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Company profile GK SOFTWARE 
 

GK Software is a leading technological software partner in the international market for retail-store solutions. Building on the firm 
foundation of its high-quality portfolio of solutions, management stability and motivated and professionally competent employees, 
the company has successfully completed numerous major international projects. Over 188,000 installations are currently in 
operation in more than 35 countries around the world, helping Tier 1 and Tier 2 retailers to improve their process efficiency. GK 
Software has been setting the trend in modern applications for retail chains for many years. The list of customers using innovative 
GK products such as point-of-sale solutions, store management systems and mobile customer loyalty applications features well-
known names including EDEKA, Lidl, Tchibo, Christ, Netto, Hornbach, Fressnapf, Galeria Kaufhof, Thalia, coop, Migros 
(Switzerland), JYSK (Denmark) and Bentley Leathers (Canada).  

Since going public in 2008 GK Software has grown by more than 300 percent and has considerably increased its stock market 
value. The firm generated an annual turnover of EUR42.46 million in 2013 (up 49.4 percent compared to 2012). Across its 10 
international locations, which include offices in Schöneck, Plzeň, Berlin, Hamburg, Cologne, Zürich and Moscow, the company 
employs over 550 people, approximately 300 of whom are involved in Research & Development. GK Software was founded in 
1990 by CEO Rainer Gläß and Stephan Kronmüller, and has been consistently basing all its solutions on the Java platform since 
1997. Strategic acquisitions have helped GK Software to expand its mobile and service-related competences. The GK/Retail 
Solution Suite was launched more than 10 years ago and there have been continual further developments ever since, based on the 
very latest technologies and open standards. In 2000 it was the first store solution to be certified by SAP, and a reseller agreement 
has been in place between the two companies since 2009. The agreement currently applies to five products and extends to North 
America in addition to Europe.  

It is GK Software's mission to be the leading global supplier of the most comprehensive range of retail applications for real-time 
omni-channel business. By integrating the market-leading components from GK/Retail, SAP back-end and SAP-Hybris webshop 
solutions, it is possible for an open transaction to be conducted through all channels, to be amended at various points and to be 
completed either online, using a mobile device or in a physical store – all in real time, without interruptions and appropriately to the 
relevant media. Meanwhile, not only current but also future omni-channel topics are covered consistently and transparently. The 
solution offering provided by GK Software, SAP and Hybris is the world's only end-to-end omni-channel platform. It ensures that 
the right information and processes can be made available at all touchpoints for optimal customer service.  
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Company profile SAP AG 
 

For over 40 years, SAP has helped businesses run better through world-class software solutions that solve complex 
problems to help invent, commercialize, and mainstream the products and services of the global economy. From modest 
beginnings, we have grown into the world’s largest provider of business software. Ours is a story of customer-inspired 
innovation, resulting in a portfolio of solutions that are currently used by more than 180,000 of the world’s best-run 
businesses, touch more than 74% of the world’s financial transaction revenue, and impact billions of people. Our 
solutions help customers optimize the use of resources, improve their customer experiences, empower and engage 
their employees to be at their best, and innovate for growth in a networked economy. But as proud as we are of the 
past, we are very much focused on the future.  

hybris software, an SAP Company, helps businesses around the globe sell more goods, services and digital content 
through every touchpoint, channel and device. hybris delivers OmniCommerce™: state-of-the-art master data 
management for commerce and unified commerce processes that give a business a single view of its customers, 
products and orders, and its customers a single view of the business. hybris' omni-channel software is built on a single 
platform, based on open standards, that is agile to support limitless innovation, efficient to drive the best TCO, and 
scalable and extensible to be the last commerce platform companies will ever need. Both principal industry analyst firms 
rank hybris as a “leader” and list its commerce platform among the top two or three in the market. The same software is 
available on-premise, on-demand and managed hosted, giving merchants of all sizes maximum flexibility. Over 500 
companies have chosen hybris, including global B2B sites W.W.Grainger, Rexel, General Electric, Thomson Reuters 
and 3M as well as consumer brands Toys“R”Us UK, Metro, Bridgestone, Levi's, Nikon, Galeries Lafayette, Migros, 
Nespresso and Lufthansa. hybris is the future of commerce™.  

For more information, visit www.hybris.com 
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Core statements I 
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Given the variety of sales channels, omni-channel commerce 
is already highly relevant.  
Alongside physical outlets, just under 60% of the retailers surveyed use a webshop or a 
conventional print catalog, and a further 40% use a mobile shopping app.  

However, in future the physical outlet will remain at the heart 
of German retailers’ sales activities.  
94% of retailers questioned assume that the physical outlet will remain their most important sales 
channel in future. 

