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In Pursuit of the Optimal Customer Experience

While they do have a greater lifetime value, omnichannel 
customers tend to have high expectations for a positive 
experience. They’re researching their purchases 
extensively online – seeking out detailed product 
information, reading reviews and consulting their social 
networks. Before placing an ecommerce order, they want 
to know if an item is in stock online or at a nearby store. 
Thanks to Amazon, they’ve come to expect fast AND free 
shipping, as well as the options to buy online and pick  
up in store (BOPIS). If they don’t like an item they’ve 
ordered, they want the option to return it to the store  
or by mail, for free.

Retailers who are able to satisfy these expectations have 
a distinct competitive advantage. In fact, 73 percent 

of consumers say that a good customer experience 
is key in influencing their brand loyalties, a recent 
PwC study shows. Qualities at the top of their list: 
efficiency, convenience, and knowledgeable service. 

With so much at stake, omnichannel retailers  
face considerable pressure to deliver an optimal 
customer experience.

Today, 84 percent of U.S. consumers shop across multiple channels with more than half  
(56 percent) saying they engage equally online and offline, according to a report from  
Periscope By McKinsey. 

In recent years, the channels available for omnichannel retailing have broadened significantly. 
They now include offline outlets, like brick-and-mortar stores and pop-up shops, as well as 
online channels, like direct-to-consumer (DTC) ecommerce sites, mobile apps, Amazon and 
other marketplaces and social networks such as Pinterest, Facebook and Instagram.

Successful retailers recognize the value of their omnichannel customers. Shoppers, who 
regularly buy from a retailer both online and instore spend 15 percent more per purchase 
than those who shop just on one channel, according to global payments firm Adyen.

In fact, 73 percent of consumers say that a good 
customer experience is key in influencing their 
brand loyalties, a recent PwC study shows.

Utilizing an OMS to Deliver an Outstanding  
Omnichannel Customer Experience

OMNICHANNEL SOLUTIONS PROVIDER
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OMS Helps to Address Common Omnichannel Concerns

To get the customer experience right, retailers must provide consistent and seamless service. They need to be able to 
optimize inventory across multiple distribution nodes, route orders for maximum efficiency, continually improve cycle 
time, keep customers apprised of order status/location, manage backorders efficiently, and process an astounding 
volume of returns and exchanges – all while attempting to achieve profitability. 

All of these actions require much more sophisticated technology solutions than many retailers’ existing legacy systems 
can support. A traditional warehouse management system (WMS), for example, can play a valuable role, but it is simply 
not up to the challenges of omnichannel operations on its own.    It can’t handle back order management, purchasing or 
rapid replenishment. It is limited to the four walls of the distribution center. 

It’s not surprising, then, that retailers are seeking a more robust technology solution. The vast majority have found that 
an order management system (OMS) can help deliver the desired customer experience. In fact, 84 percent of retailers 
are currently implementing a new OMS or upgrading their system or plan to within the next one to two years, according 
to a study by RIS News.

Why are so many retailers making the change to an OMS? An effective system is able to address many of the 
omnichannel challenges described above. Here’s a look at seven key benefits.

1.  OPTIMIZE INVENTORY ACROSS MULTIPLE LOCATIONS CHANNELS

In an omnichannel environment, silos are simply not an 
option. Rather than keeping all of their products in one 
location or stocking separate inventory for each channel, 
retailers need to distribute inventory across multiple 
locations – brick-and-mortar stores, various warehouse 
locations, vendors (for drop shipments) and more. This 
helps to move products closer to the consumer for faster, 
more cost-effective service.

Buy online pick up in store, for example, is becoming 
increasingly common. By 2021, 90 percent of retailers  
will offer BOPIS, Retail Touchpoints reports.

The key is to have inventory readily available and 
accessible. Nearly three fourths (72 percent) of consumers 
will buy elsewhere if an item is out-of-stock in store and 
associates are not able to find it in another location.

An OMS provides enterprise-wide access to inventory 
regardless of its location – warehouses, physical stores, 
vendors, in transit and available to promise. The system 
can determine which fulfillment source to pull from to 
ensure the fastest and most affordable service. In addition 
to improving order routing, an OMS’s ability to optimize 
inventory helps to reduce inventory carrying costs.

