
OMNICHANNEL BEST PRACTICES

Build an Omnichannel Experience 
That’s Easy to Love
Use our “channel-less experience” framework to learn what customers really think about your 
omnichannel experience — and how to make it more lovable.



Omnichannel isn’t easy.

Retailers are used to thinking about channels separately — 
the store, the website, the outlet, etc. — and implementing 
technologies to improve the customer experience one 
channel at a time. But today’s customers don’t care about 
channels. Instead, they want a single, cohesive experience 
that feels truly channel-less. And their expectations  
are rising.

Your customers want to shop anywhere, buy anywhere, and 
return anywhere. They want to see product information 
and reviews on demand. And they want to know what’s 
happening with their orders at all times. Nearly three out 
of four (73 percent) of consumers want the ability to track 
orders across all points of interaction.1 

Failing to meet those expectations can have serious 
consequences. More than half (51 percent) of consumers 
will abandon your brand after one or two poor in-store 
shopping trips.2 Eighty percent won’t buy from you after an 
inconvenient product return experience.3 And 84 percent 
won’t buy from you after just one poor delivery experience.4 

1BRP Consulting , 2018. 2Ibid. 3ReadyCloud, 2018. 4Convey survey of 1,508 shoppers, 2017.
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80% percent of consumers 
won’t buy from you after 
an inconvenient product 
return experience.

80%



How can you tell if customers love your omnichannel 
experience — or if it needs improvement fast? The 
channel-less framework described in this guide can 
help you evaluate your customer experience and 
prioritize opportunities to make it more lovable.
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The five pillars of channel-less experience
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A channel-less customer experience is an experience that 
transcends channels. Instead of having sharp divisions between 
online and in store, these distinctions begin to blur. For example, 
sales reps in store may talk with customers about what they 
bought online. Apps can show customers products available 
online and offline in one view. And products bought online can  
be picked up and returned in store, and vice versa.

Based on our experience with omnichannel 
merchants, there are five critical pillars of 
the channel-less experience.



5“Are You Listening? The Truth About What Customers Want in a Digital World,” Calabrio.
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You need a presence that spans and interconnects 
both digital and physical touchpoints.

Your products should be available 
wherever your customers shop. 
This means you need a presence 
that spans — and interconnects 
— both digital and physical 
touchpoints. Having a “shoppable” 
presence on social media that 
lets people buy your product or 
message their local store inside 
their favorite network is one way 
to connect digital and the physical 
spaces. Progressive web apps 
(PWAs) and mobile apps  
are another.

For example, your app could 
let customers know about in-
store deals via push notification. 
Customers could use your app 
in store to search for products, 
order products online that aren’t 
available in-store, or contact a sales 
rep. And sales reps could recognize 
online customers when they walk 
through the door. In places where 
customers are resistant to mobile 
apps, you can also offer in-store 
kiosks that allow shoppers to 
search for products in other store 
locations and online.

Other key aspects of availability 
include 24 x 7 access to 
information, such as order and 
billing status, and human help 
through call centers and chat apps. 
In fact, 75 percent of buyers are 
more loyal to businesses that give 
them the option to interact with a 
human.5 As your business expands 
and attracts customers in other 
regions, you may also want to 
make product and related content 
available in multiple languages. 
In fact, if growth projections are 
very promising , you might build 
completely localized websites.

1. Availability



6“Dina Gerdeman, “Should Retailers Match Their Own Prices Online and In Stores?” Harvard Business School, Working 
Knowledge Blog, May 30, 2018: https://hbswk.hbs.edu/item/should-retailers-match-prices-online-and-in-stores 7Ibid.  
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Matching your 
own best price 
is not only good 
for customer 
relationships, it’s 
also good for your 
bottom line. 

Your brand or store’s products, 
pricing , and policies should be 
consistent across your channels. 
Customers should be able to 
find the latest products online 
and in-store. Policies should be 
clear, consistent, and accurately 
communicated across channels. 
For example, it is frustrating to 
customers when return policies 
are different in store and online, or 
when your chatbots and your FAQ 
communicate different things.

Your pricing should either be 
consistent across channels, or 
you should be willing to match 
your best price (and maybe your 
competitors’ prices). According to 
research sponsored by Harvard 
Business School, matching your 
own best price is not only good 

for customer relationships, it’s 
also good for your bottom line. It 
encourages customers to spend 
longer in stores as they do “on the 
fly” research, looking for the best 
deals. Those who do their research 
get favorable pricing and the 
satisfaction of getting the  
best deal.6 

Price matching also allows retailers 
to charge higher “convenience” 
rates to customers who shop in 
store, but don’t want to research 
prices.7 This means that customers 
who don’t do their research—and 
fail to ask for the price match—will 
end up paying more. It also drives 
customer loyalty, which allows 
retailers to set slightly higher prices 
online than they would if they 
were competing solely on price.

2. Consistency



92018 Ecommerce study, Pitney Bowes.
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Customers no longer have the 
patience to do what’s most 
convenient for you. Instead, 
they want an experience 
that’s flexible and, when 
necessary, integrates multiple 
channels. Ideally, retailers 
should offer flexible options 
for payments, shipping and 
delivery, and returns.

