
A Framework for Enabling 
Multi-Channel Retailing  

How Retailers Can Most Effectively Enable the 
Consumer’s Multi-Channel Shopping Journey

the way we see it
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In Capgemini’s previously published “Future Channel 
Shopping” paper, we introduced our framework for an end-
to-end shopping journey consisting of Awareness, Choosing, 
Transaction, Delivery and Aftersales Care (see Figure 1). On 
this journey, consumers expect to move freely and seamlessly 
across channels. While different consumers will follow 
different paths and utilize the channels for different reasons, 
they will all expect the retailer to remember their interactions 
and channel preferences and adjust the service accordingly. 
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Figure 1: Customer Shopping Journey

 

James will send 
feedback to the retailer 
on his mobile if there is 
something in his order 
he is not happy with  

Anna gets alerts on 
her phone about the 
delivery status of the 
order    

Anna buys extended
products and services
that she sees in 
showroom-style stores.
Any issues she deals
with at home online

Maria gets her 
ideas from her 
phone and trips 
to  special events 
in the mall  

Anna takes 
inspiration both 
from online and 
from her mall 
visits 

With one click 
James adds these 
to his regular 
online 
replenishment 
order      

Maria gets personalized 
information on 
accessories and 
matching separates
for her recent 
purchases

Maria uses the 
mobile
community 
aspect of her 
phone to let her 
friends help
choose    

Maria doesn't really 
differentiate 
between mobile 
and online as she  
does everything 
through one 
device    

James’ goods arrive at 
his home delivery box 
at his pre-agreed 
regular time unless he 
intervenes with a 
change of 
circumstances

Using her phone, 
Maria requests 
delivery to her 
house, her 
boyfriend’s house 
or school, 
whichever is 
more convenient   

Anna will order from a 
kiosk in store or back 
at  home after she has 
chosen her goods   

Anna chooses 
online or during 
an experiential 
shopping trip, 
depending on the 
category  

James doesn’t get 
involved in the 
transactional element 
of his regular 
purchases as they 
happen automatically   

James uses 
mobile 
suggestions to 
supplement his 
regular online 
purchases 
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Source: Capgemini Consulting
Note: Red arrow represents Maria’s typical shopping journey; blue arrow represents James’ journey; and green arrow represents Anna’s.

As a result, a retailer must deal with 
multiple variables when developing its 
multi-channel retailing strategy. These 
variables include the phases of the 
shopping journey, the channels available 
to the shopper and the type of goods 
being offered. This raises the question, 
“With so many variables to manage, 
how should the retailer most effectively 
enable the consumer’s shopping journey 
in a multi-channel environment?”

Multi-Channel Enablers Can 
Maximize Satisfaction at Each 
Stage of the Shopping Journey
Capgemini conducts ongoing research 
to evaluate leading practices relating 
to multi-channel retailing. We find 
that retailers need to deploy a range 
of multi-channel enablers across 

the customer shopping journey to 
maximize sales and satisfaction. 
To assist retailers in this endeavor, 
Capgemini has created a Framework 
for Enabling Multi-Channel Retailing 
designed to address the challenges 
associated with each phase of the 
shopping journey (see Figure 2).

Awareness
Where and how consumers engage 
with retailers via multi-channel 
touch points and with other 
consumers means fundamentally 
rethinking the model by which 
organizations communicate. 
Retailers should focus on achieving 
a full and continual integrated 
conversation with consumers to 
develop awareness via all channels.
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In this phase, all channels must 
drive awareness of a retailer’s full 
product range by using social 
networks, catalogs, direct mail, 
buying guides, marketing campaigns, 
personalized reminders and more. 
Some of the more sophisticated 
enablers to create awareness include 
highly interactive social networking, 
personalized e-zines, personal 
promotions based on situations, 
intelligent search optimization, 
online comparison of competitive 
products and personalized 
mobile phone marketing. 

Choosing
For many retailers, the lack of 
consistently high-quality information 
and service among channels 
diminishes the consumer experience, 
potentially impacting sales. In a 
survey by ATG, 43% of respondents 
said they called a customer service 
representative because they could 
not locate product or service 
information online.1 When this 
happens, organizations are at risk 
of losing customers to a competitor 
that can demonstrate greater 
integration among its channels.

1 ATG, “Cross-Channel Commerce: The Consumer View,” March 2010

Figure 2: Capgemini’s Framework for Enabling Multi-Channel Retailing 
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significant. Delivery services such 
as “click-and-collect” provide 
convenience for customers and 
incremental sales for retailers 
from additional store visits. 

Leading retailers offer home 
delivery, collection from store or 
a convenient pick-up point. Some 
provide the capability to specify the 
day of delivery including next-day 
delivery, or even a specified time 
slot. Other enablers may include 
delivery tracking and proactive 
recovery of failed delivery.

Aftersales Care
For customers, a complex return 
system or poor aftersales service may 
result in a decision to not purchase 
in the future. Customers must 
feel they are dealing with a single 
company, not multiple departments. 
Staff must know service-recovery 
procedures (for example, 
compensation for non-delivery) for 
all channels, not just their own.

