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Omnicommerce TrackerTM
What’s Inside

While a UPS study shows avid online shoppers in the U.S. make the majority of their purchases via the web, a
separate study reveals in-store buying remains one of the top ways U.K. and U.S. consumers get what they need.
Understanding the need to provide quality customer service in several different ways, many merchants are
striving toward improving their overall omnicommerce approach to business. From launching new mobile apps
to opening warehouses, large retailers recently took significant steps forward in the omnichannel space to try
to meet the high expectations of today’s consumers.
According to the latest OmniReadi Index, the top performing omnireadi merchants do several things during the
checkout process in their brick-and-mortar stores that improve omnireadiness. Large retailers in the sporting
goods and apparel sectors have found success in their omni strategies, giving customers positive experiences
both online and in-person.
In addition to news stories from around the omni space, the Tracker features a cover story with Mike Harkey, Vice
President of Business Development at Foursquare, who discusses how merchants use the company’s data to
build omnichannel strategies that help drive demand. Additionally, the Tracker has an updated company directory.
Also included in the Tracker are news highlights from the omnicommerce sector.
Here’s a look at some of this past month’s omnichannel headlines:
Engage
From millennials to Baby Boomers, a recent study by research firm Valassis revealed that there were no
significant differences in coupon use between generations. The study analyzed shopping behavior across
generations and also examined digital and print coupon use. Another highlight from the study showed that
there are nearly double the amount of print coupon users (116 million) compared to 68 million digital coupon
users.
Enable
Amazon generates a considerable amount of eCommerce on a daily basis, but on the company’s “Prime Day” it
saw nearly a third more daily active users (DAU) than usual, according to a recent study by SurveyMonkey. The
study shows Amazon generated 12 million active users on Prime Day. The eCommerce giant, which has more
than 30 million monthly active users, saw a 35 percent increase on Prime Day.
Serve
Online shopping is all the rage these days, but it doesn’t take away from the fact that in-store shopping is still
popular with consumers. A survey from Periscope, by McKinsey, found that customers in the U.S. and U.K.
prefer in-store shopping to online buying using a computer. The study shows that 83 percent of U.S. customers
and 77 percent of U.K. consumers would rather shop at a brick-and-mortar store, compared to 59 percent and
55 percent, respectively, buying products over the web using a computer.
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Cover Story

“

Using the data collected...the company built
that 85 million location-strong database...

”

Foursquare’s Data Deep Dive To Reclaim ‘Wasted’ Ad Dollars
Henry Ford long ago summed up a common problem for merchants and marketers.
“I know half of my advertising budget is wasted,” Ford said back in the 1910s, “I just don’t know which half.”
In 2016, wasted advertising dollars still plague businesses.
Marketers are expected to spend more than $500 billion on advertising in 2016, according to the Chief
Marketing Officer Council, and it can be notoriously difficult to determine just how effectively and efficiently
that money is being spent. Are customers shopping at a particular store as a direct result of a recent ad
campaign? Or is it just a coincidence?
It’s been an almost impossible question to answer, but Foursquare, a company perhaps best known as the
granddaddy of social check-ins, is now looking to help advertisers and retailers do just that, thanks to a
treasure trove of consumer data.
PYMNTS recently caught up with Mike Harkey, Foursquare’s Vice President of Business Development, who said
that the company is using information gathered from its apps to learn more about consumer behavior and help
businesses use that data to improve marketing plans and grow revenue.
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Cover Story

“We’ve got this database of 85 million places,” Harkey told PYMNTS, “and we use it to solve real business
problems for merchants.”
Building the database
Harkey said that to help businesses determine the effectiveness of their advertising, Foursquare first had to
build a large stock of data around individual cities and their retailers, restaurants and other merchants.
To do that, the company used its popular Foursquare city guide app and Swarm check-in app. The apps, which
currently have a user base of roughly 50 million, help consumers find new places and reward them for checking
in and submitting other information. All activity adds to the database.
“That real-world discovery element is really about connecting the
consumer audience to merchants in the real world. That’s at the
core of our consumer proposition,” Harkey said.
Using the data collected by those two apps, the company built
that 85 million location-strong database, including user locations
and “interesting nuggets of information,” such as the menu or
merchandise at a particular merchant, or the foot traffic that a
particular location receives.

