retailing as we know 
it.

Purchase of the product(s)

Fulfilment of the product(s)

Return of the product(s)

Products in sellable condition

Products in non-sellable condition

Products not present (perishable items)

Source Location : The source location of the 
product  [Warehouse, Store, Supplier]

Dispatch Location : The location of dispatch of 
the product to the customer [Store, 
Warehouse, Vendor]

Handover Location : The location of product 
handover [Store, Doorstep]
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