The coexistence of physical and digital business is on the 
rise. 
84% of respondents agreed at least in part that the expansion of digital channels will have top 
priority in their companies in the coming two years. 

  

The relevance of a consistent intermeshing of the various 
sales channels will increase substantially. 
78% of retailers surveyed share this expectation for the coming two years and a further 18% 
assume that the high relevance will remain. 
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Core statements II 
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In many retail companies, the key impetus for omni-channel 
comes from top management and the marketing area. 

In half of respondent companies, top management is the driving force, and in a further 30% it is 
the marketing department. One thing is clear: omni-channel is not an IT-driven topic! 

Developing an omni-channel strategy is highly relevant in 
terms of combining sales channels efficiently and 
successfully. 
Around three quarters of respondents consider this to be a substantial challenge for their company. 
It is the most frequently-cited difficulty.  

Retailers face the challenge of bringing their existing 
processes and the IT systems they deploy into line with 
omni-channel capability. 
Around three quarters of retailers surveyed intend to invest in this area in the coming five years – 
more than 40% even in the next two years. 
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Core statements III 
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The topic of omni-channel commerce is at the top of the 
investment agenda for German retailers. 
Nonetheless, 80% of companies surveyed who have investment projects are planning to integrate 
the solution modules of their various sales channels, thereby reducing the complexity of the IT 
landscape – for example by implementing an omni-channel platform.  

The biggest obstacle for omni-channel investments: 
the modification of internal processes & structures 
Half of retailers who are not planning to invest in omni-channel in the next five years consider the 
modification of internal processes and structures to be the main obstacle to investment. 

Many retailers look to external IT service providers for 
support in developing and realizing their omni-channel 
strategy. 
Around 70% of retailers surveyed agree fully or largely with that statement. 

Retailers expect above all detailed industry- and segment-
specific expertise from their IT partner. 
Additionally, most retailers surveyed look for all omni-channel services to be provided from a single 
source. 
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Introduction 

As a response to changing consumer behavior, retailers are 
increasingly using the Internet and mobile channels alongside their 
physical outlets to reach their customers and generate revenues. 
However, combining different sales and marketing channels poses 
significant challenges for retailers. At the same time, it is well worth 
it to obtain a consistent, multi-channel view of the customer to 
enable a personalized, shopping experience. 

The term omni-channel commerce describes the strategies of 
retailers for reaching consumers via several different sales channels 
(e.g. physical, mobile, or online) in the most ideal and consistent 
form possible. 

Against this background PAC conducted a survey of approx. 100 
decision-makers at German retailers with more than 50 
employees. Only companies who already use at least two sales 
channels – including at least one digital channel – were surveyed, 
or for whom the significance of the second sales channel will 
increase. This is because the topic of omni-channel commerce is 
only already relevant for such companies, or those who expect that 
its significance will increase in the coming years. 
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Given this focus, the sample mainly includes outlet-based retailers 
for whom the digital sales channels will gain relevance, but also 
webshop operators who intend to expand their physical retail 
business in future. While some webshop operators have physical 
outlets, they do not use them as direct sales channels, but instead 
merely as a showroom or information sources for the online 
customer. 

This study deals with the following questions:  

●  What sales channels are used today and will be used in 
future? What trends are apparent regarding their significance? 

●  What IT applications are being used or are in planning? 
Where are investments being concentrated? 

●  How advanced are German retailers in terms of consistent 
networking of different channels?  

●  Which strategies are being pursued in the omni-channel field? 
Who is the driving force in the company? 

●  What challenges are companies facing in terms of omni-
channel?  

●  What are the requirements on providers? 
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Just under 100 respondents from German 
retail companies 
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Between May and June 2014, 99 officers in charge of  marketing, sales, e-commerce and management from 
German retail companies were surveyed by telephone (CATI). 
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Retail companies with 50 and more 
employees 
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The sample contains companies with 50 or more employees in Germany and comprises retailers from the food and 
non-food sector.  
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The majority of retailers surveyed focus their 
physical outlet business on Germany 
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45% of retailers surveyed have up to ten physical outlets in Germany. Around a quarter of companies even have 50 
or more physical outlets in Germany. The majority of the outlet-based retailers surveyed operate solely in Germany. 
Only around a fifth of companies has outlets overseas. 
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2 Sales channels in retail 
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What sales channels
does your company currently use?

Alongside the physical outlet, webshops and 
print catalogs are the most important sales 
channels 

2014 Omni-Channel Commerce in Germany 14 

The sales strategies of German retailers are becoming increasingly diverse. The survey results underline the fact that 
many physical retailers already use the digital channels for sales. Online retailers in particular are also open to mobile 
commerce and social media activities. However, it is also evident that the traditional print catalog is a long way from 
being retired as a sales channel. 