“

W
 e’ve got this database
of 85 million places...
and we use it to solve
real business problems
for merchants.”

It gets more interesting when you consider how Harkey and his
team are determining where consumers are likely to be before and
after they visit any particular commercial site, which allows them
to help drive foot traffic to individual stores.
“This technology is based on a history of, about 9 billion times, people taking their phones out of their pocket
and saying ‘Hey Swarm or Foursquare, this phone is in this location,’” Harkey explained. “We’ve been able
to really refine our understanding of where phones are in the real world and tune it with machine learning
technology over time.”
Turning data into solutions
Now that Foursquare has built such a massive skeleton of data, Harkey said, the company is using it to help
merchants and marketers better understand consumer behavior. The company recently rolled out a new tool
for businesses called Attribution.
Attribution is a dashboard that allows marketers to see the results of an advertising campaign, and compare
the behavior of consumers who viewed the campaign with that of those who did not.
“The marketer can actually see the real world activity of the action between an exposed audience and compare
it to an audience that didn’t see the campaign,” Harkey said, “and then see how it performs.”

© 2016 PYMNTS.com all rights reserved

5
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The company has also published case studies of high-profile companies, including a study forecasting
Chipotle’s sales after the popular chain’s food was found to be tainted with E. coli in some locations.
They’ve also correctly anticipated sales of the Apple iPhone 6S and recently analyzed the impact of Donald
Trump’s presidential campaign on foot traffic at Trump-branded hotels, casinos and restaurants. Harkey noted
that those public studies often bring in new clients hoping for similar acumen.
“Merchants come to us and say, ‘What can you tell me about what’s happening in my market?’” Harkey said.
“We’re uniquely positioned with this data set to tell something interesting to merchants on the insight side.”
Helping online and offline match up
The solution is especially useful for merchants trying to figure out how their online marketing relates back to
their sales in an offline, brick-and-mortar location.
“It’s the online-to-offline conversion funnel that is the holy grail for advertisers and merchants. That connection
between what happens online and what people do in the real world has been puzzling advertisers forever,”
Harkey said. “Historically, it’s not had the insights that one can glean from the pixels and performance data that
one can track and measure online incredibly well.”
Harkey said that marketers often engage his team hoping to find out how online campaigns affect consumer
behavior in the real world. To answer that question, Harkey said, he and his team use those tools to provide
marketers with a clear picture of how well they spend their online ad dollars.
He noted that the data gives marketers the power to not only learn what half of their marketing budget may
be “wasted,” but the ability to determine how to fix it.
“I think with this data, it’s power, it’s the ability to be able to course correct as the campaign runs,” Harkey said.
“To be able to tune that is really powerful.”
Keeping the innovation (and the data) coming
Harkey said that he and his team are working to expand their customer
database and find ways to deliver relevant, actionable insights to
merchants and marketers.
Foursquare plans to use that engagement to help big name companies,
like Apple, Uber and Samsung, who have all previously partnered with
Foursquare, to determine just how effective individual ad campaigns are.

© 2016 PYMNTS.com all rights reserved

“

I think with this data,
it’s power, it’s the
ability to be able to
course correct as
the campaign runs...”

