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About the American Marketing Association

The American Marketing Association (AMA) is a professional association for 
individuals involved in the practice, teaching and study of marketing worldwide. 
Through relevant information, comprehensive education and targeted 
networking, the AMA assists marketers in deepening their marketing expertise, 
elevating their careers and achieving better results. American Marketing 
Association members are connected to a network of marketing professionals 
more than 30,000 strong. 

The AMA is constantly innovating and evolving, helping to shape the field as 
well as keep abreast of the changing global marketplace to help our members 
excel in their careers.  As the leading organization for marketers, AMA is the 
trusted go-to resource for marketers, researchers and academics. It is counted 
on as the most credible marketing resource where our members can stay 
relevant with knowledge, training and tools to enhance lifelong learning.

For more information on the American Marketing Association, please visit 
www.MarketingPower.com.   

About hybris

hybris helps businesses on every continent sell more goods, services and 
digital content through every touchpoint, channel and device. hybris delivers 
"OmniCommerce™": state-of-the-art master data management 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, Metro, 
Bridgestone, P&G, Levi's, Nikon, Galeries Lafayette, Migros, Nespresso and 
Lufthansa. hybris has operations in 15 countries around the globe. hybris is 
the future of commerce™. For more information, please visit www.hybris.com.

http://www.MarketingPower.com
http://www.MarketingPower.com
http://www.hybris.com/
http://www.hybris.com/
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About Platt Retail Institute

Platt Retail Institute (PRI) is an internationally recognized consulting and 
research firm that focuses on the use of technology to impact the customer 
experience. In an omni-channel environment, PRI works with its clients to 
develop marketing strategies to integrate various customer-facing 
technologies. PRI clients include retailers, media companies, financial 
institutions, hardware and software companies, educational institutions, and 
other businesses. In addition to its global consulting expertise, PRI also 
publishes the quarterly Journal of Retail Analytics, the North American Digital 
Signage Index, and other pioneering industry research. Learn more about PRI 
at www.plattretailinstitute.org.

This Research Article is not to be reproduced or published, in any form or by 
any means, without the express written permission of  PRI. This material is 
protected by copyright pursuant to Title 17 of the U.S. Code.

Copyright © PLATT RETAIL INSTITUTE, LLC 2013. All rights reserved.
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A. Introduction and Background

Advancements in digital technology are causing a seismic shift in consumer 
purchase behavior. Customers today access multiple channels to execute a 
purchase, leading to the requirement that all channels work seamlessly to 
support the brand and the experience. This trend started with the Internet, but 
is now  being advanced in a very dramatic and rapid fashion due to mobile and 
other digital technologies. Consumers, empowered with these digital 
communication devices, such as smartphones and tablets, are pressuring 
organizations to deliver compelling and innovative experiences to retain top of 
mind and share of  wallet. As distinctions between purchase channels blur, 
companies must build a singular view  of and communication strategy with their 
customers, which can include touch points such as call centers, direct mail and 
catalogs, the Internet, mobile, physical selling locations, and social media. 

It is not the buying process itself that is changing, but rather the path to 
purchase. Customers no longer follow  a singular path to purchase, but many 
different paths. Firms that fail to adopt an omni-channel marketing (OCM) 
strategy risk losing their customer relationships. However, viewing this as a 
strategic opportunity can lead to competitive advantage for skilled marketers 
by ensuring that all consumer touch points have seamless interoperability to 
deliver a consistent brand and shopping experience. 

Businesses in most industries are aware of these challenges. For marketers, 
these will generally include the following: 

• Customer fragmentation, making it more difficult to reach customers.
• Multi-channel challenges, which are burdening marketing departments.
• Uncertain ROI from making channel investments.

Compounding this shift to OCM is the recognition that traditional, above-the-
line marketing is not as effective as it once was. As well, customers are driving 
the demand for digital media, and that is another pressure forcing marketers to 
adopt OCM.  

While the logic and rationale for adopting an OCM approach are self-evident, 
the execution path is extremely complex. This is due to various factors. One is 
perhaps the sheer complexity of  integrating the functions and systems required 
to form a singular customer view. Another is that each organization, with its 
unique brand, systems, and distribution channels will need to discover the 
solution that best fits its business. Beyond the operational complexities, 
changing the functional aspects by which a company and all its employees 
perform to accommodate this new  operating model is no small task. According 
to Forrester,1 there are three primary reasons for this:

• Organizations tend to function in disparate operating silos.
• Companies tend to lack systemwide standards for all customer touch 

points.
• Most firms tend to lack cross-divisional oversight.

With these challenges and opportunities in mind, this research was undertaken 
to gain insights into multi-channel use and OCM adoption.
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1 Forrester, The Unified Customer Experience Imperative, April 2012.



B. Research Objectives 
Recognizing the need for insights into multi-channel use and OCM adoption, 
Platt Retail Institute (PRI), in cooperation with the American Marketing 
Association (AMA) and with the generous support of  hybris software, decided 
to undertake a survey of  a portion of  the AMA audience in January 2013. In 
general, the purpose for conducting this research was:

1. To understand current and future marketing channel usage. As most 
firms use various methods to reach their customers, we desire to gain 
insights into current and future utilization, budget allocation, and 
perceived channel ROI. 

2. As organizations are being driven to adopt a more integrated marketing 
approach, we desire to learn whether OCM strategies are being 
implemented, or if  there are plans to implement them within the next 
three years. Underlying factors that are driving these plans, as well as 
budgets allocated to implement these programs, were also considered.  
The study also identifies the most significant business challenges faced 
when implementing an OCM strategy, as well as who is primarily 
responsible for making the decision to implement an OCM solution.
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C. Summary of Findings
Our research finds that the majority of  firms currently utilize a variety of 
marketing channels to reach their customers. The most important of these are 
company websites, direct sales, email marketing, and social media. In the 
future, emerging digital channels such as social media and mobile marketing 
will become much more important to marketers. We also found, for example, 
that when comparing a channel's current importance to its budget allocation, 
there is an underinvestment in email marketing. Based upon a channel's future 
importance, there is also an underinvestment in mobile. It also was found that 
there is an overinvestment in call centers and inside sales telemarketing.  

Overall, we found that 43 percent of respondents are either currently 
evaluating an OCM strategy or plan to implement an OCM strategy within the 
next three years. These findings vary greatly by company size and the industry 
in which they operate. For example, 63 percent of  firms with revenue over 
$500 million and 58 percent with more than $150 million in e-commerce 
revenue are either currently evaluating an OCM strategy or plan to implement 
an OCM strategy within the next three years. A consideration of the industry 
also yielded various results. For example, we found that 67 percent of  retailers 
are either currently evaluating an OCM strategy or plan to implement an OCM 
strategy within the next three years. Eighty-three percent of retailers with 
revenue over $500 million are evaluating or adopting OCM; and all health care 
firms and banking and financial services firms with annual e-commerce 
revenue over $150 million are evaluating or adopting OCM. Firms that plan to 
implement an OCM strategy next year place a high degree of  importance on 
digital channels. 