Interesting: 
•  Almost all retailers surveyed use 

the physical outlet for sales. Two 
of the companies surveyed use it 
purely as a showroom for their 
online customers.  

•  We can see that retailers from the 
non-food sector opt substantially 
more frequently for the digital 
alternatives to the physical 
outlet (webshop, mobile-enabled 
access, app). 

The webshop is the second most 
important sales channel, roughly 
equivalent to  traditional catalog 
selling. 

Mobile commerce is already a sales 
strategy for many retailers. However, 
we can assume that this relates less to 
mobile apps and more to mobile-
enabled access to the webshop and 
online information. 

Social media contains a 
good deal of communication 
and marketing promotions 
on social networks. 



© PAC 

2

34

33

44

58

71

98

63

58

50

34

15

Physical store 
...................................................

Online/webshop 
...................................................

Call center/telephone sales 

Print catalog 

Mobile, via smartphone/tablet 

Social media 

...................................................

...................................................

...................................................

0 20 40 60 80 100

Shares in percent of the companies surveyed
who use the respective sales channels, n = 34−96

(The deviation from 100% represents the
answer ’no strategic significance’)

Major significance Minor significance

What is the strategic significance of
the sales channels for your company today?

© 
PA

C 
20

14

Significance of physical business remains 
unchanged 
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Physical business remains the backbone of German outlet-based retailers. For almost two thirds of retailers with a 
webshop, however, this, too, has substantial strategic significance. Despite almost identical usage rates, the print 
catalog has significantly higher relevance for its users than the webshop. Only a small number of respondents 
considered social networks to have high strategic relevance as sales channels.  

Note: Users of the respective channel were surveyed. 

Mobile commerce and social media only 
have minor strategic significance (to date). 

Retailers with an online shop generally 
ascribe high significance to this digital 
channel. 

For more than 40% of 
respondents that operate 
telephone sales, no significant 
strategic importance of this 
channel is apparent. 

Above all smaller retailers (max. ten physical 
outlets) that (still) use a print catalog for 
sales are of the opinion that this is of low or 
no strategic significance for their business. 
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Physical outlets are and remain the most 
important interface to the customer 
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When looking to the future, the retailers surveyed are almost unanimous: the physical outlet will remain at the center 
of sales activities. At the same time its significance as a showroom or a place for shipping or collecting goods ordered 
online, is growing as results of the next pages underline.  
However, in order to make sure that customers cannot literally give the outlet a wide berth in future, innovative options 
for targeting customers are needed. This includes in particular the integration of digital channels alongside for 
instance competent face-to-face consultation and an attractive store design. The smartphone is already playing a 
decisive role in providing customers for example with regular information about new products and sales promotions, 
offering e-coupons, providing a digital shopping assistant, or even enabling cashless payment in the store. 

“The physical store will 
continue to be the most 
important sales channel 
for us in the long run!” 

94% 
of outlet-based retailers surveyed agree completely 
(60 %),  
mainly (27 %) or partly (7 %).  
(n = 96)  
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The sales strategies of German retailers are 
become increasingly digital  
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German retailers are rolling with the times: the respondents anticipate substantial growth in the influence of digital 
channels on their business. Only by being online and available for their customers, especially via smartphones and 
tablets, will they be able to face up to their competition. Accordingly, numerous retailers are engaging intensively with 
this topic. In order to reach young target groups in particular, it is important to integrate social media channels such as 
Facebook and Twitter. 

As expected, a significant reduction in 
the relevance or the conventional print 

catalog is forecast. Telephone sales 
will likely become less important. 

Above all the digital channels such 
as webshop, mobile shop, and social 
media are gaining substantial strategic 
relevance for the retailers surveyed. 

At the same time the physical outlet is 
losing no relevance whatsoever. This 
boosts the juxtaposition of physical 
and digital business. 
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The juxtaposition of conventional and digital 
sales channels is increasing 
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Without using digital channels, the prospects for physical retail are  slim. For that reason, in future a fundamental 
objective for retailers will be to further expand their digital sales channels and combine the strengths of physical retail 
with those of the digital world. This includes finding the best possible methods of customer retention, making the 
customer’s shopping experience as diverse, contemporary and accessible as possible, and in particular combining all 
sales channels used and points of contact with customers. Innovative IT solutions could support retailers in a variety of 
ways. 

“The expansion of  
digital sales channels 
has top priority for our 
company over the next 

two years!” 