6

Cover Story

“When these companies choose to build on top of our database, on top of our technology,” Harkey said,
“I think it’s incredibly validating of what we’re doing and the quality of our data.”
Harkey said that he and his team can use their history with larger companies to prove to potential clients
that they have the right solutions to answer those questions.
“What this does is it gives merchants the peace of mind and the confidence that the world’s largest technology
companies and hedge funds have vetted Foursquare data and said ‘That’s the data set we believe in,’” Harkey
said. “If I’m a retailer running marketing, I can really trust the results I’m seeing, so that’s something that we’re
really excited about going forward.”
Time will tell if all that data can truly match online marketing with offline success.
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Methodology

Omnicommerce Scoring Methodology
In a retail environment where traditional consumer shopping norms and habits are being disrupted by
the rapid adoption of new technologies, retailers are now, more than ever, looking for alternative strategies
to ensure the future viability of their businesses.
Many merchants are progressively adopting omnichannel solutions that create a seamless shopping
experience for their customers, allowing them to shop for all products and services whenever and
wherever they want.
This Tracker, on a monthly basis, documents the moves these progressive retailers are making. The retailers
are scored on their omni-readiness through three critical lenses:
Customer Engagement – 50% of weight
Strategies merchants are employing to drive customer engagement in-store and online. These include loyalty
programs, contextually relevant offers, and leveraging data to make relevant product recommendations.
Features measured include the possibility to sign up online to receive marketing messages, ability to set
preferences, “like” or share products, see product details and reviews on the website, enter coupons or sign
up for rewards, and customer engagement through beacons.
Customer Enablement – 10% of weight
Tools merchants are deploying to arm customers with the ability to shop and buy whenever and wherever
they want including apps, enabling payment within the app, location-based services, and the ability to shop
and fulfill purchases regardless of channel.
Features measured include iOS and Android apps.
Customer Service – 40% of weight
Ways in which merchants are stepping out from behind-the-counter to deliver enhanced shopping experiences
such as, among others, mobile-point-of-sale and ability to check inventory in real-time.
Features measured include the possibility of receiving online purchases delivered for free, buying online with
pick up in store (BOPIS), seeing stock online, get live help online, and if store associates have any mobile
device to help customers (i.e. inventory or making a purchase with an mpos).
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Top Rankings

Omnicommerce TrackerTM Top 5
Rank

Company

Score

96

1

Chico’sFAS is an omnichannel specialty retailer of women’s clothing and accessories that connects to
its customers on eight different mediums, including print, web, television, mobile and brick and mortar
store locations. The company currently operates over 1,500 stores in the U.S. and Canada and supplies
merchandise in Mexico through franchises.

+3

2

Home Depot is a home improvement supply chain that clocked $4.7 billon in sales in fiscal year 2016 marking
a 25 percent year-over-year growth. The company credited its efforts to interconnect its digital platform with
brick-and-mortar stores as a major factor fueling its growth.

92

ne

w

Tie

92

2

Tie

Nordstrom, which has been operational for more than 100 years, runs 329 stores between the U.S.
and Canada. The fashion specialty retailer offers products through its physical locations, online and
via its mobile app.

-2

88

4

Footlocker is a footwear and sportswear retailer that has leveraged its sturdy supply chain infrastructure to
power its omnicommerce strategy, which lays special emphasis on providing its customers complete visibility
into its product inventory and releases.
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5

Tie

Bass Pro Shops is an outdoor gear supplier that sells camping, fishing, hunting, nature gifts and other
products through retail stores, a mobile app, website and mail-order catalogue.

-2

5

Tie

86
The Cincinnati, Ohio based department store chain operates in 850 department stores in the U.S. and its
surrounding territories, and reported over $27 billion in sales in fiscal year 2015. The retail chain’s succeeding
CEO Jeff Gennette, who will take up the position in first quarter of 2017, has said, the company’s new focus
would be on driving its omnichannel customer engagement.

-2

5

Tie

86
The retail giant is currently focusing on making several of its exclusive in-store shopping experiences available
online. As part of its omnicommerce strategy, the company is working on connecting its merchants with
online stylists that handpick merchandise for customers over live-chat and emails.
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Engage the Customer

Engagement
A new report by intelligent media delivery firm Valassis found that there were no major differences in coupon
use between generations or income levels. The “Savvy Shoppers Provide Reality Check” report examines
shopping behavior across generations and also investigates digital and print coupon use, according to the
report. Other highlights from the report include:
•

There are more than 116 million print coupon users, compared to 68 million digital coupon users.

