Most companies are still honing their omnichannel business strategies, looking for ways
to capitalize on the growth of e-commerce and get a better handle on fulfillment and
last-mile delivery challenges. That's the overarching theme of a survey on the topic by
industry research firm ARC Advisory Group, conducted in late summer in partnership
with DC VELocity. Here, we offer a snapshot of the survey findings on why companies

are pursuing omnichannel strategies and how they’re doing it.

(% of responses, multiple answers accepted)

50.00%
Increase sales
45.65%
Increase market share
39.13%

Improve customer loyalty

23.91%
Preserve market share

22.83%
Learn more about our customers
19.57%
Increase margins
15.22%
Improve ability to rebalance inventory
10.87%
Decrease capital expenditures involved in building new e-fulfillment warehouses
5.43%

Decrease markdowns

16.30%
We have no omnichannel capabilities and no plans to develop any
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23%
A select subset
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Parcel 82.69%
Courier 48.94%
Store fleet 36.36%

Drop-shipped by partners 51.06%
Crowdsourced delivery service 9.09%
3PL delivery partner 51.02%
Store staff (car, bike, foot, etc.) 13.64%
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(% of responses, multiple answers accepted)

60.66%

Order at store, fulfill from warehouse

24.59%
Order at store, fulfill from another store

24.59%
Rebalancing inventory, ship excess inventory from one
store to another

29.51%
Return to store, even when goods are ordered online
21.31%
Parcel return, even when goods were bought in a store
14.75%

Other

(% of responses, multiple answers accepted)

83.33%
Orders are picked and held at the store for customer pickup
70.83%
Orders are picked and shipped from the store

50.00%
Orders are shipped to the store from a DC for pickup

78.26%

Orders are picked from the front of the store
47.83%

Orders are picked from the back of the store

(% of respondents currently using, planning to use, or have no plans to use)

9.62% 7.69%
14.89% 36.17%
9.09% 54.55%
23.40% 25.53%
25.00% 65.91%
14.29% 34.69%
11.36% 75.00%




