
This content contains copyrighted material the use of which has not always been specifically authorized by EICOM Institute. In accord with our nonprofit mission, 
we are making this material available to advance understanding of digital commerce globally.  If you wish to use copyrighted material from this source for purposes 
of your own that go beyond fair use, you must obtain permission from the EICOM Institute.

TECHNICAL

Enabling Revenue

BUSINESS

* Franchise business vs Own store business

Growing Revenue

Integrations Validations Executive Plan Validations
Order
Workflow
Change Order
Change Seller
Tracking

Inventory
Integrations and 
latency stage

Multichannel pricing
Pricing

Regionalization

Checkout 
Algorythm
1. Freight (price)
2. SLA (time)
3. Seller nearest to the client 
(distance)
4. Stock availability 
(coverage)

Physical Store
Capacity planning
Customer service
Workforce (culture)

Payment
Payment Methods
Frictionless Checkout

Taxes

Gateway
Antifraud

Payment

Product and SKU
Categories
Brands

Catalog

Back-end
Middleware
ERP
Invoice

Fulfillment 
Architecture
Inventory coverage
- Stockout (%)

Warehouse models

CRM
Promotions and 
Benefits

Sales channels
Marketplace
Social commerce

Exhibit - Checklist

One of the first challenges that every company will face in launching an Omnichannel Strategy is 

related to either ‘How should I take the first step?’ or ‘How do I make fewer mistakes in a 

fast-paced mode?’. And this is why EICOM has created this guideline, to help retailers improve 

their decision-making process towards accelerating and achieving the digital transformation.

Should I look first at the technical side or to the business outlook? As we have seen in many 

cases, tackling the technical side first may give more guidance in the middle and long term. 

Having a reliable architecture to grow your business will become an advantage and will indicate 

what are the tech capabilities to implement an omnichannel platform. Face this stage as one 

requirement to understand how far you can go with your current capabilities.

Look at this guideline as a checklist, where you can clarify what are the business pain points and 

how you can map out the customer experience touchpoints in the business units. After, the 

leaders will be able to make the best business management trade-offs.

OMNICHANNEL RETAILING GUIDE

Omnichannel is related to integrating sales channels and leveraging the potential of each one in 

the customer journey. The checklist will help retailers to accelerate the transformation by 

understanding how to improve the decision-making process and making the proper trade-off in 

the short-term. This is the reason why we mentioned:
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• Physical Store (reimagining the omnichannel in-store shopping experience);

• Sales Channels (the paradox of growth and profitability in digital commerce);

• Checkout Algorithm (where to focus?) and all other points.

Because all these points are connected to the challenge to sell the right product to the right client 

wherever they are. The retailer business model might impact the way the company will thrive in 

the most profitable sales channel*.

The technology architecture will show the way to accelerate the integration of sales channels. 

What capabilities/features/components does the company need to enhance the reliability of?

• If the business implements a new marketplace, it is important to pay attention to the catalog 

integration, the way in which the products will match the current category tree and how the 

back-end infrastructure will deal with the new payment conciliation process;

• If the company integrates a new physical store in the Ecommerce channel, how will the new 

fulfillment operation work? Keep in mind how the operation capacity will impact the workforce 

and how a buy-online-shipping-from-store (BOSS) could leverage the inventory coverage in 

the long term.
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Enabling revenue

No one-size-fits-all checklist will suit the needs of all sales channels or the demands of all 

consumers. However, the turning point of an omnichannel strategy is how the company should 

implement and focus on each sales channel to faster identify the profitable customer and drive 

them for growth.

This guideline is about rethinking economics towards shifting gears, taking a holistic approach to 

upgrade sales channels and assessing in-store capability gaps to accelerate digital 

transformation through an Omnichannel strategy.

Growing revenue