•

29 percent of consumers are increasingly going online to find coupons.

•

71 percent of consumers use either print, digital media or loyalty cards to save money.

Source: Valassis; 2K16 Valassis Coupon Intelligence Report, 2016
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Engage the Customer

Loyalty
Alliance Data Systems Corp., a global provider of loyalty and marketing solutions, will develop and manage
Ulta Beauty’s Ultamate Rewards Credit Card, which is designed to improve the benefits of the chain’s loyalty
program. The goal is also to increase engagement with the United States’ largest beauty retailer.
Sam’s Club, a division of Walmart Stores, has chosen Salesforce’s customer success platform to help digitally
improve the business’ membership acquisition and engagement. The CRM platform has been deployed at
650 warehouse clubs nationwide and “bridges the gap between the digital and physical shopping experience,”
according to a press statement.
Women’s fashion retailer New York & Company and Shopkick, a mobile shopping app, announced a partnership
and also the launch of an in-store rewards program. Customers earn “Kicks” for visiting one of the 170-plus
stores participating in the loyalty program.

Source: Valassis; 2K16 Valassis Coupon Intelligence Report, 2016
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Engage the Customer

CVS have joined forces with Google to pilot Google’s new beacon program called “Nearby.” The tech giant isn’t
charging the retail pharmacy chain to use the program, which sends out push alerts to Android device owners
through the pre-installed Google Play app.
Sionic Mobile, a customer loyalty company, launched iBeacons to its ION Loyalty small business retailers.
The Atlanta-based company’s merchant app has been improved with minimal-to-no effect on the mobile
device’s battery.
Bluetooth Low Energy beacon manufacturer Estimote has added programmable NFC into its new range of
Proximity Beacons to make it easier to identify and configure the devices. The NFC also enables a range of
consumer experiences, including confirming payment, collecting loyalty points and checking in.

Personalization
A study by the Association for National Advertisers (ANA) revealed that the digital revolution sparked radical
changes and growth in shopper marketing. ANA’s collaborative study with research firm GfK also found that
40 percent of respondents believed shopper insights were underfunded by their companies.
PetSmart recently began using Cognizant’s customer data to improve the shopping experience for customers
and their pets. By deploying the information technology company’s MDM-in-a-box solution, the specialty pet
retailer’s Customer Data Foundation initiative will use behavioral, demographic, interactional and transactional
information to develop profiles for pets and pet parents.

Going social
Pizza Hut has launched a social media ordering platform, which allows U.S. consumers to chat with the
company on Facebook Messenger and Twitter to reorder favorite or saved orders. The pizza chain had
SaaS platform tech company Conversable create automated, interactive experiences on messaging and
voice platforms.
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Enable the Customer

Enable
A recent study by SurveyMonkey reveals Amazon generated 12 million active users on Prime Day. The
eCommerce giant, which has more than 30 million monthly active users, saw a 35 percent uptick in daily
active users on Prime Day.
Some of the other highlights include:
•

1 out of every 10 Americans use the Amazon mobile app each month

•

Amazon is growing faster than all other shopping apps, with about 75,000 new downloads per day.

•

About 50 percent of Walmart app users also use Amazon’s app.

Source: SurveyMonkey; SurveyMonkey Intelligence Blog, 2016

© 2016 PYMNTS.com all rights reserved

14

Enable the Customer

Mobile payment
A new Sam’s Club location recently opened in Columbia, South Carolina, and is among the first to offer a retail
Scan & Go shopping feature. The mobile app allows shoppers to scan UPC codes on items as they load them
into their cart, and when they are finished shopping and ready to check out, they can pay directly on their phone
from anywhere in the store and skip the checkout line.
Beauty retailer Sephora has introduced Tinder-like features to help users swipe on to indicate whether they
would like to purchase a product. The retailer has produced more than 1,000 photographs of products that
users can swipe on and is advertising the new features via the dating app.