Payments
Payment options may include the 
traditional credit card as well as other 
third-party payment services, such as 
Apple Wallet, etc. Generally speaking, the 
more options you can support, the better. 
However, payment flexibility doesn’t stop 
there. Customers also want the ability to 
combine multiple offers and payment 
methods into a single order, such as a 
promo code, a gift card, and a credit card. 

Moreover, a growing number of retailers 
offer the ability to defer payments and/
or break them into multiple installments. 
According to a customer survey by 
Klarna, a global payments provider, 
the average order value from shoppers 
paying in installments is 68 percent 
higher than shoppers paying all at once. 
Also, 44 percent of shoppers paying in 
installments would have abandoned 
their carts if installment purchases hadn’t 
been available.

3. Flexibility



92018 Ecommerce study, Pitney Bowes. 10Ready Cloud, 2018. 112018: Consumer Returns in the Retail Industry, Appriss. 12Statista, 2019. 13UPS Pulse of the Online Shopper™ Study, 2018: 
China, Hong Kong, and Japan. 14Ready Cloud, 2018.
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Shipping and delivery
Most customers want the option to pick 
up in stores or at warehouses. But that is 
just the beginning. Increasingly popular 
options include curbside pickup as well 
as delivering merchandise into the trunk 
of shoppers’ cars, home garages, and 
to designated lockers. Customers also 
want to split their shipments, so they can 
receive certain products earlier and send 
parts of an order to multiple addresses.

Customers also want the ability to 
choose between fast shipping and free 
shipping. When shipping isn’t free or 
fast enough, 91 percent of consumers 
leave or abandon their carts. Nearly 
half (43 percent) go to marketplaces 
like Amazon.9 This is especially true for 
cross-border commerce. Worldwide, 

high shipping costs are the number one 
reason consumers abandon their carts.

Returns
Flexible return policies can make or 
break your omnichannel sales. Two-
thirds (66 percent) of consumers check 
a company’s return policy before making 
a purchase.10 Why? A growing number 
of online shoppers buy multiple items at 
once, knowing they are going to return 
all but one. 

Another hallmark of a flexible return 
experience is the ability to buy online 
and return in store. In the US, 11 percent 
of all online purchases are returned in 
store, and 38 percent say that number 
is growing.11 Buy online/return in store 
is also increasingly popular in Europe, 

where online return rates range from a 
low of 32 percent (Poland) to a high 
of 53 percent (Germany)12, and in Asia. 
According to a UPS survey of consumers 
in China, Hong Kong, and Japan, online 
return rates average around 40 percent. 
Of those who return in store, 69 percent 
will make new purchases during the 
same trip.13 

For returns that happen online, 
customers want free shipping. However, 
only 11.8 percent of eCommerce returns 
ship free.14 Depending on your cost 
structure, free shipping for returns can be 
a major competitive advantage.

of consumers check a 
company’s return policy 
before buying

66% 11.8%
Only of eCommerce returns 

ship free
When shipping isn’t free 
or fast enough 91% of 
consumers abandon 
their carts. And 43% 
of consumers go to 
marketplaces like Amazon



14Accenture and Retail Industry Leaders Association, 2018. 15Epsilon, 2018. 16Ibid.

The percentage of customers 
who want more personalized 
product recommendations

How much more likely consumers 
are  to buy when brands offer 
personalized experiences

How much more likely those who find 
personalized service appealing are to 
become your best customers 

63%
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4. Personalization

Personalization is another 
essential part of the omnichannel 
experience. In fact, 63 percent 
of customers say they want 
more personalized product 
recommendations.14 And 
consumers are 80 percent more 
likely to buy when brands offer 
personalized experiences.15 

Personalization should permeate 
all aspects of your shopping 
experience, from the emails 
customers receive to how sales 
reps greet them when they visit 
the store. As AI and machine 
learning allow retailers to create 
ultra-personalized promotions, 
even simpler personalization based 
on location and demographics 
may begin to feel generic. 

The good news is that an 
investment in personalization 
technologies is likely to pay 
off. Consumers who believe 
personalized experiences are very 
appealing are 10 times more likely 
to become your most valuable 
customers: those who make more 
than 15 transactions in one year.16  

80% 10x



of consumers want 
order tracking across all 

touchpoints
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Your customers want to know 
what you know. At a minimum, 
they want clear and unambiguous 
product pricing as well as accurate 
shipping quotes before checkout. 
The rules for price-matching 
programs and product returns 
should be clear and easy to find.

Your customers also want to know 
where their orders are at all times. 
As we noted before, 73 percent 
of customers want order tracking 
across all touchpoints. Plus, they 
want customer service reps to have 
the latest information on orders in 
progress.

Moreover, customers want access 
to their whole history with your 
brand, whether they bought online, 
in the store, or through your retail 
partner. Ideally, they’d like to do 
this through your mobile and 
desktop eCommerce website. 
In addition, customers want to 
understand how you’re using their 
data, and what you’re doing to 
keep it secure.