85% 
of retailers surveyed agree fully (26%),  
largely (37%) or partly (22%).  
There is little difference between large and small 
retailers. (n = 99)  
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New tasks for the physical outlet 
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In the past many retailers considered showrooming to be a threat because customers would often go to a store for 
advice and then buy from a competitor’s online shop. Today retailers are becoming increasingly successful in operating 
both channels and making them sufficiently attractive so that, while customers may switch between channels, they 
remain loyal to the retailer’s brand. However, this demands an innovative, cross-channel strategy from the retailer. This 
also applies to retailers who previously operated solely online and are now switching to running physical outlets to 
intensify customer contact and facilitate delivery of products.  

In a third of companies 
surveyed the physical outlet 
serves as a showroom for the 
online shop.  

In-store payment for goods 
ordered online is already 
commonplace at a quarter of 
retailers. 

Plans for expanding the offline-online 
nexus are similarly pronounced in all 
areas examined. The relevance of new 
tasks for the physical outlet is 
increasing. 
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Retailers with a webshop and physical outlets 
favor online-offline nexus 
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Physical and digital sales channels are becoming increasingly intertwined – boundaries are dissolving. The survey shows 
that already around half of companies have combined the “online” and “physical” sales channels in terms of processing 
technology. For example, they offer “Click & Collect”, i.e. goods reserved or purchased online can be collected in the physical 

outlet. Around a fifth of companies are planning this for the next two years. A similarly high proportion – and frequently the 
same retailers – have also networked the channels in the reverse direction: goods no longer available in a physical outlet can 
be ordered there for example and delivered to the customer’s home. 

47%  
already linked 

19%  
planned 

Shares in percent of the companies surveyed with physical outlets and a webshop (n = 44) 

Online Physical 50%  
already linked 

14%  
planned 

Online 
Physical 
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Interim conclusion 
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The sales strategies of German retailers are becoming increasingly diverse. The survey 
results underline the fact that many physical retailers already use digital channels such 
as a webshop or mobile shopping app for sales.  
 
For the coming five years, retailers anticipate a significant increase in the strategic 
relevance of digital sales channels. 
 
Correspondingly, the expansion of digital channels features high on the agenda for 
many retailers. 
 
At the same time, there is agreement that physical business will remain at the heart of 
sales activities in future. Its significance as a showroom or place for sending or 
collecting goods ordered online will increase drastically.  
 
Physical and digital sales channels are becoming increasingly intertwined. Around half 
of companies have already merged the online and physical sales channels in terms of 
processing technology. For example, they offer “Click & Collect”, i.e. goods reserved or 
purchased online can be collected in the physical outlet. 
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3 Omni-channel strategy 
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Retailers agree: the consistent networking of 
channels is becoming more relevant 
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The increasing use of powerful smartphones and tablets as well as the growing number of online-savvy customers are 
resulting in rapidly changing customer needs. Customers expect flexible shopping opportunities and want to switch 
seamlessly between services of the online and offline channels. Almost all retailers surveyed agree that the consistent 
networking of the different sales channels will continue to be increasingly important or highly relevant. 

“Over the next two years the relevance to our company of a consistent 
networking of the different sales channels (omni-channel commerce) will…” 

“…increase 
substantially” 

34%  
“... increase slightly” 

44% 18%  

Shares in percent of companies surveyed (n = 99) 

“…increase  
slightly” 

“…stay as high” 

“…stay as low” 

3%  
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Top management and marketing are the 
driving forces behind the omni-channel 
strategy 
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The consistent linking of physical und digital sales channels gives retailers the prospect of being able to meet changing 
customer needs quickly and efficiently and to gain a competitive edge. However, in many cases it is a simple matter of 
survival as the competition from large online retailers is a threat. The strategic relevance of omni-channel commerce in 
German retail is correspondingly high. This is also underlined by the survey results: for half of companies surveyed the issue 
is a management priority – top management is the driving force. What is also very clear is that omni-channel is not an IT-
driven topic! 

“In your company, who is the main driving force behind the  
topic of omni-channel commerce?” 

“Top 
management” 

50%  

“Marketing” 

30%  

“Sales” 

14%  

Shares in percent of companies surveyed (n = 99) 

IT 

1%  

Special  
omni-channel 
department 

5%  
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The development of a long-term strategy is 
the most difficult step 
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Three quarters of retailers surveyed consider the development of a long-term omni-channel strategy for integrating all sales 
channels to be a difficult task. The cross-channel analysis of customer activities – a key characteristic or challenge of omni-channel 
commerce – is seen as requiring substantial efforts almost as frequently, at 74 %. It is no surprise that for many retailers the 
adaptation of internal processes and organization structures ranks among the top three challenges: without such adaptations 
the efficient linking of the channels is barely possible, and without this the retailer will not have a comprehensive view of the 
customer.  