Source: SurveyMonkey; SurveyMonkey Intelligence Blog, 2016
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Enable the Customer

Bluefly has released a new app built on the Mozu eCommerce platform. The app allows checkout by using a
mobile phone camera to scan and sync credit card information, a curated Bluefly Instagram feed inside the
app, and push notifications that provide real-time updates about new products, sales, and promotions.
The Tile Shop has launched its digital Design Studio in all of the company’s stores and online to give
consumers the opportunity to personalize and visualize how an entire room will look when a project has been
finished. The specialty retailer of manufactured and natural tiles’ digital program provides consumers and
sales associates with a way to work together to make 3D design renderings to scale.
Walmart recently launched its own mobile payment solution, dubbed “Walmart Pay.” The retail behemoth has
made it available in more than 4,600 locations nationwide.
Nearly 5 percent of the total transactions made in Starbucks locations in the U.S. are made using the
company’s Mobile Order & Pay service, according to NFC World. Also, 20 percent of all of the coffee giant’s
transactions are made using the company’s Mobile Order & Pay service.
Office supplies retailer Staples is looking for ways to bring more functionality to its Easy Button, according to
Internet Retailer. The company is testing different ways consumers can press the button to ask an order or
shipping-related question.
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Serve the Customer

Serve
A recent survey from Periscope, conducted by McKinsey, found that customers in the U.S. and U.K. prefer instore shopping to online buying using a computer. When asked for their shopping preferences, 83 percent of
U.S. customers and 77 percent of U.K. consumers said shopping at a brick-and-mortar store was one of their
top ways to shop, followed by 59 percent and 55 percent, respectively, ordering products over the Internet
using a computer.
Other key findings from the survey included:
•

Pricing has an effect on a consumer’s trust, with more than 50 percent of consumers becoming frustrated
when they see a different price on and offline at the same merchant.

•

About 25 percent of customers surveyed said they put off buying a product when irrelevant
recommendations are made while browsing.

•

61 percent of both U.K. and U.S. shoppers said they were happy to receive relevant recommendations.

Source: Periscope By McKinsey; Omnichannel Retail: The Consumer Perspective Survey, 2016

© 2016 PYMNTS.com all rights reserved

17

Serve the Customer

Management
Amazon has launched an online store dedicated to creative products produced by startups. Through a
partnership with Kickstarter, Amazon Launchpad will provide specially tailored product pages, marketing
support and access to the eCommerce giant’s international fulfillment network.
Longtime retailer Macy’s is piloting a solution that lets in-store customers use their mobile phones to interact
with an artificial intelligence (AI) platform powered by IBM Watson. Macy’s On Call, accessed via a mobile
browser, allows consumers to add their natural language questions about the store’s product assortment,
services and facilities. Shoppers then receive a customized response to their question.
Amazon has announced it will hire hundreds to work at the company’s new warehouse in the Chicago area.
The 750,000-square-foot facility recently opened in Romeoville, Illinois, and workers will pack and ship some
of the eCommerce giant’s bigger orders.

Source: Periscope By McKinsey; Omnichannel Retail: The Consumer Perspective Survey, 2016
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Serve the Customer

PetSmart has selected the Manhattan Associates Enterprise Order Management Solution to provide enhanced
seamless fulfillment capabilities in support of PetSmart.com and its additional eCommerce platforms.
According to a press statement, the maker of commerce-ready supply chains will be providing North America’s
largest specialty pet retailer with a “full-picture view of product inventory in eCommerce-dedicated warehouses,
distribution centers and at the local store level.”

