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The supply chain plays an obvious role in the success  

of a retailer. If a retailer can’t get product from Point  

A to Point B in a timely manner, it’ll never survive.  

In today’s omni-channel world, the supply chain is even 

more critical. Previously separated channels are converging 

into a single channel that can deliver the goods and  

enable the sale and the return. That means the supply 

chain must adapt to become fast, agile, responsive,  

accurate, optimized and innovative.

This supply chain complexity creates challenges for retailers. 

The good news is that the challenge has been identified – 

numerous companies and experts are talking about it. Some 

are even developing long-term strategies. The bad news is 

that few retailers have really mastered a solution.  

 

 

According to Deloitte:

 n 82% of retailers still manage inventory separately  
for each sales channel

 n 17% of retailers have facilities designed for  
cross-channel fulfillment

 n 25% of retailers accept returns and can resell  
inventory across all channels

Enter the extreme need for a strategic logistics partner to 

help you get ahead of your competition. This is no longer 

about moving product from Point A to Point B…it’s about 

moving from Point A to Point B, while being able to also 

zigzag to Points C, D, Z, R and K along the way. 

We know it isn’t easy for retailers to shift to omni-channel 

mode. We have experience creating strategies that help 

retailers solve the challenges of omni-channel, and we 

want to help you, too.
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CORE CAPABILITIES FOR SUCCESS

The notion of “channels” is obsolete to consumers, but many retailers’ opera-

tion and their supporting systems remain channel-aligned. Realigning the business 

is a huge undertaking; but to be successful and profitable, retailers need a  

supply chain that is fit for purpose to handle product forward and reverse  

flows as effectively and efficiently as possible. To do this, supply chains need to 

provide certain core capabilities:

 n A flexible physical fulfillment network designed to support the various  
fulfillment requirements

 n Real-time visibility into the entire pool of inventory to reduce safety stock 
and inventory carrying costs

 n Dynamic control over access and allocation of inventory in real time

 n Processing and shipping of individual orders at the lowest cost, regardless 
of the source

 n Flexible fulfillment paths to meet demand, regardless of which channel it 
comes from

 n Maximized efficiency in every part of the supply chain to meet customer 
expectations

 n An effective, cost-controlled returns process

 n Minimum cost to serve

Is An Omni-Channel  
Strategy Right For  
Your Business?

There are always trends in  

retail, but omni-channel isn’t 

about being trendy. It’s an  

essential component of any  

retailers supply chain  

“wardrobe”. But how do you 

know if it’s right for your  

business? Or that you’re on  

the right path if you’ve  

started implementing it on  

your own? 

Consider this:

 n Are you looking to  

find efficiency in your  

supply chain?

 n Do you need to move  

faster to meet customer  

demand?

 n Do you need to fulfill  

multiple channels with  

the same inventory?

 n Is it difficult to quickly  

respond to consumer  

shopping patterns?

 n Do you need inventory  

visibility?

 n Is on-time delivery a  

priority?

If you answered “yes” to at  

least one of these questions,  

we should talk. 
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THE THREE PILLARS – IT ARCHITECTURE, EXECUTION  
CONSIDERATIONS AND ORGANIZATIONAL STRUCTURE

The core capabilities mentioned above are not simple  

boxes that can be checked. Each capability leans heavily  

on things like IT, execution and organization, and it turns 

into a big puzzle where each piece has an enormous  

impact on the other. The cost and time needed to put  

this puzzle together in-house is overwhelming, and in  

many cases, not possible. 

Our three-pillar approach solves this challenge for retailers. 

IT Architecture: IT is a key enabler of an omni-channel  

strategy. With an end goal of accurate, accessible, and  

secure inventory and order information, the right IT  

framework, ideally architected from the ground up, is  

critical to reliable omni-channel execution. 

Execution Considerations: The organization of what will 

happen, from where, and by whom is critical. If a responsive 

and transparent omni-channel structure is not put in place 

with the proper personnel and operational processes,  

customer service will suffer and so too will the brand. 

Organizing for Success: IT and execution are critical, but  

so are the people leading the solution. A core group of  

dedicated and knowledgeable resources leading the  

project, with the ability to tap into a broad range of  

functional experts, is necessary for the creation of a  

successful omni-channel solution, ongoing project  

management and execution oversight. 

The omni-channel challenge is complex and requires  

strategy and planning. Retailers looking to build a solution 

from scratch, or optimize an existing strategy will benefit 

from a partner who offers a thoughtful approach to  

evaluating IT, execution and organizational structure –  

and their customers will benefit too.

Information Technology: The Foundation of 
Your Omni-Channel Strategy  

In the next of this four-part series, we’ll take a deeper 

dive into the first pillar – and one of the most critical 

elements of any successful omni-channel solution – 

the IT architecture.

DHL Supply Chain – Excellence. Simply delivered.

THE THREE PILLARS

IT Architecture
Specifically designed 
to support omni-
channel fulfillment.

Organizational 
Structure
The proper  
personnel and 
processes to support 
customer service.

Execution  
Considerations
Customer experiences 
must be seamless 
in-store, online and 
mobile or retailers 
risk losing that  
customer.