The three most significant business challenges that are driving OCM adoption 
are: the concern that competitors may implement such a strategy first; the 
issue of falling behind in the technology that supports omni-channel commerce 
capabilities; and that the firm is not organized properly to serve the needs of 
omni-channel customers. For those firms that have allocated a budget to 
implementing an OCM strategy next year, the creation of an interactive portal 
for engaging customers directly, social commerce technology to allow 
customers to express their intentions, and marketing automation for lead 
management across channels and touch points are the top priorities. 
Respondents reported that the decision to implement an OCM solution rests 
with the CEO/President and within the marketing area.

A series of subjective questions found the following: a lack of funding was a 
major impediment to OCM adoption; increasing revenue was a major goal 
behind OCM adoption and that revenue would be the determinant of ROI; and 
that firms are not evaluating an OCM strategy if  it does not apply to their 
industry.   

In summary, we find that emerging digital marketing channels, such as social 
media, email marketing, and mobile are becoming more important to 
marketers. Notwithstanding, budgets have yet to align to support the 
increasing importance of these channels. This may be because marketers are 
still learning how  to implement and leverage these channels and due to a still  
uncertain ROI, as well as the fact that these channels may be less expensive 
to utilize than more traditional forms of marketing. Ten percent of firms plan to 
implement OCM next year, with an additional 33 percent currently evaluating 
or planning to implement in the next 2-3 years. The finding that 43 percent of 
firms are in some way implementing or evaluating an OCM strategy indicates 
that marketers recognize the importance OCM may have on their business. 
Firm size and the industry in which they operate clearly influence this decision.   
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D. Research Design  

Data was collected through a survey of 859 respondents, including both AMA 
members and non-members, regarding multi-channel and omni-channel 
marketing. In January 2013, a request to participate in the online survey was 
sent to the AMA audience using a distribution list provided by the Association. 
Email to the Association’s list was the primary means of distributing the survey, 
supported by social media posts on Facebook, Twitter and LinkedIn. 

The survey comprised 21 questions covering, among other things, 
respondents’ company size, industry, marketing budget, and interest in or level 
of current implementation of multi-channel and omni-channel marketing. Prior 
to distribution, the survey was piloted by a sample of individuals led by PRI. 
Survey revisions were made accordingly until the final version of the survey 
was obtained. Responses for six of  the 21 survey questions use a Likert-type 
scale.2 In addition, the survey included two ranking questions, four open-ended 
questions, one dichotomous question, and seven multiple-choice questions. 
Data was accumulated anonymously and analyzed using SPSS statistical 
analysis software version 21.  

Of  859 total respondents, most completed the survey by email (55 percent).  
The most common form of  social media used to complete the survey was 
LinkedIn (23 percent). Chart 1 details the survey response method.

Chart 1. Method of Survey Response

Source: Platt Retail Institute

A majority of  the companies surveyed operate in the United States/Canada (59 
percent) or Europe (14 percent). Chart 2 details the geographic region 
respondents’ companies operate in (note that some firms may operate in 
multiple regions). 
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2 Likert scale questions allow participants to reply to survey questions with ranking  
type responses, such as: “Very Important,” “Important,” Moderately Important,” 
“Somewhat Important,” “Not Important,” or “N/A.”  
Note: We use a five-point Likert scale on various questions to understand the 
respondents’ attitudes. In the cross tab and various other charts, the percent indicated 
is based upon responses given to several questions for analysis, and therefore, the 
percentage presented will not sum to 100.



Chart 2. Geographic Operating Region

Source: Platt Retail Institute

Fourteen percent of the firms surveyed had annual revenue in excess of $500 
million. Chart 3 illustrates the annual revenue of companies participating in this 
research.  Five percent of the firms had annual e-commerce revenue in excess 
of $150 million, as illustrated in Chart 4.

Chart 3. Company Annual Revenue

Source: Platt Retail Institute
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Chart 4. Company Annual E-Commerce Revenue

Source: Platt Retail Institute

Survey respondents mainly operate in 20 industries, as illustrated in the 
following Chart 5.

Chart 5. Industries Surveyed

Source: Platt Retail Institute
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E. Analysis and Outcomes

i.  Multi-Channel Marketing

For purposes of our research, we define multi-channel marketing as: the use 
of various marketing channels, including stores, websites, direct mail, 
catalogs, call centers, mobile platforms, and social networks to sell a product 
or service by targeting messaging to isolated markets with different demands 
for service. The objective of this multi-channel approach is to reach 
prospective or current customers in a channel that makes it convenient for 
them to shop and buy in whatever manner that they prefer.

The majority of respondents (82 percent) are currently integrating marketing 
campaigns across multiple channels (see Chart 6). That is, they are using 
various means to market to their customers.

Chart 6. Integrating Marketing Campaigns

Source: Platt Retail Institute
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Of  these various channels, company website (70 percent), direct sales (48 
percent), email marketing and social media (37 percent each) are currently 
the most important channels utilized (see Charts 7A and 7B).

Chart 7A. Most Important Current Channels

Source: Platt Retail Institute

Chart 7B. Breakdown of Most Important Current Channels

Source: Platt Retail Institute
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In the future, company websites are anticipated to remain the most important 
marketing channel. The use of both social media and mobile is expected to 
increase greatly. The use of email marketing and digital marketplace (i.e., 
Google, Amazon, eBay, etc.) is expected to increase, while the use of  the 
remaining marketing channels is projected to remain approximately the same 
(see Charts 8A and 8B).

Chart 8A. Most Important Future Channels

Source: Platt Retail Institute

Chart 8B. Breakdown of Most Important Future Channels

Source: Platt Retail Institute
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We also considered the amount of budget allocated to spending on each 
marketing channel. Company website, direct sales, call center, and mass 
media are the channels with the largest share of budgets (see Chart 9).   

Chart 9. Channel Budget

Source: Platt Retail Institute

Direct sales, physical selling location, and company website are the three 
channels ranked as yielding the highest return on investment (ROI). The 
following Charts 10A and 10B illustrate the ROI respondents thought each 
channel yielded.  