In this phase, retailers must enable 
the consumer to return a product 
in-store that was purchased in 
another channel. They may offer 
collection from the consumer’s 
home or a convenient pick-up point 
such as the workplace, and even 
offer specific returns collection time 
windows. Additionally, consumers 
must be offered help and advice 
from the retailer to overcome 
problems during set-up and use of 
the product. Additional aftersales 
services include installation, removal 
of old items and packaging, and 
warranty and repair services.

To overcome this challenge, leading 
retailers provide comprehensive 
product information by deploying 
enablers such as “click-to-interact” 
for help and advice from experts; 
intelligent forums to receive advice 
from other consumers; product 
visuals that may take the form of 
video or 360-degree views; a product 
availability indicator, which offers 
alternative available products; 
mobile apps; in-store displays with 
product information; up/cross-
selling capabilities and more.

Transaction
Retailers must find more flexible 
and exciting ways for customers to 
transact online and across channels. 
In the physical channel, we see 
more in-store kiosks, which provide 
customers with the convenience 
of ordering products that may not 
be carried in the store, are out-of-
stock or require customization. 

Key enablers deployed by retailers 
in the Transaction phase include 
loyalty programs that easily translate 
across the various channels, 
customizable gift cards, the ability 
to transact within a social network 
and from a mobile phone, self-
service in-store checkout, and even 
using a mobile device to record 
purchases within the store.

Delivery
A key capability for multi-channel 
retailers is channel and delivery 
flexibility – delivering to wherever 
best suits the customer. While 
developing this capability is a 
challenge, the benefits can be 

Multi-Channel Enablers Vary 
Based on Sophistication and 
Subsector
A retailer can deploy these enablers 
to different levels of sophistication. 
To demonstrate this Capgemini 
developed a continuum of 
sophistication for each enabler 
within each phase of the shopping 
journey. A retailer is placed on the 
left side of the continuum if there 
is no evidence that the company 
offers the described capability. In 
contrast, a retailer is placed on the 
right side of the continuum if it 
has demonstrated more leading or 
sophisticated practices relating to the 
described capability. Competitors’ 
multi-channel capabilities are 
also evaluated and plotted.

We find that certain phases and 
enablers are more relevant to one 
retail subsector (apparel, for example) 
than another (grocery, for example). 
Capgemini has evaluated six retail 
subsectors: Apparel, Grocery, 
Electronics, Entertainment, Home 
and Furniture and Do-It-Yourself 
(DIY). Following are some of the most 
relevant multi-channel enablers in 
each of the retail subsectors covered.

Grocery
The grocery subsector has led in the 
Delivery phase with its refinement 
of time slots and tracking. Real-time 
inventory is critical in delivering 
“right first time” service and 
reducing aftersales/delivery issues. 
With the development of smart 
phones, supermarkets are now 
offering leading-edge applications 
in the Transaction phase. Others 

A Framework for Enabling Multi-Channel Retailing 5

Retail the way we see it



2 BIGresearch, Retail Advertising and Marketing Association/National Retail Federation, “Word of Mouth Influences Most Electronics, Apparel Purchases, According 
to RAMA Survey,” Dec. 7, 2009

are allowing customers to add 
items to their basket from within 
Facebook, bringing into sharper 
focus the transactional opportunities 
within social networking sites.

Apparel
In a fashion-oriented marketplace, 
apparel retailers must consider how 
to best develop key enablers for the 
Awareness phase. Innovative linking 
of content with retail outlets builds 
awareness and brand, particularly for 
retailers with their own capabilities, 
such as Burberry’s “Art of the Trench.” 
Increasing digital media consumption 
offers significant opportunities for 

greater product awareness with online 
campaigns via newer services.

Electronics
According to a Retail Advertising 
and Marketing Association survey 
conducted by BIGresearch, word of 
mouth remains the biggest influence 
in people’s electronics purchases 
(43.7% of respondents).2 To drive 
loyalty and sales, electronics retailers 
must build relationships with 
customers as they choose between 
products. While in-store experience 
remains important, social media is a 
key enabler in the Choosing phase, 
with retailers providing highly 

interactive communication channels 
that facilitate discussions of new 
products and specification questions. 

Entertainment
The Choosing phase can be 
particularly challenging for the 
entertainment subsector given the fact 
that to some consumers “a book is a 
book, a CD is a CD, etc.” It was evident 
from our analysis that entertainment 
retailers can improve performance by 
developing high-quality interaction 
with consumers, using in-store events 
and digital forums such as GameStop’s 
online “Casual Lounge,” where gamers 
connect with the retailer’s experts.
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understanding of the challenges 
working alongside them to help 
develop their multi-channel strategy, 
plan investment priorities, and 
assess the infrastructure options 
and business process change. 

By applying Capgemini’s Framework 
for Enabling Multi-Channel Retailing, 
we can identify the most relevant 
enablers to deploy and determine 
what level of sophistication will 
deliver the best results. We can also 
benchmark a retailer’s multi-channel 
capability against its competitors.

