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An NCR White Paper

OMNICHANNEL 
RETAILING: MAKING 
MORE DOLLARS,  
AND MORE SENSE



According to one survey, 80 percent of 
companies believe they deliver a superior 
customer experience; yet, only eight percent 
of their customers agree. Are you connected 
to today’s connected shopper?
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With information at their fingertips from anywhere, at 

any time, today’s connected shoppers control interaction 

and transaction with a single touch. It’s no longer “Buyer 

beware” but “Retailer beware.” Or more importantly: 

retailer be more “aware” across all channels, and down 

Deliver a consistent customer 
experience across all channels

  Today’s connected shoppers control interaction  
  and transaction with a single touch.  

every aisle. Consistency, communication and  

customer-centricity are no longer buzzwords but buzz 

generators, driving greater brand value, market share 

and customer loyalty.
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Ensure your staff is well equipped  
to assist your customers

To deliver a consistent customer experience across 

all channels, store personnel, from associates to 

management, need to be well-informed, well-trained 

and equipped with better technology to access product 

and competitive information to make the sale or handle a 

return. Shoppers expect store associates and managers to 

know what goods are available whether on the shelves, 

in another store location, on the retailer web site or 

accessible from a distribution center.

One study indicates that a typical retailer loses about four 

percent of sales due to out-of-stocks, translating to a loss 

of $1.73 per shopping trip. Compound that with tens or 

hundreds of millions in annual sales, and suddenly that 

$1.73 means the difference between profit and loss. The 

study also states that 42 percent of consumers, when 

confronted with an out-of-stock situation, will make the 

purchase at another store or will not purchase at all.

Both of these stats will likely rise as 
shoppers continue to become more 
tech savvy and more demanding and 
competing online and brick-and-mortar 
retail options continue to proliferate.
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By instituting a seamless, omni-channel plan 
that touches your customers at all points – from 
consideration to cost comparison, choosing colors 
to buying consumables to checking out – you can 
construct a mutually beneficial relationship that 
truly makes more dollars, and definitely more sense.
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Enhance and expand the  
customer experience

Retailers must identify each touchpoint where the 

customer experience can be enhanced and exponentially 

expanded for greater basket size. Blurring the 

lines between virtual and physical provides critical 

differentiation shoppers desire. Just because a customer 

purchased a new skirt online doesn’t mean she can’t 

wear it that same evening. 

NCR found that 68 percent of North American 

consumers desire purchase-online/pick-up-in-store 

service, yet 48 percent of retailers don’t currently offer 

this option. By inhibiting the immediacy of the customer 

experience, opportunities to upsell or cross-sell (e.g., new 

shoes to go with the skirt) are lost when the customer 

has less reason to walk into the store.

68%

of North American 
consumers desire  
purchase-online/pick-
up-in-store

of retailers don’t 
currently offer this 
option

48%
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Keep competitive  
wolves at bay

As technology continues to alter the way sellers sell and 

shoppers shop, how these shoppers perceive their overall 

experience will significantly impact the operational and 

strategic realities faced by retailers. No longer is the shop 

down the road your main competition; competitors are 

everywhere, and anywhere, and open around the clock. 

With competitive web sites huffing and puffing at your doors, 

easily accessible from customer’s mobile devices, fortifying 

your brand’s brick-and-mortar infrastructure through 

personalization and innovation can keep those competitive 

wolves at bay.



Contact NCR today about how we can help you 
maximize your revenue. 
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To learn more about what consumers want from their retail   

businesses, register to receive the complimentary 2013 global NCR   

study “The Converged Retailing Roadmap.” This study provides   

statistical insights into what customers require from today’s retail   

businesses and provides a roadmap for retailers to meet shoppers’   

fast-changing expectations of the retail experience.

http://response.ncr.com/LP=699?source=whitepaper&wpID=&AR=Yes&direct=omni-channel
http://response.ncr.com/LP=699?source=whitepaper&wpID=&AR=Yes&direct=omni-channel
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why NCR? 
NCR Corporation (NYSE: NCR) is the global leader in consumer transaction technologies, turning 
everyday interactions with businesses into exceptional experiences. With its software, hardware, 
and portfolio of services, NCR enables more than 300 million transactions daily across the retail, 
financial, travel, hospitality, telecom and technology industries. NCR solutions run the everyday 
transactions that make your life easier.

NCR is headquartered in Duluth, Georgia with over 26,000 employees and does business in 180 
countries. NCR is a trademark of NCR Corporation in the United States and other countries. 