Chart 10A. Channel ROI

Source: Platt Retail Institute
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Chart 10B. Breakdown of Channel ROI

Source: Platt Retail Institute

We compared the ranking of each marketing channel in terms of current 
importance, future importance, marketing budget allocation, and channel 
return on investment (see Chart 11). 

Chart 11. Survey Ranking

Marketing 
Channel
(Survey ranking)

　　 Current 
Importance 

Future 
Importance 

Budget  
Allocation    

Return on 
Investment

Marketing 
Channel
(Survey ranking) 　　

Current 
Importance 

Future 
Importance 

Budget  
Allocation    

Return on 
Investment

Company WebsiteCompany Website 　 1 1 1 3 
Direct Sales 　　 2 3 2 1 
Email MarketingEmail Marketing 　 3 4 8 5 
Social MediaSocial Media 　 4 2 6 4 
Physical Selling 
Location
Physical Selling 
Location
Physical Selling 
Location 5 6 5 2 
Call Center 　　 6 10 3 8 
Mass Media 　　 7 8 4 7 
Inside Sales 
Telemarketing
Inside Sales 
Telemarketing
Inside Sales 
Telemarketing 8 9 10 6 
Digital MarketplaceDigital Marketplace 　 9 7 9 9 
Direct Mail & 
Catalog
Direct Mail & 
Catalog 　 10 11 7 10 
Mobile 　　 11 5 11 11 

Source: Platt Retail Institute

It is clear that digital channels are becoming an important future focus for 
marketers. The following Chart 12 compares the current marketing channel 
importance versus future importance in terms of the relative rate of growth. 
Social media and mobile are projected to become much more important 
marketing channels in the future.
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Chart 12. Channel Rate of Growth

Source: Platt Retail Institute

The following Charts 13A and 13B compare the channel’s budget to its 
current importance. This illustrates, for example, that email marketing may be 
underinvested in, whereas there is an overinvestment in direct mail and 
catalog, call center, and mass media. 

Chart 13A. Budget-Current Channel Importance Comparison

Marketing Channel
(Survey ranking)

　　
Budget  

Allocation    
Current 

Importance 

Difference
Marketing Channel
(Survey ranking)

　　

Budget  
Allocation    

Current 
Importance 

(Budget - 
Current 

Importance)
Email MarketingEmail Marketing 　 8 3 5
Social MediaSocial Media 　 6 4 2
Inside Sales TelemarketingInside Sales TelemarketingInside Sales Telemarketing 10 8 2
Company WebsiteCompany Website 　 1 1 0
Direct Sales 　 　 2 2 0
Physical Selling LocationPhysical Selling LocationPhysical Selling Location 5 5 0
Mobile 　 　 11 11 0
Digital MarketplaceDigital Marketplace 　 9 9 0
Direct Mail & CatalogDirect Mail & Catalog 　 7 10 -3
Call Center 　 　 3 6 -3
Mass Media 　 　 4 7 -3

Source: Platt Retail Institute

16



Chart 13B. Budget-Current Channel Importance Comparison

Source: Platt Retail Institute

The following Charts 14A and 14B compare the ROI to the amount budgeted 
to various channels. This illustrates, for example, that call centers may be 
overinvested in relative to their ROI, whereas there may be an 
underinvestment in inside sales telemarketing. 

Chart 14A. ROI-Budget Comparison

Marketing Channel
(Survey ranking)

　　 Return on 
Investment

Budget  
Allocation    

DifferenceMarketing Channel
(Survey ranking)

　　

Return on 
Investment

Budget  
Allocation    (ROI - Budget)

Call Center 　　 8 3 5
Mass Media 　　 7 4 3
Direct Mail & CatalogDirect Mail & Catalog 　 10 7 3
Company WebsiteCompany Website 　 3 1 2
Digital MarketplaceDigital Marketplace 　 9 9 0
Mobile 　　 11 11 0
Direct Sales 　　 1 2 -1
Social MediaSocial Media 　 4 6 -2
Physical Selling LocationPhysical Selling LocationPhysical Selling Location 2 5 -3
Email MarketingEmail Marketing 　 5 8 -3
Inside Sales TelemarketingInside Sales TelemarketingInside Sales Telemarketing 6 10 -4

Source: Platt Retail Institute
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Chart 14B. ROI-Budget Comparison

Source: Platt Retail Institute

The following Charts 15A and 15B compare the channel’s budget to its future 
importance. This illustrates, for example, that mobile marketing may be 
underinvested in, whereas there is an overinvestment in call centers. 

Chart 15A. Budget-Future Channel Importance Comparison

Marketing Channel
(Survey ranking)

　　
Budget  

Allocation    
Future 

Importance 

Difference
Marketing Channel
(Survey ranking)

　　

Budget  
Allocation    

Future 
Importance (Budget - Future 

Importance)
Mobile 　　 11 5 6
Email MarketingEmail Marketing 　 8 4 4
Social MediaSocial Media 　 6 2 4
Digital MarketplaceDigital Marketplace 　 9 7 2
Inside Sales TelemarketingInside Sales TelemarketingInside Sales Telemarketing 10 9 1
Company WebsiteCompany Website 　 1 1 0
Direct Sales 　　 2 3 -1
Physical Selling LocationPhysical Selling LocationPhysical Selling Location 5 6 -1
Direct Mail & CatalogDirect Mail & Catalog 　 7 11 -4
Mass Media 　　 4 8 -4
Call Center 　　 3 10 -7

Source: Platt Retail Institute
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Chart 15B. Budget-Future Channel Importance Comparison

Source: Platt Retail Institute

From this data, we make the following observations:

Company Website: This is and will remain a major priority. The relatively low 
ranking of digital marketplace (i.e., Google, Amazon, eBay, etc.) indicates that 
website commerce is not a high priority channel, but it is anticipated to still 
grow  in use. That is, while a company’s website is extremely important, 
conducting business on that site is not. This finding may be due, among other 
things, to the fact that industries included in this research, such as health care 
and education, do not have many products/services that can be sold online.

Direct Sales: Perhaps the oldest form of  selling, it is and will continue to be an 
important channel with the highest-rated ROI.

Email Marketing: Potentially underinvested in, but this observation may be 
inconclusive due to the fact that the cost of email marketing is low  compared to 
other channels, such as mass media. Usage is still growing. 

Social Media: This is the fastest growing channel, with a relatively high ROI.

Physical Selling Location: Marketing ROI is higher than anticipated, as in-store 
marketing metrics tend to be lacking. While the channel’s future importance is 
expected to decline slightly, investments in store marketing may be warranted 
when comparing the low  budget allocation, on the one hand, versus the 
relatively high ROI, on the other.

Call Center: These will become less important in the future because of their 
high cost and low ROI.