Organizational aspects  
(70%) 

Shares in percent of companies surveyed (n = 99) 

The top three challenges  
in terms of  

omni-channel commerce 

360° view of the customer  
(74%) 

Development of a long-term   
omni-channel strategy  

(76%) 
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Omni-channel poses varied challenges for 
retailers 
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For retailers it is critical for many reasons to have real-time access to customer information at the POS  and to set up a unified 
customer retention system – key criteria for the 360° view of the customer. Added to this are challenges regarding the recording 
and analysis of the vast quantities of internal and external data, which are rapidly growing further not least due to the rising 
diversity of sales channels. Aspects of supply chain management are also difficult: the ERP system and stock management need 
to be harmonized across channels and the supply chain made flexible. 

Major 
challenge 

Clear 
challenge 

Further key challenges for omni-channel commerce 

•  Alongside the top three challenges 
already mentioned, retailers need to 
master other tasks in the area of omni-
channel commerce. 

•  For 64% and 56% respectively of the 
retailers surveyed, real-time access to 
customer information and the 
integration of online and offline 
channels in the payment transaction 
at the point of sale (POS) are difficult. 

Real-time access to customer information 
at the point of sale (POS)  
Management of internal and external data 
(big data)  

Integration of online and offline channels 
into the payment transaction at the POS  

Unified customer retention system 

Reorientation of existing ERP  
systems  

Cross-channel inventory 
management  

Option of mobile payment functions 

Flexibilization of the supply chain  

Unified pricing system for all channels  

Unified, cashless payment methods  Shares in percent of the companies surveyed for which the stated 
aspects are relevant (n = 79-90)  

Minor/no  
challenge 
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Interim conclusion 

2014 Omni-Channel Commerce in Germany 27 

The relevance of a consistent networking of the various sales channels for retailers 
in Germany will increase significantly in the coming two years. 
 
The high significance of the topic of omni-channel commerce can also be seen in 
the fact that for half of the retailers surveyed the topic is a management priority: top 
management is the driving force in this regard. What also becomes clear is that omni-
channel is not an IT-driven topic! 
 
Developing an omni-channel strategy is highly relevant in terms of selecting the ideal 
sales channels, supporting them with IT technology and integrating them with one 
another. However, around three quarters of respondents consider this to be a key 
challenge. 
 
The analysis of customer activities across all sales channels is seen as the second-
biggest challenge by the retailers. Only by merging processes and IT solutions from the 
different channels and deploying innovative data analysis tools can what is known as 
the 360° view of the customer be achieved. 
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4 IT investment projects in omni-channel commerce 
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Omni-channel solutions are a topic for half of 
companies 
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New digital sales channels demand investment in corresponding solutions (e.g. webshop solution, mobile apps, mobile 
payment solution) and ideally their networking into an omni-channel environment. At the same time it is becoming 
increasingly important to guarantee cross-channel customer targeting – innovative CRM and marketing solutions are needed. 
The use of data analytics/BI solutions can be a key competitive advantage for retailers as they enable real-time insights into 
and adaptations to customers’ complex behavior – it is on the agenda of many companies. 

In use Planed for the next two 
years 

Current and planned deployment of applications 

•  More digital sales channels: numerous 
retailers are planning to deploy webshop 
solutions, mobile shopping apps or 
tablet-based payment terminals in the 
next two years. 

•  Further, the deployment of CRM and 
data analytics solutions will increase 
rapidly. 

•  Nevertheless, a good 20% of the 
retailers surveyed already work with an 
omni-channel environment to combine 
solutions that are frequently channel-
specific. And growth is guaranteed: a 
further at least 30% of retailers are 
planning future deployment.  

Online/webshop solution 

CRM solution 

Management/marketing tool 
(e.g loss prevention tools) 

Data analytics/BI solution 
for analyzing customer data 

Online payment system 
(e.g. PayPal) 

Omni-channel environment 
e.g. Click & Collect, online inventory queries 

Branch infrastructure solution 
(e.g. back-office integr., electr. shelf labeling) 

Mobile shopping app 

Mobile payment solution 
(e.g. via app, QR code, NFC) 

Tablet-based advice and  
payment terminal 
Self-services in the physical outlet 
(e.g. self-scanning, self-checkout, kiosk) Share in percent of companies surveyed (n = 99)  
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Three quarters of retailers will invest in omni-
channel IT in the coming five years 
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Retailers face the challenge of bringing their existing processes and the IT systems they deploy into line with omni-
channel capability. Around three quarters of retailers surveyed want to spend money on this in the next five years. Whilst 
for 43% of companies surveyed the need for investment is already there, a further third is not anticipating making such 
expenditure for between two and five years. In any event, the topic of omni-channel commerce looks set to be an issue 
at the forefront of retailers’ minds for some time to come. 

“Is your company planning IT investments to meet the challenges 
in the area of omni-channel?” 