Buy online pickup in-store
After falling short of expectations last holiday season, Amazon plans to add 18 warehouses this quarter in
preparation for the holidays. The eCommerce stalwart had just six additions last year.
A recent study by Bizrate Insights found that 31 percent of online buyers have taken advantage of in-store
pickup in the past year. The study also found that 55 percent of those using in-store pickup did so to avoid
shipping charges.

Checkout
The Yankee Candle Company partnered with Aptos, an eCommerce platform provider, to help streamline the
business. The designer, manufacturer, retailer and wholesaler of scented candles chose Aptos to come up with
CRM, loss prevention, retail point of sale and sales auditing solutions.

Source: Bizrate Insights; Bizrate Insights Study, 2016

© 2016 PYMNTS.com all rights reserved

19

Scorecard – Providers are listed in alphabetical order

24
Engage

5
Enable

22

51

Serve

Apple
Apple is a multinational technology giant that has optimized its retail platform for extending omnichannel experience
in-store, on its website and mobile app.

44
Engage

10
Enable

32

86

New!

Serve

Bass Pro
Bass Pro Shops is an outdoor gear supplier that sells camping, fishing, hunting, nature gifts and other products through
retail stores, a mobile app, website and mail-order catalogue.

38
Engage

10
Enable

26

74

New!

Serve

Bed Bath & Beyond
The domestic merchandise retailer offers a wide variety of products including bed linens and related items, bath items,
and kitchen textiles, as well as home furnishings. The company sells products online, in-store and through its mobile app.
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50
Engage

10
Enable

22

82

Serve

Best Buy Co. Inc.
Best Buy is a consumer electronic corporation that generates close to $40 billion in revenue annually. The company
began its omnichannel program four years ago as it reported heavy loses in sales and revenue. Since then, the company
has realigned its omnichannel strategy with new initiatives that provide a unified experience to its customers whether
they are shopping online or at its brick-and-mortar locations.

46
Engage

10
Enable

40

96

Serve

Chico’s Fas Inc.
Chico’sFAS is an omnichannel specialty retailer of women’s clothing and accessories that connects to its customers
on eight different mediums, including print, web, television, mobile and brick and mortar store locations. The company
currently operates over 1,500 stores in the U.S. and Canada and supplies merchandise in Mexico through franchises.

37
Engage

10

6

Enable

Serve

53

New!

Dollar General
Dollar General, a discount retailer, has nearly 13,000 locations nationwide, and sells food, snacks, health and beauty
aids, cleaning supplies, basic apparel, housewares and seasonal items. The merchant sells products online, in-store and
through its mobile app.
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46
Engage

10
Enable

32

88

Serve

Foot Locker Inc.
Footlocker is a footwear and sportswear retailer that has leveraged its sturdy supply chain infrastructure to power its
omnicommerce strategy, which lays special emphasis on providing its customers complete visibility into its product
inventory and releases.

46
Engage

10
Enable

26

82

Serve

Gap Inc. (Gap)
Gap Inc. is a global American clothing and accessory retailer. The company operates about 3,700 stores worldwide,
including 400 franchise stores. Some of its omnicommerce offerings include, “find in store,” “reserve in store,” and
“ship from store” among others.

38
Engage

10
Enable

34

82

Serve

Gap Inc. (Old Navy)
The clothing and accessory retail chain is owned by Gap Inc. Since 2014, the company has been increasingly relying
on implementing omnichannel tools to improve upon its struggling sales.
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50
Engage

10
Enable

32

92

Updated!

Serve

Home Depot Inc.
Home Depot is a home improvement supply chain that clocked $4.7 billon in sales in fiscal year 2016 marking a 25
percent year-over-year growth. The company credited its efforts to interconnect its digital platform with brick-and-mortar
stores as a major factor fueling its growth.

26
Engage

10
Enable

16

52

Serve

Ikea
The Swedish furniture maker has built upon its omnicommerce strategy with tools that allow its in-store customers
to look up products and their rates online by entering serial number on their mobile device.