5. Transparency

73%



A channel-less experience is 
built around your customers’ 
needs, no matter which 
channels those customers 
access. When you focus on 
optimizing individual channels 
rather than the experience 
as a whole, you can miss 
opportunities. For example, when 
customers visit your stores to pick 
up or return items they bought 
online, they are likely to make 
extra purchases. 

How can you tell if your 
omnichannel experience feels 
channel-less to your customers? 
We’ve developed some diagnostic 
questions to help you gauge your 
performance across all five aspects 
of the channel-less experience. 
Every “no” answer is an opportunity 
to improve. 
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Diagnose your strengths and weaknesses

1. AVAILABILITY
Can customers find product information 24 x 7? Y/N

Is your website almost never down (99%+ uptime)? Y/N

Is your webstore cloud-based and scalable during high-demand periods? Y/N

Do you offer Progressive Web Apps or a mobile app to takes advantage of smartphone features  
like push notifications? Y/N

Do you offer live chat on your website? Y/N

Can customers get live help after local business hours? Y/N

Can customers see the status of their orders 24 x 7? Y/N

2. CONSISTENCY
Do you offer the same products online and in store? Y/N

Do you match online prices in store? Y/N

Are your return policies the same online and in store? Y/N

Is your brand logo, style, and voice the same online and in store? Y/N

Do your website, phone service reps, and chat reps all communicate the same message? Y/N



3. FLEXIBILITY
Can customers choose from a variety of flexible payment options? Y/N

Can customers pay for a single order using multiple methods (e.g., gift cards, credit card, etc.)? Y/N

Do you offer installment payments or deferred payments? Y/N

Can customers choose among a variety of shipping and delivery options? Y/N

Can customers split orders and ship them to multiple addresses? Y/N

Can customers order online and pick up in store? Y/N

Do you offer curbside or direct-to-vehicle pickup? Y/N

Can customers order online and pick up in lockers? Y/N

Is your return policy flexible? Y/N

Can customers buy online and return in store? Y/N

Do you offer free shipping for returns? Y/N

5. TRANSPARENCY
Can customers easily find product reviews and ratings on your website? Y/N

Can customers see what’s happening with their orders in real time? Y/N

Can customers see their entire transaction history, including orders made at 
different locations and via different sub-brands, in one place?

Y/N

Can customers easily find your policies on returns, service, and data security? Y/N

Is it easy for customers to opt out of communications? Y/N

Do customer service sales reps have access to the latest information on customer 
orders? Are they empowered to fix issues?

Y/N

4. PERSONALIZATION
Do you have a unified view of customer behavior that includes what they do online and  
in store?

Y/N

Are local and national promotions coordinated to avoid over-communicating with customers? Y/N

Does your eCommerce site provide personalized content based on shoppers’ past behavior 
online and in store?

Y/N

Are email communications based on shoppers’ past behavior online and in store? Y/N

Are special offers and loyalty programs based on shoppers’ past behavior online and in store? Y/N
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Strengths and weaknesses (continued)

Next steps.
After answering these diagnostic questions, most 
businesses will find at least a few opportunities to improve. 
For each opportunity, you’ll need to define how you would 
like your experience to look and feel from the customer 
perspective. Once you’ve done that, you can determine 
which back-end technology changes are required to make 
it happen.

Magento Commerce is designed to make omnichannel 
selling easier and more effective. Learn more about which 
Magento technologies can help you design a channel-
less experience your customers will love >



WANT TO LEARN MORE?

These products and solutions can help you deliver a  
channel-less experience:

Magento for Omnichannel ›

Magento Order Management ›

Magento Commerce ›

PWA Studio ›

Magento Marketplace ›

Copyright © 2020 Adobe Inc. All rights reserved. 

Adobe and the Adobe logo are either registered 

trademarks or trademarks of Adobe Inc. in the United 

States and/or other countries.

ADOBE EXPERIENCE CLOUD
Leveraging deep customer intelligence, Adobe 
Experience Cloud gives you everything you need 
to deliver a well-designed, personal and consistent 
experience that delights your customers every time  
you interact with them. 

Built on the Adobe Experience Platform, leveraging 
Adobe Sensei machine learning and artificial  
intelligence, Adobe Experience Cloud gives you access 
to the world’s most comprehensive suite of solutions 
across three clouds—Adobe Analytics Cloud, Adobe 
Marketing Cloud, and Adobe Advertising Cloud. And 
because it’s from Adobe, it’s integrated with Adobe 
Creative Cloud and Document Cloud so that the design 
of a great experience is inextricably linked to its delivery.

ADOBE COMMERCE CLOUD
Adobe Commerce Cloud combines Magento  
Commerce with Adobe Experience Cloud, providing  
an end-to-end platform to manage, personalize, and 
optimize the commerce experience across every  
touch point.

MAGENTO COMMERCE
Magento Commerce is a flexible, scalable commerce 
solution with integrated tools for managing, measuring , 
and optimizing every aspect of the commerce experience.

magento.com
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https://magento.com/solutions/omnichannel
https://magento.com/products/order-management
https://magento.com/products/magento-commerce
https://magento.com/products/magento-commerce/pwa
https://marketplace.magento.com/
http://www.magento.com
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