In fact, 84 percent of retailers are currently implementing a new OMS or upgrading their system or plan to 
within the next one to two years, according to a study by RIS News.

https://www.sclogistics.com/
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2. IMPROVE VISIBILITY

With multiple sources of fulfillment, omnichannel 
retailers need comprehensive, accurate, up-to-the-
minute information about where their inventory is,  
how it is moving and where it is needed. This helps  
them understand what they have available to ship  
and available to promise while helping to prevent  
stock outs and overstocks.

The ability to find inventory information online is a high 
priority for many consumers as well. They not only want 
to check in-store availability of an item, but they also 
want to have visibility into actual inventory levels (e.g., 5 
left in stock). In fact, 79 percent consider this capability 
important enough to influence where they shop, a 2017 
IBM study reveals. Seeing the quantity available for 
products online can also give shoppers a sense of urgency 
to complete a purchase. Consumers also want to be able 
to track their orders and see when they will be delivered. 

Technologically advanced retailers have a distinct 
competitive edge in terms of visibility. With an OMS, 
they have the ability to see inventory across their entire 
enterprise. They’re also able to view orders as soon as 
they’re placed all the way to the end customer . . . and 
back if necessary. In addition to improving visibility 
internally, they can share detailed information with their 
customers – from online and in-store product availability 
to backorder status to shipment tracking. 

Retailers are falling short, however. Just 31 percent have 
up-to-date, real-time inventory visibility technology in 
place, a recent study by RIS and Gartner shows. 

3. PROVIDE SEAMLESS SERVICE ACROSS CHANNELS

Today’s consumers have high standards. They expect 
a seamless customer experience across channels and 
devices when they interact with brands. They may 
research available product options on their phone, read 
reviews on a social network, place an order from their 
laptop to be picked up in their local store, and later sign 
up for a subscription service that delivers the product to 
their mailbox every month.

An OMS helps to ensure a consistent experience at every 
point in the buyer’s journey. An optimal OMS solution 
integrates seamlessly with the warehouse management 
system (WMS), transportation management system (TMS) 
and other existing systems to manage order processing 
and track orders through to the end customer.

OMNICHANNEL SOLUTIONS PROVIDER

Just 31 percent have up-to-date, real-time 
inventory visibility technology in place, a  
recent study by RIS and Gartner shows.
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4. OFFER COMPETITIVE DELIVERY OPTIONS

As Amazon and other major players up the ante for 
deliveries, consumer expectations are following suit. 
Nearly 40 percent of consumers now expect free, two-day 
shipping, a National Retail Federation study shows. 

While competing head to head with industry giants is 
not financially feasible for many retailers, delivering 
consistently at an established service level often can 
satisfy customers’ expectations for a positive experience.

Whether the goal is same-day, two-day or even four-day 
service, the most efficient and cost-effective delivery 
option must be identified for every order. An OMS’ order 
routing capabilities can help.

With a multi-node distribution network in place, it is 
important to identify the best fulfillment source from 
which to pull. An intelligent OMS can weigh a variety of 
variables for each order: Which fulfillment location is 
closest to the customer? Are all the items ordered in  
stock there? Should individual line items be shipped  
from different sources for optimal service? 

For example, if a consumer places an order to be shipped 
to their home in Wisconsin and a retailer has inventory 
in Charlotte, San Diego and Chicago, shipping the order 
via one-day ground from the Chicago location would 
be most efficient and cost-effective. If all the items are 
not in stock in that location, the system can identify an 
alternate option such as shipping individual line items 
from different fulfillment sources. This ensures that each 
item will be delivered as quickly as possible for optimal 
cost and service.

5. ENSURE COST EFFECTIVENESS

Serving omnichannel customers can be extremely 
expensive. In fact, only 10 percent of retailers believe 
they can make a profit while fulfilling omnichannel 
demand, according to Georgia Leybourne at Manhattan 
Associates. The primary reason, she explains, is 
inadequate technology. 

Legacy systems often impede omnichannel profitability 
because they are unable to provide enterprise-wide 
visibility, route orders intelligently, scale for growth or 
accommodate lucrative new sales channels such as 
subscription box services.

