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In-Store Systems

Integrate IT and operational strategies to capitalize 
on in-store pickup sales

Servicing The 
Customer In A 
Multichannel 
World

It comes as no surprise that consumers expect to have flexibility 
in their shopping channel options and still demand a consistent, 
high level of service in whichever channel they choose to use. 
However, providing a similar experience to customers across 

all channels can be challenging. As retailers continue to look at ways 
to integrate their multiple channels, the discussion at some point will 
turn to the risks and rewards of allowing the customer to shop online 
and pick up their purchase in the store.

Customer expectations across channels continue to increase. In a 
recent Econsultancy survey, 33.5% of U.S. consumers indicated that 
being able to purchase from a retailer using different channels was 
very important to them. Also, 42% indicated they already have experi-
enced reserving products online and picking them up in a store. More 
importantly, 76.5% of U.S. consumers expect to be able to buy online 
and return merchandise to a local store location.

The Challenges Of Multichannel Retailing
Multichannel retailing is not a new discussion. However, retailers still 
face a variety of operational challenges regarding how to successfully 
merge multiple channels. Some of these areas include data integrity 
and data access across disparate systems, management of inventory 
levels to meet the demand of more than one channel (especially when 
fulfilling online orders from the stores, or fulfilling customer pur-
chases between stores), the manner in which sales and associated 
expenses are credited to each channel, and effectively managing the 
overall customer experience. 

Store operations personnel are even more concerned about having 
appropriate staffing levels to quickly process online orders and still 
adequately service the customer who is already there in the store. 
Also, since the store is not like a warehouse, with designated aisles, 
shelves, and bins for every item, there is the risk that an online order 
could be filled incorrectly, which in turn could create a negative cus-
tomer experience in the store.

Multichannel Retailing 
Best Practices
There are a number of industry best 
practices that already address some 
of these issues, such as setting safety 
stock quantities for each store so that 
orders are routed to another location 
for fulfillment if the on-hand quantity at 
the first store falls below the minimum. 
This approach also supports the ability 
for stores to effectively meet in-store 
customer demand for an item. 

Additionally, integrated systems that 
support multiple channels or have a 
centralized database for all customer, 
inventory, sales, and outstanding order 
information across all channels will 
improve data integrity and offer better 
support for real-time data access. For 
store personnel, integrated systems may 
offer an in-store application that provides 
them with access to real-time information 
about customers and inventory across 
multiple channels, but also has just one 
look and feel. This can reduce the time 
needed to train associates on both store 
sales and in-store pickups.  

Ultimately, there must be buy-in from 
the top down regarding a retailer’s 
multichannel strategy and the way in 
which it is deployed at the store-level. 
In-store pickups offer an opportunity 
to cross-sell or upsell a customer, as 
well as a way to extend your brand and 
strengthen customer loyalty. However, 
a retailer’s systems, processes, and 
personnel must work together to support 
that strategy and meet the customer’s 
service expectations, regardless of what 
channel the customer uses to purchase or 
how they choose to get the merchandise. n
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