“Yes, in the  
next two  
years” 

43%  

“Yes, in two to five years” 

33% 

Share in percent of companies surveyed (n = 99) 
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Channel-integration solutions have priority 
for investment plans 
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In order to fully exploit the opportunities of the Internet as a sales channel within the multi-channel strategy, the set-up or 
expansion of not only the online shop, but also mobile applications is at the top of the investment agenda for many retailers in 
Germany. At the same time 80% of companies with investment plans are expecting (further) expenditure in the next five 
years to integrate the solution modules of the different channels and thus to reduce the complexity of the IT landscape – for 
example by implementing an omni-channel platform. 

Note: Companies that are planning IT investments in 
the area of omni-channel commerce were surveyed. 

Over 20% of companies have (already) 
invested in data analytics and CRM 
solutions, meaning that these areas are not 
currently on their investment agenda.  

Investment in individual components for omni-
channel support is also being made, above all 
in webshop and mobile commerce solutions. 

Companies that are intending to invest in 
analysis and mobile applications are more 
frequently from the non-food sector. 

Highest priority: over 80% of retailers with 
investment plans are intending to invest 
in IT solutions and services for cross-
channel integration in the next five 
years. 
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Mobile commerce demands new investment 
in most cases  
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Especially when it comes to mobile shopping solutions, many retailers are still at the beginning of the journey. Thus, for 
nine out of ten companies making investments, the set-up and launch of a mobile solution is at the heart of their plans. 
The central requirement on such a solution will be its capability to be seamlessly integrated into existing sales channels. 
CRM solutions and webshops are already in use in many of the retailers surveyed – expansion investments are planned 
correspondingly frequently to guarantee the omni-channel capability of the solutions. 

Webshop 

New investments Expansion investments 

Mobile shopping app 

CRM solution 

Data analytics/ 
BI solution 

Note: Companies planning corresponding 
investments were surveyed (n= 48/39/38/52) 

•  Investment projects in a mobile 
shopping solution, especially an 
app, usually involve new investment.  

•  Additionally, tools for the 
comprehensive analysis of customer 
data are mostly new procurements 
and rarely expanded or replaced. 

•  For around half companies surveyed, 
of investments in CRM and webshop 
tools are aimed at expanding and 
adapting existing solutions. 
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The biggest obstacle for omni-channel: 
the modification of internal processes & 
structures 
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The development of a strategy and organizational aspects were stated as central challenges for omni-channel in the survey. 
Correspondingly, the adaptation of internal processes and organizational structures and the absence of a definition of a company’s 
needs were also given as the most important to investments in omni-channel commerce. The results also reflect the fact that the 
tasks cannot be overcome solely with IT, but instead internal barriers need to be addressed. Solutions being too expensive or 
doubts about the technological maturity play a less frequent role – that is testament to the trust in the solutions currently on the 
market. 

What arguments are there against investment in omni-channel commerce? 

We already have what we need. 

Our IT budget does not currently 
permit such an investment. 

Our requirements have not 
yet been clearly specified. 

The solutions on offer are not 
sufficiently technologically mature. 

The solutions on offer are 
too expensive. 

First of all we need to adapt 
organizational structures and 

processes.  

We have not yet gathered enough 
information about the benefits of IT 
systems for omni-channel. 

We don’t believe that it’s possible 
to integrate the processes of the 
various channels via one platform. 

•  Half of retailers who are not planning to 
invest in omni-channel in the next five 
years consider the modification of 
internal processes and structures to be 
the main obstacle to investment. 

•  The technical maturity of the solutions 
is only rarely evaluated as inadequate 
and consequently a barrier to 
investment. 

•  A fifth of respondents are not planning 
any further investments because they 
already have what they need. 

Note: Companies that are not planning IT investments in 
the area of omni-channel commerce were surveyed. n=29 

Fully agree Partly 
agree Not applicable 
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The majority of retailers see big opportunities 
in big-data technologies! 
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Customer information is essential for retailers in order for them to adapt their products and services to customer’s needs. Today 
data is generated from a range of different channels that retailers use to contact the customer – the physical outlet, the webshop, 
Twitter etc. Collecting, structuring, and analyzing this data and quickly drawing the right solutions from it is decisive in whether 
retailers are successful or not – and consequently this is seen as a central challenge. IT solutions such as big-data and in-memory 
technologies that support the company in doing so are gaining enormous relevance. 

“The use of big-data and in-memory technologies will 
make the cross channel view of the customer a lot 

easier for us.” 

Share in percent of companies surveyed (n = 99) 

62%  23%  15%  

“Agree” “Partly agree” “Don’t agree” 
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Many retailers see cloud computing as a 
(technical) driver for omni-channel 
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Omni-channel commerce also means wanting to master the deluge of data and different IT solution modules. Cloud 
computing services give retailers for example the flexible and scalable use of an omni-channel platform and all 
associated data and solution modules without having to implement them themselves. For around 70% of the retailers 
surveyed, the cloud clearly represents an option for the technical implementation of an omni-channel strategy. 