Mass Media: The research indicates that the amount budgeted exceeds the 
perceived ROI.

Inside Sales Telemarketing: This channel is becoming less relevant, in part 
because it is expensive relative to ROI.
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Direct Mail & Catalog: This is becoming the least relevant channel. This may 
be due, among other things, to mailing costs and environmental concerns, as 
well as the fact that a digital channel can present a much richer experience.

Mobile: This channel will become more important in the future, but the low 
level of investment may be attributable to a low/uncertain ROI.

In regard to social media, Facebook, LinkedIn, and Twitter were deemed the 
most important (see Chart 16A and 16B).

Chart 16A. Social Media Ranking

Source: Platt Retail Institute

Chart 16B. Breakdown of Social Media Ranking

Source: Platt Retail Institute
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ii. Omni-Channel Marketing

For purposes of  our research we the define omni-channel marketing (OCM) 
as: Ensuring personalized, relevant, and meaningful communication across all 
marketing channels to yield a seamless and consistent shopping experience. 
The objective of  an OCM approach is for all channels to be integrated 
operationally, and to function together to reach and serve customers in a 
consistent, measured manner, regardless of the preferred purchase channel. 

Our findings indicate that, overall, 38 percent of firms are not evaluating an 
OCM strategy, and 19 percent have no plans to implement an OCM strategy 
(for a total of  57 percent). On the other hand, 26 percent of respondents 
stated that they currently are evaluating an OCM strategy, and 17 percent 
plan to implement an OCM strategy within the next three years (for a total of 
43 percent). Charts 17A and 17B detail whether companies are considering 
an OCM strategy.

Chart 17A. OCM Implementation Status

　 　 　 　 Percent
Not EvaluatingNot Evaluating 　 　 38%
No Plans to Implement an OCM StrategyNo Plans to Implement an OCM StrategyNo Plans to Implement an OCM StrategyNo Plans to Implement an OCM Strategy 19%
Currently Evaluating an OCM StrategyCurrently Evaluating an OCM StrategyCurrently Evaluating an OCM StrategyCurrently Evaluating an OCM Strategy 26%
Planning to Implement OCM Next YearPlanning to Implement OCM Next YearPlanning to Implement OCM Next YearPlanning to Implement OCM Next Year 10%

Plan to Implement OCM in the next 2-3 yearsPlan to Implement OCM in the next 2-3 yearsPlan to Implement OCM in the next 2-3 yearsPlan to Implement OCM in the next 2-3 years 7%
Total 　 　 　 100%

Source: Platt Retail Institute

Chart 17B. OCM Implementation Status

Source: Platt Retail Institute

Larger firms are more focused on OCM than smaller ones. For example, 63 
percent of  respondents with revenue over $500 million currently are 
evaluating an OCM strategy or plan to implement an OCM strategy within the 
next three years. This compares with 37 percent of companies with revenue 
under $25 million (see Chart 18A). Fifty-eight percent of respondents with 
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more than $150 million in e-commerce revenue are currently evaluating an 
OCM strategy or plan to implement an OCM strategy within the next three 
years. This compares with 41 percent with e-commerce revenue under $10 
million (see Chart 18B).

Chart 18A. OCM Implementation Status by Annual Revenue

Company 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than 
$500 million

22% 15% 41% 16% 6%

Between 
$250 and 
$500 million

30% 24% 35% 6% 5%

Between 
$100 and 
$250 million

42% 15% 28% 9% 6%

Between 
$25 and 
$100 million

35% 15% 26% 15% 9%

Less than 
$25 million

41% 22% 22% 7% 8%

Source: Platt Retail Institute

Chart 18B. OCM Implementation Status by Annual E-Commerce Revenue

E-Commerce 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than 
$150 million

18% 24% 29% 26% 3%

Between 
$100 and 
$150 million

19% 9% 57% 10% 5%

Between $50 
and $100 
million

45% 13% 23% 14% 5%

Between $10 
and $50 
million

32% 19% 34% 13% 2%

Less than 
$10 million

39% 20% 24% 8% 9%

Source: Platt Retail Institute

The following Chart 19 compares firm status in terms of  OCM implementation 
to the importance of various marketing channels currently used (those ranked 
as very important). In general, this illustrates that:  

1. Firms that are not evaluating or do not have plans to implement an 
OCM strategy regard digital channels as less important and direct 
sales as more important.
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2. Firms that are currently evaluating an OCM strategy have more 
moderate attitudes regarding digital media than those that are not 
evaluating or have no plans to implement an OCM strategy.

3. Not surprisingly, firms that plan to implement an OCM strategy next 
year place the highest importance on digital channels. This is logical in 
that it illustrates that they regard these digital channels as important 
components of their OCM strategy.

4. Firms that plan to implement an OCM strategy in the next 2-3 years do 
not rate digital channels as very important (other than the website), 
and tend to rely more on traditional channels.

Chart 19. OCM Implementation – Importance of Channels

　
Not 
Evaluating

No Plans to 
Implement an 
OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

Email Marketing 32% 33% 45% 49% 25%

Social Media 30% 38% 38% 45% 27%

Mobile 11% 11% 17% 36% 8%

Digital Marketplace 12% 8% 18% 37% 19%
Inside Sales 
Telemarketing

17% 12% 17% 27% 17%

Physical Selling 
Location

23% 19% 30% 36% 15%

Company Website 67% 69% 71% 70% 79%

Direct Sales 45% 42% 43% 42% 48%

Direct Mail & Catalog 14% 13% 18% 18% 23%

Mass Media 17% 12% 28% 33% 13%

Call Center 18% 14% 16% 28% 25%

Note: Color applies to each row. The darker the blue is, the higher the percentage.

Source: Platt Retail Institute

The three most significant business challenges that are driving OCM adoption 
are: the concern that competitors may implement such a strategy first; the 
issue of  falling behind in the technology that supports omni-channel 
commerce capabilities; and that the firm is not organized properly to serve the 
needs of  omni-channel customers. Chart 20 identifies the significant business 
challenges that are leading firms to adopt OCM.
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Chart 20. OCM Business Challenges3

Source: Platt Retail Institute

For those firms that have allocated a budget to implement an OCM strategy 
next year, the creation of an interactive portal for engaging customers directly, 
social commerce technology to allow  customers to express their intentions, 
and marketing automation for lead management across channels and touch 
points are the top priorities based on the amount that is planned to be spent  
(see Chart 21).