An OMS can help to manage costs by optimizing 
inventory, increasing efficiency, identifying cost-effective 
transportation options and more. Having the ability to 
offer “ship to store,” for example, allows retailers to save 
money on shipping and related delivery surcharges while 
getting the customer into their brick-and-mortar store 
with the potential for incremental sales.

OMNICHANNEL SOLUTIONS PROVIDER

In fact, only 10 percent of retailers believe they 
can make a profit while fulfilling omnichannel 
demand, according to Georgia Leybourne at 
Manhattan Associates.
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6. SIMPLIFY RETURNS PROCESS

Ecommerce return rates range from 25 to 30 percent – 
roughly three times that of brick-and-mortar stores, a 
report by the U.S. Postal Service shows. Retailers must 
offer (and deliver on) hassle-free return policies if they 
want to keep customers coming back.

The vast majority of consumers (86 percent) view reverse 
logistics as a key factor when deciding where to buy, and 
81 percent said they’re likely to switch to an alternative 
retailer for future online purchases if the returns process 
isn’t easy, a JDA survey shows.

A robust OMS is able to provide a unified solution for 
managing a high volume of returns and exchanges. 
It can help to streamline the returns process and get 
salable products back in inventory more efficiently  
and cost effectively.

7. CONTROL RELATIONSHIP WITH END CONSUMER

Online marketplaces are growing in popularity; however, 
many small- to mid-sized retailers prefer to maintain 
their relationship with the customer instead of selling 
their products on Amazon, Ebay and the like. 

An OMS can be a particularly powerful tool for these 
companies. It gives them the technology required to offer 
BOPIS, ship from store, ship to store, etc. and provides a 
unified solution for back-order management – exchanges, 
returns, etc. At the same time, it allows them to build 
their own brand and develop a loyal customer following.

81 percent of consumers said they’re likely 
to switch to an alternative retailer for future 
online purchases if the returns process isn’t 
easy, a JDA survey shows.

https://www.sclogistics.com/
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Checklist for an Optimal OMS

Retailers should research their options for an OMS carefully. A wide variety of options are available, and it is important 
to find the version that best suits their unique needs. The following characteristics help to ensure a robust system. 

  CLOUD BASED

A cloud-based system can be accessed from anywhere, 
a particularly important benefit when operating from 
a single inventory. It allows for faster implementation 
and greater scalability down the road. The cloud also 
provides built-in redundancy, disaster recovery and  
fail-over redundancy. 

More and more retailers are opting for cloud computing. 
In fact, nearly 90 percent of organizations in the retail/
wholesale industry consider cloud business intelligence 
to be important with close to 60 percent describing it as 
“critical” or “very important,” according to a 2019 study  
by Dresner Advisory Services.  

  RESPONSIVE, REAL-TIME

With real-time enterprise inventory visibility across all 
fulfillment sources, users can pull data whenever they 
want instead of waiting for it to be pushed to them on a 
scheduled basis. Retailers will know immediately if they 
have product in inventory or “available to promise,” so 
they can make commitments to their customers. As end-
customers’ demand for accurate inventory information 
increases, this will become more and more important. 
End consumers will also have the ability to track their 
order all the way through to delivery.   

  SINGLE PLATFORM

An OMS that operates on a single platform can integrate 
numerous systems to work seamlessly in real-time 
– receiving orders from various channels, managing 
inventory across multiple fulfillment sources and routing to 
the best fulfillment sources. This helps to ensure visibility 
and provide accurate information to the end customer.   

  SCALABLE SYSTEMS

When selecting an OMS, retailers often focus on their 
current needs instead of looking to the future. However,  
it is advisable to seek out an OMS that is able to grow with 
their business and adjust to fluctuations in the sales cycle. 
As customer expectations continue to become more 
sophisticated, the system will be able to accommodate 
them more readily.   

  INTELLIGENT ORDER ROUTING

An effective OMS will automatically route orders so that 
they are fulfilled from the most effective fulfillment 
source. This helps to optimize inventory management, 
increase efficiency, control costs and – ultimately – 
provide the optimal customer experience.