Home and Furniture
For the Awareness phase, leading 
home and furniture retailers have 
invested heavily in digital marketing 
tools to support and extend catalogs 
and store showrooms. In the 
Delivery phase, we see a variety of 
delivery options, including next-
day and specified delivery dates 
with flexibility of delivering to 
the customer’s location or store 
pick-up, and delivery tracking via 
the customer’s preference (SMS, 
e-mail, contact center, etc.). 

Do-it-Yourself
DIY retailers have seized the 
opportunity to provide additional 
revenue-generating and reputation-
building services for the Aftersales 
Care phase. These include product 
assembly, packaging removal, 
recycling of existing items, and 
online “how-to” videos.

How Capgemini Can Help
Integrating channels can be complex 
and cost intensive for retailers. 
However, given consumer interest 
in interacting with retailers through 
multiple channels, the opportunities 
and benefits are significant and the 
case for investment compelling.

In recent years, Capgemini has 
worked with a number of retailers 
to help them develop an integrated 
multi-channel strategy. We have 
chronicled our approach in a series 
of papers, including “Integrating 
Channels: Adding Value to Your 
Customer Proposition,” “Integrated 
Multi-Channel Retailing: The End 
of Retail 1.0” and “Future Channel 
Shopping.” Leading retailers 
understand the value of having an 
experienced partner with a deep 

With Capgemini’s thought leadership 
on multi-channel retailing and track 
record of delivering solutions to clients, 
we have the capabilities to help you:

��Develop a compelling business 
case for multi-channel retailing.

��Build a roadmap that delivers 
the business case.

��Establish an “open architecture” 
that does not constrain future 
functionality and technologies.

��Deliver the roadmap, as well 
as support and maintain it.

Winning Multi-Channel Retail Strategies

Our research has identified seven key strategies that we believe support the 
successful realization of a multi-channel program:

1. Single view of the customer. Gathering and using multi-channel customer data 
is key to managing cross-channel customer relationships, effectively targeting 
offers and building sales.

2. Information management and delivery. Single-view product, customer 
and service information via all channels is a key enabler of a multi-channel 
proposition. Ensuring that an appropriate information strategy and tools are in 
place to support this is critical.

3. Supply chain. An effective delivery model to suit multi-channel customer needs 
and to remain competitive will require a level of integration across the supply 
chain. This may mean a singular multi-channel fulfillment model, or channel-
specific models integrated through a common backbone of product, customer 
and inventory management processes and information.

4. Common policies and processes. Unifying procedures and training staff in all channel 
processes is essential to deliver a seamless customer experience across all channels.

5. Multi-channel operating model. Successful multi-channel organizations will 
implement structures and incentives that encourage cross-channel collaboration.

6. Board-level leadership and operational infrastructure. Ensuring board-level 
commitment to cross-channel collaboration can be a challenge if channel silos 
are not acknowledged and addressed. To complement the right operating model, 
some leading retailers are appointing a multi-channel director to manage the 
tensions that can prevent the delivery of multi-channel goals.

7. IT infrastructure. The adoption of open standards and service-oriented IT 
architecture, combined with a flexible and responsive approach to development 
can improve the agility of the IT function to support the constantly shifting 
business needs and available technology enablers.
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For more information, please contact:

UK
David Williams
+44 870 904 3630
david.eh.williams@capgemini.com

Netherlands
Gert Schut 
+31 30 689 1071
gert.schut@capgemini.com

France
Patrick Lheure
+33 1 4967 59 68
patrick.lheure@capgemini.com

North America
Bob Fassett
+ 203 554 8864
robert.fassett@capgemini.com

Finland
Sami Finne
+ 358 400 617 572
sami.finne@capgemini.com

Global/North America
Brian Girouard
+1 952 212 0417
brian.girouard@capgemini.com

Capgemini, one of the 
world’s foremost providers 

of consulting, technology and outsourcing 
services, enables its clients to transform 
and perform through technologies. 
Capgemini provides its clients with 
insights and capabilities that boost their 
freedom to achieve superior results 
through a unique way of working, the 
Collaborative Business Experience™. 
The Group relies on its global delivery 

model called Rightshore®, which aims 
to get the right balance of the best talent 
from multiple locations, working as one 
team to create and deliver the optimum 
solution for clients. Present in more than 
30 countries, Capgemini reported 2009 
global revenues of EUR 8.4 billion and 
employs 90,000 people worldwide. 

More information is available at  
www.capgemini.com

About Capgemini and the  
Collaborative Business Experience

About Capgemini’s Consumer Products and Retail Practice
Capgemini’s global Consumer Products and Retail practice works with 27 of the world’s 
30 largest consumer products companies, 27 of the world’s top 30 retailers and hundreds 
more. Our team of approximately 5,000 specialists throughout the world helps these 
clients reap the benefits of industry-specific solutions such as Global ERP Integration, 
Demand and Supply Chain Management, Multi-Channel Integration and Global Data 
Synchronization. More information is available at www.capgemini.com/products 

About Capgemini’s Consumer Products and Retail Insights Group
The Consumer Products and Retail Insights Group carries out research and produces 
thought leadership and guidance on global issues affecting the industry.
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