“The use of cloud-computing technologies will make the 
technical implementation of an omni-channel substantially 

easier.” 

Share in percent of companies surveyed (n = 99) 

47%  22%  

“Don’t agree” 

31%  

“Agree” “Partly agree” “Don’t agree” 
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Interim conclusion 
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Retailers face the challenge of bringing their existing processes and the IT systems 
they deploy into line with omni-channel capability – a clear driver of investments. 
Around three quarters of retailers surveyed intend to spend money in this area in the 
coming five years – more than 40% of respondent companies in the next two years 
even. 
 
Nonetheless, 80% of companies surveyed who have investment projects are planning 
to integrate the solution modules of the various sales channels, thereby reducing the 
complexity of the IT landscape – for example by implementing an omni-channel 
platform. The topic is therefore at the top of the investment agenda of German 
retailers. 
 
For retailers without investment plans, the modification of internal processes and 
organizational structures and the as yet open definition of their own needs are the most 
important obstacles to investments in omni-channel commerce. 
 
The demand for big-data and in-memory technologies that support companies in 
collecting, structuring, and analyzing customer data and quickly drawing the right 
conclusions is rising rapidly.  
 
Many retailers consider cloud computing to be a helpful technology in terms of the 
technical implementation of the omni-channel topic. 
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5 Requirements on providers 
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Most retailers need the support of IT service 
providers 
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Which channels do we use for customer contact? Which channels should we combine to guarantee the customer the 
best-possible shopping experience? Which channels could we leave out (to start off with)? What are the first steps in the 
development and implementation of the omni-channel strategy? Which IT solution(s) do we need? – These are some of 
the central questions that retailers are currently asking themselves, and they are looking to the extensive competence of 
external IT service providers for the answers.  

“We need support from external IT 
service providers for the 

DEVELOPMENT of our omni-
channel strategy.” 

“Fully agree” 

48% 

“Tend to agree” 

20% 

“We need support from external IT 
service providers for the 

INTEGRATION of our omni-
channel solution.” 

“Fully agree” 

52% 

“Tend to agree” 

22% 
Share in percent of companies surveyed (n = 99) 
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Retailers require sector-specific know-how 
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Retailers’ requirements on software providers and IT service providers in the area of omni-channel commerce are as 
demanding as the issue is wide-ranging and strategically important. Providers with sound industry- and segment-
specific expertise and the capability to provide support at all project stages in the are best position. Additionally, most 
retailers surveyed look for all omni-channel services to be provided from a single source. 

Must-have Nice to have 

Requirements on software providers and IT service providers in the omni-channel context 

Capability to respond specifically  
to our industry- and segment-
specific requirements 

Share in percent of companies surveyed (n = 99)  

Not important 

Capability to support us from strategy 
development through to operation  
of the solution 

Capability to integrate our complex 
IT into an overarching strategy 

Demonstrable successes, reference 
customer projects 

Delivery of all components of an omni-
channel system from a single source 

Local proximity 

International presence 

•  Sector-specific expertise is the most 
important factor for the retailers surveyed 
when it comes to a software and IT service 
partner – this is most apparent in 
companies with more than ten physical 
outlets. 

•  Further, most retailers expect 
comprehensive omni-channel support – 
from strategy consultation through 
integration services up to the operation of 
the IT solution. This is particularly marked 
in the non-food segment. 

•  Local proximity is a must for a third of 
those surveyed – conversely international 
presence is of only marginal significance. 
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Interim conclusion 
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Many retailers depend on the competence and support of an external IT service provider 
both for the development and the implementation of their omni-channel strategy. 
 
Retailers demand above all sound industry- and segment-specific expertise and the 
capability of their IT service provider to provide support at all project stages for omni-
channel technologies. 
 
Many retailers want the option of all omni-channel components being delivered from a 
single source. 
 
Local proximity and international presence of their IT service provider are a prerequisite 
for only a few retailers. 
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6 Overall conclusion 
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Analyst conclusion (I)  
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It doesn’t matter whether it’s clothes retailers, home improvement stores, electronic retailers, or the grocery business –
retailers across all sectors are seeking new sales channels and to differentiate themselves from the competition through 
innovative services for the customer. As almost everyone has experienced themselves, and as this study also confirms, 
digital sales channels (such as online shop and mobile shopping solutions for smartphones and tablets) are attracting 
the interest of customers and retailers. 

