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Questions

• What are the unique customer benefits offered by the 

retail channels – stores, catalogs, Internet, and 

mobile?

• Why are retailers moving toward using all four 

channels?

• How do multichannel retailers provide more value to 

their customers?

• What are the key success factors in multichannel 

retailing?

• How might technology affect the future shopping 

experience?
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The Multichannel Retailer (omniretailer)

A retailer that sells merchandise or service through more than one 

channel.  By using a combination of channels, retailers can exploit the 

unique benefits provided by each channel.
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U.S. RETAIL SALES BY CHANNEL
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Benefits of Multichannel Retailing

Overcoming the 
Limitations of an 
Existing Format

Increased Assortments
Low-Cost, Consistent 

Execution
Current Information
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Why are Retailers Using Multiple 

Channels to Interact with Customers?

customer

• Customers want what they 

want, when they want it.

• Customers want new ways 

to engage with retailers.

store kiosk catalog call center web/e-mail mobile
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Why are store-based retailers evolving 

into multichannel retailers?

• Sales through an electronic 

channel are growing at over 20% 

per year

• Adding an electronic channel 

creates immediate possession 

utility

• Multichannel retailers can attract 

more customers and satisfy 

existing customers better

• The growth of sales in stores is 

declining
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Benefits Provided by Different Channels
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• Browsing

• Touching and feeling

• Personal service

• Cash payment 

• Entertainment and social 

interaction

• Immediate gratification

• Risk reduction

Unique Benefits Provided by Store Channel
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Benefits Provided by Catalog Channel

Convenience

Information

Safety
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What’s the Big Deal About 

Shopping on the Internet?

• Almost 75% of U.S. consumers use the Internet to 

search for information about clothes, shoes, toys, and 

health and beauty products before they buy an item.

• 83% of customers search online before buying 

electronics, computers, books, music or movies.

• Internet channels allow retailers to offer a great 

assortment of products and provide more information 

to customers.

• The Internet allows retailers to collect information 

about consumer shopping habits.

• The Internet allows the retailer to enter new markets 

economically.
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Internet Channel

• Deeper and broader selection

• More tools for evaluating merchandise

• Personalization

• Information is tailored to individual consumers to help them make 

quicker and better purchase decisions

• Customized information -- side by side comparisons

• Virtual try on

• Information for solving problems, not just merchandise 

characteristics

• Virtual Communities
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Mobile Internet Shopping

• Mobile

• Portable

• Location sensitive

• Push notifications

• Touchscreen

• Smaller screen size

• Apps



3-14

Challenges of Effective Multichannel Retailing

• Centralized vs. decentralized 

multichannel retailing

• Multichannel supply chains 

and information systems

• Distribution strategies for stores, 

catalog, and Internet channels  
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• Integrated Shopping Experience

• Communicate with customers anytime, 

anywhere through multiple channels

• Website, Store, Kiosks, Handheld 

Devices

• Integrating legacy systems for 

seamless customer interface

• Merchandise assortment

• Pricing strategies

Challenges of Effective Multichannel Retailing
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Today’s empowered consumers live in a multi-channel world –

research products online, buy offline, and demand service everywhere

Customer

Web & Email

• 24x7

• Visual

Call Center

• Convenient

• Immediate

Kiosks

• Visual

• Convenient

Handheld Devices

• Immediate

• 24x7

Brick & Mortar

• Touch/Feel

• Experience driven

Consumers buy 

what they want, 

when they want, 

wherever they want
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Shopping in the Future
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Shopping Experience:

Personalization Potential 



3-19

Keywords

• catalog retailing Nonstore retail format in which the retail offering is 

communicated to a customer through a catalog.

• channel migration When consumers’ collect information about products on 

one company’s channel and then buys the product from another competitor.

• direct selling A retail format in which a salesperson, frequently an 

independent distributor, contacts a customer directly in a convenient location 

(either at a customer’s home or at work), demonstrates merchandise benefits, 

takes an order, and delivers the merchandise to the customer.

• disintermediation When a manufacturer sells directly to consumers, thus 

competing directly with its retailers.

• electronic retailing A retail format in which the retailers communicate with 

customers and offer products and services for sale over the Internet.

• Internet channel, Internet retailing, E-channel See electronic retailing.

• multichannel retailer Retailer that sells merchandise or services through 

more than one channel.