24

___________________________________

3 The available responses are: 1. e-commerce-only businesses are impacting our 
traditional business channels; 2. competitors who are able to implement omni-
channel marketing before us; 3. falling behind in technology supporting omni-channel 
commerce capabilities; 4. lack of marketing talent capable in both digital and physical 
marketing; 5. customers can easily switch vendors due to digital  advances; 6. 
inconsistent messages across channels are confusing our customers; 7. pricing 
differences across channels have led to lost sales and customer complaints; and, 8. 
we are not organized properly to serve the omni-channel customer.



Chart 21. OCM Budget4

Source: Platt Retail Institute

In terms of decision-making, primary responsibility for the decision to 
implement an OCM solution rests with the CEO/President and marketing 
function. Surprisingly, the Information Technology function is not anticipated to 
have a major influence on this decision (see Chart 22). 
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___________________________________

4 The available responses are: 1. big data analytics to assess customer behavior 
across channels and determine the return on marketing channel investments; 2. 
creation of case studies; 3. creation of an interactive portal  for engaging customers 
directly; 4. engaging partners and/or business customers in collaborative marketing; 5. 
marketing automation for lead management across channels and touch points; 6. 
mobile platforms for sales associate enablement; 7. mobile platforms/apps for 
customers; 8. OCM operations (e.g., fulfillment) for converting/executing sales; and, 9. 
social commerce technology to allow customers to express their intentions.



Chart 22. OCM Decision Making

Source: Platt Retail Institute
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F. Primary Industry OCM Analysis and Outcomes

Our research encompassed 20 industries. In this section, we break out the 
research findings for four specific industries. These include health care, 
consumer product manufacturers, banking and financial services, and retail.5 

When comparing these results, we find as follows:
• Retailers are the highest adopters of OCM at 67 percent (see Chart 

23).
• Eighty-three percent of retailers with annual revenue over $500 million 

are adopters of OCM (see Chart 24).
• All health care firms and banking and financial services firms with 

annual e-commerce revenue over $150 million are adopters of OCM 
(see Chart 25).

Chart 23. Primary Industry OCM Adoption

  
All 

Industries
Health 
Care

Consumer 
Product 

Manufacturers

Banking and 
Financial 
Services Retail

Not Evaluating or
No Plans to Implement

57% 49% 46% 49% 33%

Currently Evaluating or 
Implementing in the Next 
1-3 Years

43% 51% 54% 51% 67%

Source: Platt Retail Institute

Chart 24. OCM Adoption-Company Annual Revenue $500 Million+

 
All 

Industries
Health 
Care

Consumer 
Product 

Manufacturers

Banking 
and 

Financial 
Services Retail

Not Evaluating or
No Plans to Implement

37% 31% 42% 36% 17%

Currently Evaluating or 
Implementing in the 
next 1-3 years

63% 69% 58% 64% 83%

Source: Platt Retail Institute

27

____________________
5 These four industries selected for additional analysis comprise the top industries 
represented in our research, excluding education and publishing and digital media. 
Summary information on five additional industries can be found in Appendix C.



Chart 25. OCM Adoption-Company Annual E-Commerce Revenue $150 Million+

 
All 

Industries
Health 
Care

Consumer 
Product 

Manufacturers

Banking 
and 

Financial 
Services Retail

Not Evaluating or
No Plans to Implement

42% 0% 50% 0% 20%

Currently Evaluating or 
Implementing in the 
next 1-3 years

58% 100% 50% 100% 80%

Source: Platt Retail Institute
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i. Health Care

The following Chart 26 illustrates the annual revenue of the health care firms 
participating in this research. Chart 27 illustrates these firms’ annual e-
commerce revenue.

Chart 26. Annual Revenue

　 　 　 Percent

More than $500 millionMore than $500 million 　 15%　

Between $250 and $500 millionBetween $250 and $500 millionBetween $250 and $500 million 7%　

Between $100 and $250 millionBetween $100 and $250 millionBetween $100 and $250 million 14%　

Between $25 and $100 millionBetween $25 and $100 millionBetween $25 and $100 million 21%　

Less than $25 millionLess than $25 million 　 43%　
Total 　 　 100%

Source: Platt Retail Institute

Chart 27. Annual E-Commerce Revenue

　 　 　 Percent

More than $150 millionMore than $150 millionMore than $150 million 4%

Between $100 and $150 millionBetween $100 and $150 millionBetween $100 and $150 million 5%

Between $50 and $100 millionBetween $50 and $100 millionBetween $50 and $100 million 5%

Between $10 and $50 millionBetween $10 and $50 millionBetween $10 and $50 million 11%

Less than $10 millionLess than $10 million 　 75%

Total 　 　 100%

Source: Platt Retail Institute

Thirty-five percent of health care firms are not evaluating an OCM strategy, 
and 14 percent have no plans to implement an OCM strategy (for a total of 49 
percent). Twenty-nine percent of respondents stated that they currently are 
evaluating an OCM strategy, and 22 percent plan to implement an OCM 
strategy within the next three years (for a total of  51 percent). These results 
compare favorably with the overall research results, indicating that health care 
firms are more interested in OCM than other industries generally in our 
research. Chart 28 details whether health care firms are implementing an OCM 
strategy.
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Chart 28. OCM Implementation Status

Source: Platt Retail Institute

Sixty-nine percent of  health care firms with revenue over $500 million currently 
are evaluating an OCM strategy or plan to implement an OCM strategy within 
the next three years. This compares to only 39 percent of  health care firms 
with revenue under $25 million (see Chart 29A). All of  the health care firms 
with more than $150 in e-commerce revenue currently are evaluating an OCM 
strategy or plan to implement an OCM strategy within the next three years. 
This compares to only 49 percent of  health care firms with e-commerce 
revenue under $10 million (see Chart 29B).

Chart 29A. OCM Implementation Status by Annual Revenue

Company 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 16% 15% 46% 15% 8%

Between $250 
and $500 million 33% 0% 50% 0% 17%

Between $100 
and $250 million 50% 8% 34% 8% 0%

Between $25 
and $100 million 28% 11% 27% 28% 6%

Less than $25 
million 42% 19% 19% 14% 6%

Source: Platt Retail Institute
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Chart 29B. OCM Implementation Status by Annual E-Commerce Revenue

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 0% 0% 67% 33% 0%

Between $100 
and $150 million 50% 0% 50% 0% 0%

Between $50 and 
$100 million 25% 25% 25% 25% 0%

Between $10 and 
$50 million 45% 11% 11% 33% 0%

Less than $10 
million 36% 15% 29% 12% 8%

Source: Platt Retail Institute

The three most significant business challenges that are driving OCM adoption 
(see Chart 30) by health care firms are: the concern of  falling behind in the 
technology that supports omni-channel commerce capabilities (49 percent); 
the firm is not organized properly to serve the needs of omni-channel 
customers (47 percent); and competitors may implement such a strategy first 
(37 percent).   