42
Engage

10
Enable

32

84

Serve

J.C. Penney Co.
The clothing retailer is increasingly focusing on its omnicommerce strategy to revive its overall sales. Last year,
the company hired Mike Amend as its new executive VP of omnichannel to enable its brick and mortar stores and
eCommerce offerings into providing one seamless shopping experience.
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50
Engage

10
Enable

22

82

Serve

Kohl’s Corp.
The department store retail chain has added on its omnichannel offerings with nation-wide rollout of services like buy
online, pick up in store (BOPIS) and options like ship from store. Since late last year, the company has been experimenting
with same-day delivery and has also made it available to in several cities across the U.S.

26
Engage

10
Enable

12

48

Serve

Kroger (QFC)
Kroger is one of the largest supermarket chains in the U.S. As part of its omnichannel strategy, the company offers
personalized shopping experience services such as order groceries online and pick them up at local store, customized
coupons, mobile shopping and product delivery.

46
Engage

10
Enable

12

68

Serve

Limited (Victoria’s Secret)
Victoria’s Secret in the largest American retailer of lingerie, womenswear and beauty products. The company is pushing
to further improve on its omnichannel strategy as it looks into enhancing its digital offerings. The company is reportedly
cutting 200 jobs at its headquarters as it parts away from catalogs.
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46
Engage

10
Enable

30

86

Serve

Macy’s Inc.
The Cincinnati, Ohio based department store chain operates in 850 department stores in the U.S. and its surrounding
territories, and reported over $27 billion in sales in fiscal year 2015. The retail chain’s succeeding CEO Jeff Gennette, who
will take up the position in first quarter of 2017, has said, the company’s new focus would be on driving its omnichannel
customer engagement.

26
Engage

10
Enable

16

52

New!

Serve

Menards
Menards, which launched in 1958, operates more than 280 stores nationwide. The home improvement retailer makes
sales through multiple methods including at its stores, online and through its mobile app.

47
Engage

10
Enable

12

69

Updated!

Serve

Michaels
The art supply retailer has over 1,262 stores in North America and reportedly saw $4.7 billion in sales in 2014. The
company has so far focused on building it building its omnichannel strategy exclusively for its web and in-store platform.
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50
Engage

10
Enable

32

92

New!

Serve

Nordstrom Inc.
Nordstrom, which has been operational for more than 100 years, runs 329 stores between the U.S. and Canada.
The fashion specialty retailer offers products through its physical locations, online and via its mobile app.

50
Engage

10
Enable

22

82

New!

Serve

Office Depot Inc.
Office Depot, which first opened in Florida in 1986, runs about 1,800 stores globally. The office products and services
retailer has nearly 50,000 employees and generates revenue in-store, online and via the mobile app.

46
Engage

10
Enable

30

86

Serve

Saks
The retail giant is currently focusing on making several of its exclusive in-store shopping experiences available online.
As part of its omnicommerce strategy, the company is working on connecting its merchants with online stylists that
handpick merchandise for customers over live-chat and emails.

© 2016 PYMNTS.com all rights reserved

26

Scorecard

50
Engage

10
Enable

22

82

Serve

Sears Holdings
The department store chain currently operates over 700 stores in the U.S. The company has a dedicated omnichannel
program called “Shop Your Way,” which provides in-store and curbside pickup to its customers.

50
Engage

10
Enable

22

82

New!

Serve

Staples Inc.
Staples opened in 1986, has more than 2,000 stores worldwide. The office supply retail chain generates revenue through
various channels including at its brick-and-more stores, online, catalogues and mobile app.

39
Engage

10
Enable

12

61

Serve

Tiffany & Co.
Tiffany & Co., the New York City-based luxury good retailer has laid special emphasis on using social media as an
important element of its omnicommerce strategy. The company reportedly has one of the highest user engagement
rates on social media platforms such as Facebook, Twitter and Instagram.