  INVENTORY MANAGEMENT

A robust OMS will be able to manage inventory across 
the retailer’s entire enterprise – both available to ship 
and available to promise. It should allow for inventory 
segmentation to protect inventory by customer and 
sales channel. It should also incorporate a backorder 
management process in order to capture sales at peak 
demand and automatically fill orders as inventory 
becomes available. 

  ORDER VALIDATION

To ensure accuracy and safeguard customer information, 
it is important to select an OMS that can integrate with 
order validation partners such as an address validation 
service or fraud protection service.  

https://www.sclogistics.com/
https://www.forbes.com/sites/louiscolumbus/2019/04/07/the-state-of-cloud-business-intelligence-2019/#2696e1fa287a
https://www.forbes.com/sites/louiscolumbus/2019/04/07/the-state-of-cloud-business-intelligence-2019/#2696e1fa287a


sales@sclogistics.com
sclogistics.com

3010 Saddle Creek Road
Lakeland, FL 33801

Sales: 888-878-1177
Main: 863-665-0966

Invest in an OMS or Outsource?

The decision on whether to invest in an OMS or outsource to a 3PL can be a difficult one. Many companies look at 
numerous factors when making this decision, such as internal expertise, financial investment, ability to scale and 
numerous other factors. Here are a few questions to consider when deciding if outsourcing an OMS is the right choice.

IS LOGISTICS/SUPPLY CHAIN A CORE  
COMPETENCY FOR YOUR ORGANIZATION?

A skilled 3PL with an integrated OMS will remove the 
burden on operations time and overhead and allow you 
to focus on what you do best. Outsourcing supply chain 
operations allows you to put fulfillment in the hands of 
experienced partners that specialize in just that – supply 
chain operations. This gives you the unique advantage to 
provide your customer with an experience that is handled 
by experts from inception to product delivery. Trusting 
a partner with the end journey of your customers’ 
experience can be difficult. Choosing the right 3PL is vital.

DO YOU HAVE THE INTERNAL  
EXPERTISE TO MANAGE THE SYSTEM?

Just 10 percent of retailers have implemented an OMS and 
say it is working well, BRP’s 2018 survey shows. The low 
success rate is likely due, in part, to insufficient expertise.

Many companies have an experienced IS department, but 
how familiar are they with an OMS? Have they worked 
with one before? Do they have current, comprehensive 
knowledge of the WMS? Are they able to integrate the 
two? Can they troubleshoot when problems arise? Is their 
ability to navigate the system sufficient to keep customers’ 
orders flowing and maintain customer satisfaction? 

All of these are important questions when considering 
investing in an OMS or outsourcing to someone with 
experience running an OMS. The time and cost associated 
with training current employees on the system should be 
a factor as well.

ARE YOU READY TO MAKE THE  
REQUISITE FINANCIAL INVESTMENT?

An OMS can be a costly venture. Most systems require 
a major capital outlay up front, followed by associated 
monthly fees as well as customer support fees that 
accrue as you learn the system and require assistance. 
In addition to the expense associated with the OMS 
software purchase, other business costs also must be 
taken into account. Employees will need to be trained 
on how to utilize the software, downtime will escalate 
during the integration phase, and initial utilization of new 
technology can also cause order errors – resulting  
in unsatisfied customers and increased returns.

OMNICHANNEL SOLUTIONS PROVIDER
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IS YOUR COMPETITION ALREADY USING AN OMS?

With widespread adoption of OMS technology, chances 
are, your competitors likely are considering or have 
already begun using an OMS. Are you anxious to join 
your competition in the omnichannel market, but don’t 
quite know how to navigate the inner workings of your 
inventory management? Do you know that more software 

is needed but don’t know exactly what you’re looking 
for? Is your current system incapable of fulfilling from 
multiple sources to accommodate growing order volume? 
Outsourcing your OMS to a 3PL may enable you to 
compete in the omnichannel market.

Evaluating Potential Partners

When looking for a potential OMS partner, consider what your core competencies are, and where you struggle. Find a 
3PL who can fill in the gaps, and help elevate your operations to the next level in the omnichannel game. In addition to 
meeting the criteria identified above, the following qualities can be valuable.