Chart 30. OCM Business Challenges

Source: Platt Retail Institute
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For those health care firms that have allocated a budget to implementing an 
OCM strategy next year, social commerce technology to allow  customers to 
express their intentions, marketing automation for lead management across 
channels and touch points, and mobile platforms/apps for customers were the 
top priorities based on the amount that is planned to be spent (see Charts 31A 
and 31B). 

Chart 31A. OCM Budget

Source: Platt Retail Institute
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Chart 31B. Breakdown of OCM Budget

Source: Platt Retail Institute
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ii. Consumer Product Manufacturers

The following Chart 32 illustrates the annual revenue of consumer product 
manufacturers (CPMs) participating in this research. Chart 33 illustrates these 
firms’ annual e-commerce revenue.

Chart 32. Annual Revenue

　 　 　 Percent
More than $500 millionMore than $500 million 　 14%　
Between $250 and $500 millionBetween $250 and $500 millionBetween $250 and $500 million 6%　
Between $100 and $250 millionBetween $100 and $250 millionBetween $100 and $250 million 7%　
Between $25 and $100 millionBetween $25 and $100 millionBetween $25 and $100 million 19%　
Less than $25 millionLess than $25 million 　 54%　

Total 　 　 100%

Source: Platt Retail Institute

Chart 33. Annual E-Commerce Revenue

　 　 　 Percent

More than $150 millionMore than $150 millionMore than $150 million 5%

Between $100 and $150 millionBetween $100 and $150 millionBetween $100 and $150 million 7%

Between $50 and $100 millionBetween $50 and $100 millionBetween $50 and $100 million 6%

Between $10 and $50 millionBetween $10 and $50 millionBetween $10 and $50 million 10%

Less than $10 millionLess than $10 million 　 72%

Total 　 　 100%

Source: Platt Retail Institute

Twenty-nine percent of  CPMs are not evaluating an OCM strategy, and 17 
percent have no plans to implement an OCM (for a total of 46 percent). Thirty-
four percent of  respondents stated that they currently are evaluating an OCM 
strategy, and 20 percent plan to implement an OCM strategy within the next 
three years (for a total of 54 percent). These results compare favorably with 
the overall research results, indicating that CPMs are more interested in OCM 
overall than other industries generally in our research. Chart 34 details 
whether CPMs are implementing an OCM strategy.

34



Chart 34. OCM Implementation Status

Source: Platt Retail Institute

Fifty-eight percent of CPMs with revenue over $500 million currently are 
evaluating an OCM strategy or plan to implement an OCM strategy within the 
next three years. This compares to 51 percent of CPMs with revenue under 
$25 million (see Chart 35A). Fifty percent of CPMs with more than $150 million 
in e-commerce revenue are currently evaluating an OCM strategy or plan to 
implement an OCM strategy within the next three years. This compares to 52 
percent of CPMs with e-commerce revenue under $10 million (see Chart 35B).

Chart 35A. OCM Implementation Status by Annual Revenue

Company Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 8% 34% 33% 25% 0%

Between $250 and 
$500 million 40% 20% 40% 0% 0%

Between $100 and 
$250 million 33% 17% 50% 0% 0%

Between $25 and 
$100 million 25% 6% 38% 31% 0%

Less than $25 
million 33% 16% 31% 16% 4%

Source: Platt Retail Institute
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Chart 35B. OCM Implementation Status by Annual E-Commerce Revenue

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 25% 25% 0% 50% 0%

Between $100 and 
$150 million 33% 0% 67% 0% 0%

Between $50 and 
$100 million 0% 40% 60% 0% 0%

Between $10 and 
$50 million 38% 0% 25% 37% 0%

Less than $10 
million 30% 18% 33% 16% 3%

Source: Platt Retail Institute

The three most significant business challenges that are driving OCM adoption 
by CPMs (see Chart 36) are: the firm is not organized properly to serve the 
needs of  omni-channel customers (41 percent); inconsistent messages across 
channels are confusing our customers (39 percent); and e-commerce-only 
businesses are impacting our traditional business channels (37 percent).

Chart 36. OCM Business Challenges

Source: Platt Retail Institute
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For those CPMs that have allocated a budget to implementing an OCM 
strategy next year, mobile platforms/apps for customers, big data analytics to 
assess customer behavior across channels and determine the return on 
marketing channel investments, and mobile platforms for sales associate 
enablement were the top priorities based on the amount that is planned to be 
spent (see Charts 37A and 37B). 

Chart 37A. OCM Budget

Source: Platt Retail Institute

37



Chart 37B. Breakdown of OCM Budget

Source: Platt Retail Institute
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iii. Banking and Financial Services

The following Chart 38 illustrates the annual revenue of the banks and 
financial services firms (B&FS) participating in this research. Chart 39 
illustrates these firms’ annual e-commerce revenue.

Chart 38. Annual Revenue

　 　 　 Percent

More than $500 millionMore than $500 million 　 25%　
Between $250 and $500 millionBetween $250 and $500 millionBetween $250 and $500 million 9%　
Between $100 and $250 millionBetween $100 and $250 millionBetween $100 and $250 million 9%　
Between $25 and $100 millionBetween $25 and $100 millionBetween $25 and $100 million 15%　

Less than $25 millionLess than $25 million 　 42%　

Total 　 　 100%

Source: Platt Retail Institute

Chart 39. Annual E-Commerce Revenue

　 　 　 Percent

More than $150 millionMore than $150 millionMore than $150 million 5%

Between $100 and $150 millionBetween $100 and $150 millionBetween $100 and $150 million 5%

Between $50 and $100 millionBetween $50 and $100 millionBetween $50 and $100 million 8%

Between $10 and $50 millionBetween $10 and $50 millionBetween $10 and $50 million 9%

Less than $10 millionLess than $10 million 　 73%

Total 　 　 100%

Source: Platt Retail Institute

Thirty-one percent of  B&FS firms are not evaluating an OCM strategy, and 18 
percent have no plans to implement an OCM (for a total of 49 percent). Thirty-
three percent of  respondents stated that they currently are evaluating an OCM 
strategy, and 18 percent plan to implement an OCM strategy within the next 
three years (for a total of 51 percent). These results compare favorably with 
the overall research results, indicating that B&FS firms are more interested in 
OCM overall than other industries generally in our research. Chart 40 details 
whether companies are implementing an OCM strategy.
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Chart 40. OCM Implementation Status

Source: Platt Retail Institute

Sixty-four percent of B&FS firms with revenue over $500 million currently are 
evaluating an OCM strategy or plan to implement an OCM strategy within the 
next three years. This compares to 33 percent of B&FS firms with revenue 
under $25 million (see Chart 41A). All of the B&FS firms with more than $150 
million in e-commerce revenue currently are evaluating an OCM strategy or 
plan to implement an OCM strategy within the next three years. This compares 
to 52 percent of B&FS firms with e-commerce revenue under $10 million (see 
Chart 41B).