© 2016 PYMNTS.com all rights reserved

27

Scorecard

50
Engage

10
Enable

12

72

Serve

Toys R Us
The global retail giant sells toys and juvenile-products in over 1,800 store locations. The company has adopted a
“Tru Transformation” strategy that focusses on enhancing its customer experience on multiple channels, drive its
online and in-store sales, and save operational costs.
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Tractor Supply
Tractor Supply, which operates roughly 1,500 stores nationwide, was founded in 1938. The home improvement and
agricultural retailer generates sales through multiple channels, including its website, mobile app, catalogue and at brickand-mortar locations.
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Vitamin Shoppe
The Vitamin Shoppe, founded in 1977, runs more than 700 stores in the Canada, Puerto Rico and the United States. The
company sells products in-store, online and via mobile.
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Wal-Mart Stores
Walmart is a global retail corporation that operates over 6,000 stores globally. The company is rapidly improving upon
its omnicommerce strategy to increase its market share in the U.S. and elsewhere as it competes with eCommerce
giants like Amazon.
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West Marine Inc.
The outfitter of recreational boating products and gear was founded in 1968 and currently operates nearly 300 stores. The
company sells more than 75,000 products online, in-store and through its catalogue.
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About

Vantiv
Vantiv, Inc. (NYSE: VNTV) is a leading payment processor differentiated by an integrated technology platform.
Vantiv offers a comprehensive suite of traditional and innovative payment processing and technology solutions
to merchants and financial institutions of all sizes, enabling them to address their payment processing needs
through a single provider. The company builds strong relationships with our customers, helping them become
more efficient, more secure and more successful. Vantiv is the second largest merchant acquirer and the
largest PIN debit acquirer based on number of transactions in the U.S. The company’s growth strategy
includes expanding further into high-growth channels and verticals, including integrated payments,
eCommerce, and merchant bank. Visit us at the new www.vantiv.com, or follow us on Twitter, Facebook,
LinkedIn, Google+ and YouTube.
PYMNTS.com
PYMNTS.com is where the best minds and the best content meet on the web to learn about “What’s Next” in
payments and commerce. Our interactive platform is reinventing the way in which companies in payments
share relevant information about the initiatives that shape the future of this dynamic sector and make news.
Our data and analytics team includes economists, data scientists and industry analysts who work with
companies to measure and quantify the innovation that is at the cutting edge of this new world.
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Disclaimer

The Omnicommerce TrackerTM may be updated periodically. While reasonable efforts are made to keep
the content accurate and up-to-date, PYMNTS.COM: MAKES NO REPRESENTATIONS OR WARRANTIES
OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS,
ADEQUACY, OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE
OF THE INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR EXPECTATIONS.
THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT
YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS.COM SHALL HAVE NO LIABILITY FOR ANY
INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD
TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A
PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW THE
EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY.
PYMNTS.COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO
MODIFY, INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT
OF IT WITH OR WITHOUT NOTICE.
PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL
NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES
FOR LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT,
WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW,
OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.
SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR INCIDENTAL
OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO NOT
APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS,
AFFILIATED AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE
DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS,
LICENSORS, AND ADVISERS.
Components of the content original to and the compilation produced by PYMNTS.COM is the property of
PYMNTS.COM and cannot be reproduced without its prior written permission.
You agree to indemnify and hold harmless, PYMNTS.COM, its parents, affiliated and related companies,
contractors and sponsors, and each of its respective directors, officers, members, employees, agents, content
component providers, licensors, and advisers, from and against any and all claims, actions, demands, liabilities,
costs, and expenses, including, without limitation, reasonable attorneys’ fees, resulting from your breach of
any provision of this Agreement, your access to or use of the content provided to you, the PYMNTS.COM
services, or any third party’s rights, including, but not limited to, copyright, patent, other proprietary rights, and
defamation law. You agree to cooperate fully with PYMNTS.COM in developing and asserting any available
defenses in connection with a claim subject to indemnification by you under this Agreement.
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