However, at the same time it is worth noting that this doesn’t mean the end of physical retail. In future the physical 
outlet will play THE central role for customer contact. However, the image of the physical outlet is shifting from being a 
pure sales channel to being a supporting element for digital business: it is used as a “showroom” for product 
presentation and customer information or for shipping, collection, and payment of goods ordered online. 

There is no doubt that the variety of the sales channels continues to increase. For retailers this means at the same 
time that one and the same customer wants to be consistently targeted and served via a range of different contact 
points. Retailers must be able to combine their different sales channels with one another and make the shopping 
experience as intuitive, flexible, and seamless as possible. Meeting this expectation of many customers and thus 
becoming omni-channel-capable is currently an immense challenge for many outlet-based retailers. 

 

Dr. Katrin Schleife 
Senior Analyst – Retail  

PAC Deutschland  
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Analyst conclusion (II)  
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However, it should be noted that many retailers are not just concerned about satisfied customers: for small companies it 
is a matter of their very survival. Retailers are being forced to compete with the powerful online retailers such as Amazon 
in particular. For many retailers, having a – tailor-made – omni-channel strategy is no longer a “nice-to-have”, but 
clearly a must. 

It should be seen in an equally positive light that in many German retail companies the issue is a management priority: in 
half of the companies surveyed by us, the omni-channel initiative comes from top management. This underlines the 
strategic relevance of omni-channel projects. 

As our analyses show, many German retailers are rolling with the times and are planning investments in the omni-
channel arena in coming years or have already invested there. Here we see a surprisingly pronounced tendency 
towards the use of an omni-channel platform that can be used to link and orchestrate IT solutions and processes of 
the different sales channels. Not least, enhanced by innovative data analysis solutions, this can become a key 
competitive advantage for retailers as real-time insights into and adaptation to complex customer behaviors can be 
achieved. The fact that big-data and in-memory solutions are gaining relevance accordingly underlines our survey 
results. 

Dr. Katrin Schleife 
Senior Analyst – Retail  

PAC Deutschland  
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Analyst conclusion (III)  
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The respondents are surprisingly positive when it comes to cloud technology in the omni-channel context: many agree 
with the statement that cloud solutions substantially facilitate the technical implementation of omni-channel projects. 

For most retailers the adaptation of internal processes and organizational structures as well as the development 
of a suitable strategy are key challenges when it comes to the issue of omni-channel. For some companies these are 
even aspects that at present discourage omni-channel investment. This reflects the fact that the current tasks facing 
retailers cannot be overcome with IT alone, but frequently internal hurdles need to be addressed first.  

From the perspective of PAC, many German retailers today have already identified the topic of omni-channel commerce 
as a central factor in differentiating themselves from the competition. Initial strategies have been developed and first 
initiatives launched. For many retailers at the beginning of their omni-channel journey, it is important not to want 
everything at once, but rather to perform implementation and integration step by step, channel by channel. This reduces 
complexity and increases the chances of success.  

IT service providers can lend valuable support both in the development and implementation of the omni-channel 
strategy. They can impress retailers in particular if they can demonstrate sound industry- and segment-specific 
expertise and can offer support across all project stages – as the results of this PAC study show. 

Dr. Katrin Schleife 
Senior Analyst – Retail  

PAC Deutschland  
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Disclaimer, usage rights, 
independence and data protection 
The creation and distribution of this study was supported by GK SOFTWARE AG & SAP AG, among others.  

For more information, please visit www.pac-online.com.    

 

 
Disclaimer 

The contents of this study were compiled with the greatest possible care. However, no liability for their accuracy can be 
assumed. Analyses and evaluations reflect the state of our knowledge in July 2014 and may change at any time. This 
applies in particular, but not exclusively, to statements made about the future. Names and designations that appear in 
this study may be registered trademarks. 

Usage rights 
This study is protected by copyright. Any reproduction or dissemination to third parties, including in part, requires the 
prior explicit authorization of the sponsors. The publication or dissemination of tables, graphics etc. in other publications 
also requires prior authorization.  

Independence and data protection 
This study was produced solely by Pierre Audoin Consultants (PAC). The sponsors had no influence over the analysis of 
the data and the production of the study.  

The participants in the study were assured that the information they provided would be treated confidentially. No 
statement enables conclusions to be drawn about individual companies, and no individual survey data was passed to 
the sponsors or other third parties. All participants in the study were selected at random. There is no connection 
between the production of the study and any commercial relationship between the respondents and the sponsors of this 
study. 
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Information and Communication Technology (ICT) 
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PAC helps ICT vendors to optimize their strategies by 
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vendors and solutions and support their investment 
decisions. Public institutions and organizations also rely 
on our key analyses to develop and shape their ICT 
policies. 
 
Founded in 1976 and headquartered in Paris, France, 
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research & advisory firm in the field of software and IT 
services. 
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