Chart 41A. OCM Implementation Status by Annual Revenue

Company Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 18% 18% 47% 17% 0%

Between $250 and 
$500 million 0% 17% 66% 0% 17%

Between $100 and 
$250 million 33% 0% 33% 34% 0%

Between $25 and 
$100 million 50% 0% 30% 10% 10%

Less than $25 
million 39% 28% 18% 4% 11%

Source: Platt Retail Institute

40



Chart 41B. OCM Implementation Status by Annual E-Commerce Revenue

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 0% 0% 33% 67% 0%

Between $100 and 
$150 million 0% 0% 33% 67% 0%

Between $50 and 
$100 million 60% 40% 0% 0% 0%

Between $10 and 
$50 million 50% 17% 33% 0% 0%

Less than $10 
million 30% 18% 36% 6% 10%

Source: Platt Retail Institute

The three most significant business challenges that are driving OCM adoption 
by B&FS firms (see Chart 42) are: competitors may implement such a strategy 
first (41 percent); the concern of falling behind in the technology that supports 
omni-channel commerce capabilities (41 percent); customers can easily switch 
vendors due to digital advances (35 percent); and inconsistent messages 
across channels are confusing our customers (35 percent).

Chart 42. OCM Business Challenges

Source: Platt Retail Institute
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For those B&FS firms that have allocated a budget to implementing an OCM 
strategy next year, the creation of  an interactive portal for engaging customers 
directly, big data analytics to assess customer behavior across channels and 
determine the return on marketing channel investments, and engaging 
partners and/or business customers in collaborative marketing were the top 
priorities based on the amount that is planned to be spent (see Charts 43A and 
43B).

Chart 43A. OCM Budget

Source: Platt Retail Institute
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Chart 43B. Breakdown of OCM Budget

Source: Platt Retail Institute
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iv. Retail

The following Chart 44 illustrates the annual revenue of the retailers 
participating in this research. Chart 45 illustrates these firms’ annual e-
commerce revenue.

Chart 44. Annual Revenue

　 　 Percent

More than $500 millionMore than $500 million 　 21%

Between $250 and $500 millionBetween $250 and $500 millionBetween $250 and $500 million 5%

Between $100 and $250 millionBetween $100 and $250 millionBetween $100 and $250 million 5%

Between $25 and $100 millionBetween $25 and $100 millionBetween $25 and $100 million 21%

Less than $25 millionLess than $25 million 　 48%

Total 　 　 100%

Source: Platt Retail Institute

Chart 45. Annual E-Commerce Revenue

　 　 　 Percent

More than $150 millionMore than $150 millionMore than $150 million 9%

Between $100 and $150 millionBetween $100 and $150 millionBetween $100 and $150 million 12%

Between $50 and $100 millionBetween $50 and $100 millionBetween $50 and $100 million 4%

Between $10 and $50 millionBetween $10 and $50 millionBetween $10 and $50 million 12%

Less than $10 millionLess than $10 million 　 63%

Total 　 　 100%

Source: Platt Retail Institute

Sixteen percent of  retailers are not evaluating an OCM strategy, and 17 
percent have no plans to implement an OCM (for a total of  33 percent). Forty-
six percent of respondents stated that they currently are evaluating an OCM 
strategy, and 21 percent plan to implement an OCM strategy within the next 
three years (for a total of 67 percent). These results compare favorably with 
the overall research results, indicating that retailers are more interested in 
OCM overall than other industries generally in our research. Chart 46 details 
whether companies are implementing an OCM strategy.
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Chart 46. OCM Implementation Status

Source: Platt Retail Institute

Eighty-three percent of retailers with revenue over $500 million currently are 
evaluating an OCM strategy or plan to implement an OCM strategy within the 
next three years. This compares to 58 percent of  retailers with revenue under 
$25 million (see Chart 47A). Eighty percent of  retailers with more than $150 
million in e-commerce revenue currently are evaluating an OCM strategy or 
plan to implement an OCM strategy within the next three years. This 
compares to 59 percent of  retailers with e-commerce revenue under $10 
million (see Chart 47B).

Chart 47A. OCM Implementation Status by Annual Revenue

Company 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 0% 17% 67% 8% 8%

Between $250 
and $500 million 0% 34% 33% 33% 0%

Between $100 
and $250 million 0% 34% 33% 33% 0%

Between $25 and 
$100 million 17% 0% 42% 33% 8%

Less than $25 
million 26% 22% 41% 7% 4%

Source: Platt Retail Institute
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Chart 47B. OCM Implementation Status by Annual E-Commerce Revenue

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement an 
OCM Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 0% 20% 40% 20% 20%

Between $100 
and $150 million 0% 0% 86% 14% 0%

Between $50 and 
$100 million 0% 50% 0% 50% 0%

Between $10 and 
$50 million 29% 0% 43% 28% 0%

Less than $10 
million 19% 22% 42% 11% 6%

Source: Platt Retail Institute

The three most significant business challenges that are driving OCM adoption 
by retailers (see Chart 48) are: customers can easily switch vendors due to 
digital advances (50 percent); the concern of  falling behind in the technology 
that supports omni-channel commerce capabilities (42 percent); and not 
organized properly to serve the omni-channel customer (37 percent).

Chart 48. OCM Business Challenges

Source: Platt Retail Institute
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For those retailers that have allocated a budget to implementing an OCM 
strategy next year, mobile platforms for sales associate enablement, mobile 
platforms/apps for customers, and OCM operations (e.g., fulfillment) for 
converting/executing sales were the top priorities based on the amount that is 
planned to be spent (see Charts 49A and 49B).

Chart 49A. OCM Budget

Source: Platt Retail Institute
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Chart 49B. Breakdown of OCM Budget

Source: Platt Retail Institute
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Appendix A – Subjective Response Review

As part of our research, we asked a series of four subjective questions. These 
included the following:

1. What are the biggest challenges that your firm is currently facing in 
terms of establishing an OCM program?

2. What goals are you trying to achieve by adopting an OCM strategy?
3. How will your firm evaluate the return-on-investment from an 

investment in an OCM strategy?
4. If your firm is not currently investigating the merits associated with 

OCM, what are the primary reasons for this?