INTEGRATION WITH CURRENT WMS AND TMS

Your ideal OMS partner should be able to quickly and 
effectively integrate with your current WMS and TMS. The 
less time you are offline with customer orders, the better. 
An experienced partner who can seamlessly integrate 
your systems across platforms to perform optimally for 
your customer.

AVAILABILITY ACROSS ALL FACILITIES

In order to leverage your entire inventory and make 
available items visible, you want a partner who can 
integrate your OMS through all facilities, including DCs, 
stores, vendors, etc. Improving inventory accuracy will 
result in faster fulfillment turnaround and get your 
products in customers’ hands as quickly as possible, 
ultimately creating a better customer experience.

PREBUILT INTEGRATION WITH MAJOR COMMERCE 
PARTNERS FOR QUICKER START-UP

Do your potential OMS partners integrate with the 
commerce platforms you are currently using for your 
business? Disrupting commerce communications can lead 
to issues with receiving and fulfilling orders. Evaluating the 
commerce platforms that your partner’s OMS integrates 
with is vital.

EXPERTISE, PROVEN EXPERIENCE

The right OMS partner will provide invaluable expertise 
and proven experience. Knowledge of the inner workings 
of a robust OMS is something you should expect from 
a qualified 3PL. A partner fluent in OMS operations will 
allow you to focus on what you do best, knowing your 
customers’ omnichannel experience is in good hands.

An OMS will soon become a prerequisite for delivering 
the optimal omnichannel customer experience. Whether 
you choose to invest in your own system or outsource to 
a well-qualified partner, you’ll value the ability to improve 
visibility, inventory management, customer service, and 
cost control. The right partner can help you to achieve 
optimal results.

OMNICHANNEL SOLUTIONS PROVIDER
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Case Study: The Honest Kitchen

The Honest Kitchen sells healthy, organic pet food solutions through about 5,000 independent pet stores around 
the country and e-commerce outlets like Amazon and Chewy as well as its own website. Significant business growth 
prompted the company to rethink its logistics network. 

Recognizing the complexity of shipping both direct to consumer and to a wide network of distributors, the company 
turned to Saddle Creek Logistics Services.

The 3PL determined that placing inventory in both San Diego, Calif., and Joliet, Ill., would provide the shortest shipping 
time to the majority of The Honest Kitchen customers. Saddle Creek engineered a solution that balanced both B2B and 
B2C orders between the two locations to optimize delivery time and drive down the cost of shipping.

To keep everything running efficiently, Saddle Creek unified their commerce capabilities by onboarding the company to 
a custom, directly integrated OMS. 

“Saddle Creek’s systems decrease transit times to our customers, which is really important when you’re trying to 
compete with the likes of other online retailers that are providing two-day shipping or less,” explains Jake Fuller, The 
Honest Kitchen Vice President of Operations.

As the company continues to grow, the highly customized OMS will provide best–in-class capabilities to accommodate 
their expanding business.

“Saddle Creek has the systems, processes and infrastructure in place to support our current needs and adapt very 
quickly as our needs change,” Fuller says.

OMNICHANNEL SOLUTIONS PROVIDER
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Want more information? Get in touch with us!
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About Saddle Creek Logistics Services

Saddle Creek is an omnichannel supply chain solutions company providing a variety of integrated logistics services, 
including omnichannel fulfillment, warehousing and transportation. We help retailers, ecommerce companies and 
manufacturers get products where they need to be quickly, cost-effectively and seamlessly.

Technology is at the core of our solutions. We continually seek out the latest advances in technology. Our 
comprehensive omnichannel technology management solution includes state-of-the-art order management (OMS), 
warehouse management (WMS), and transportation management (TMS). These systems integrate seamlessly 
with our customers’ current systems to manage order processing through to the end customer. We can leverage 
inventory from multiple fulfillment sources to deliver the optimal customer experience across all sales channels.

Learn how our solution-based, data-driven approach can help to meet your specific business goals.

SERVICE EXCELLENCE 
Since 1966, we’ve been driven by strong core values and a 
keen sense of entrepreneurial responsiveness. We optimize 
performance by focusing on key areas:

 › Solution Design
 › Business Delivery

 › Systems Integration
 › Continuous Improvement

https://www.sclogistics.com/
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