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For most retailers non store channels still account for a small proportion of total sales, less than 
8% overall. So many companies have not yet begun to see the challenges of multi-channel as it 
becomes an increasingly bigger part of the business. This report focuses on the business 
issues that need to be addressed as multi-channel grows. This 100 page report is relevant for 
retailers in all countries and is based on:

• Interviews with 50 North American and UK retailers

• Extensive desk research in North America and Europe

• Experience from client projects

• Thought leadership in multi-channel retail

Why do you need this report?
This detailed report will help you:

• Plan your multi-channel retailing strategy in detail.

• Change your current business processes to ensure that profitability of all channels is maintained and   
enhanced.

• Benchmark your business against peers.

• Understand how multi-channel retailing will change over the next five years.

• Most research in multi-channel focuses on using the technology better now and in the near future. 
This study focuses on developing your business over the next five or more years.

Who will benefit from this report?
• CEOs

• E-commerce VPs / directors

• Marketing VPs / directors

• CIOs

• Store Operations VPs / directors

• Vendors selling or marketing e-commerce solutions to retailers

A FEW KEY CONCLUSIONS FROM THIS STUDY
• Scale will present new challenges and issues

• Some retailers won’t make it. Cannibalization will become a big problem for them.

• Organisations will need to adapt.  Departmental costs will go up.

• Processes will need to change:

- Range

- Pricing

- Logistics and inventory management

- Marketing and CRM

- Finance (analysis and reporting)

• New KPIs will become important

• IT budgets will have to get bigger for some time to come

• Marginal stores will close. The role of the store will change. How the space is used will change

• New accounting techniques will be needed

For the background to these and other key conclusions, buy this report.
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What people say about other Martec Reports:
“This report really guides us for our future IT Strategies” CIO, Fashion Retailer

“This report is an invaluable information resource – a single source for how major 
software packages are used in UK retailing, that would take many hours to extract 
from other sources” Nigel Stephenson, Marketing Director, K3 Retail Business 
Solutions
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