We grouped these responses for presentation purposes, and present the 
responses here.

Chart A1 represents the biggest challenges that firms are currently facing 
when establishing an OCM program. The top three business challenges noted 
were: a lack of budget and capital (61 respondents); a lack of staff resources/
human capital (60 respondents); and a lack of an awareness of OCM 
programs and their benefits (48 respondents).  

Chart A1. Biggest Challenges to Establishing OCM

Source: Platt Retail Institute
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Chart A2 reports the responses to a question asking what goals participants 
are trying to achieve by adopting an OCM strategy. The top five goals noted 
are: increasing sales revenue (59 respondents); having better connections 
with clients (46 respondents); establishing a consistent message or strategy 
(43 respondents); providing a better customer experience/satisfaction (34 
respondents); and providing a valuable brand (28 respondents).  

Chart A2. Goals Achieved by OMC

Source: Platt Retail Institute

Chart A3 reflects responses to a question about how  a firm would evaluate 
the return on investment (ROI) from investments in an OCM strategy. The top 
five methods noted are: through sales revenue (51 respondents); analytics/
metrics (26 respondents); number of customers (18 respondents); profitability 
(12 respondents); and overall ROI of all OCM channels together, instead of 
comparing ROI for an individual channel (11 respondents).  

Chart A3. Evaluation of ROI

Source: Platt Retail Institute
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Chart A4 illustrates the primary reasons why companies are not evaluating an 
OCM strategy presently. The top five reasons for this are: it does not apply to 
their industries (43 respondents); there is a lack of budget and capital (42 
respondents); there is a need for awareness of OCM programs and their clear 
benefits recognition (36 respondents); there is lack of staff  resources/human 
capital (30 respondents); and due to their CEO and top management styles 
(13 respondents).

Chart A4. Reasons for Not Investigating OCM

Source: Platt Retail Institute
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Appendix B – Omni-Channel Education

The AMA was also interested in learning about educational topics of interest 
regarding OCM, as well as the preferred method of learning. As Chart B1 
illustrates, the topics of most interest were big data analytics to assess 
customer behavior across channels (36 percent) and using social media 
across channels in support of  an OCM strategy (34 percent). Chart B2 shows 
the preferred learning methods, which include webinars (31 percent), 
conferences (21 percent), and research reports (18 percent).

Chart B1. Education Topics

Source: Platt Retail Institute
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Chart B2. Preferred Learning Methods

Source: Platt Retail Institute
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Appendix C – Other Industries’ OCM Implementation 
Status

The following charts detail OCM implementation progress based on annual 
revenue and annual e-commerce revenue for six of the top 10 industries in our 
research.6

Publishing and Digital Media

Company 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 14% 14% 43% 29% 0%

Between $250 
and $500 million 25% 25% 50% 0% 0%

Between $100 
and $250 million 50% 50% 0% 0% 0%

Between $25 and 
$100 million 40% 0% 30% 20% 10%

Less than $25 
million 25% 17% 37% 13% 8%

Source: Platt Retail Institute

E-Commerce 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 20% 20% 40% 20% 0%

Between $100 
and $150 million 0% 0% 0% 0% 0%

Between $50 
and $100 million 33% 34% 0% 33% 0%

Between $10 
and $50 million 34% 0% 33% 33% 0%

Less than $10 
million 27% 15% 38% 12% 8%

Source: Platt Retail Institute
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6 Other and Education omitted.



Software and Cloud Services 

Company 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 15% 31% 31% 23% 0%

Between $250 
and $500 million 0% 67% 33% 0% 0%

Between $100 
and $250 million 50% 0% 25% 25% 0%

Between $25 
and $100 million 0% 50% 33% 17% 0%

Less than $25 
million 37% 19% 26% 7% 11%

Source: Platt Retail Institute

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 33% 17% 17% 33% 0%

Between $100 
and $150 million 0% 0% 0% 100% 0%

Between $50 and 
$100 million 33% 67% 0% 0% 0%

Between $10 and 
$50 million 17% 33% 16% 17% 17%

Less than $10 
million 27% 24% 35% 8% 6%

Source: Platt Retail Institute
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Telecommunications 

Company 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 11% 22% 11% 45% 11%

Between $250 
and $500 million 17% 33% 50% 0% 0%

Between $100 
and $250 million 50% 0% 0% 0% 50%

Between $25 
and $100 million 0% 0% 50% 50% 0%

Less than $25 
million 41% 24% 17% 6% 12%

Source: Platt Retail Institute

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 0% 0% 25% 75% 0%

Between $100 and 
$150 million 100% 0% 0% 0% 0%

Between $50 and 
$100 million 0% 50% 25% 25% 0%

Between $10 and 
$50 million 25% 25% 25% 25% 0%

Less than $10 
million 32% 20% 24% 8% 16%

Source: Platt Retail Institute
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Industrial Products 

Company 
Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 18% 27% 37% 0% 18%

Between $250 
and $500 million 0% 0% 0% 0% 0%

Between $100 
and $250 million 33% 0% 0% 0% 67%

Between $25 
and $100 million 25% 0% 25% 50% 0%
Less than $25 
million 37% 19% 25% 6% 13%

Source: Platt Retail Institute

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 50% 50% 0% 0% 0%

Between $100 and 
$150 million 0% 0% 100% 0% 0%

Between $50 and 
$100 million 0% 50% 0% 0% 50%

Between $10 and 
$50 million 0% 0% 100% 0% 0%
Less than $10 
million 33% 15% 22% 11% 19%

Source: Platt Retail Institute
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Wholesale Distribution 

Company Annual 
Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $500 
million 0% 0% 67% 33% 0%

Between $250 and 
$500 million 100% 0% 0% 0% 0%

Between $100 and 
$250 million 0% 0% 0% 0% 0%

Between $25 and 
$100 million 29% 14% 14% 29% 14%

Less than $25 
million 31% 16% 26% 11% 16%

Source: Platt Retail Institute

E-Commerce 
Annual Revenue

Not 
Evaluating

No Plans to 
Implement 
an OCM 
Strategy

Currently 
Evaluating 
an OCM 
Strategy

Planning to 
Implement 
OCM Next 
Year

Plan to 
Implement 
OCM in the 
Next 2-3 
Years

More than $150 
million 0% 0% 0% 100% 0%

Between $100 and 
$150 million 34% 0% 33% 33% 0%

Between $50 and 
$100 million 0% 0% 0% 100% 0%

Between $10 and 
$50 million 0% 67% 33% 0% 0%

Less than $10 
million 32% 8% 32% 12% 16%

Source: Platt Retail Institute
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