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Unified Commerce Helps Retailers 
Create A Seamless Path To Purchase 
And Improve CX 

Get started
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Flexible Purchase Journeys Enable 
Retailers To Meet Shopper Expectations

Retail shopper journeys are increasingly fluid, with consumers 

going across online and offline channels on the path to 

purchase. As they move through this journey, they expect to find 

information, buy/order, and receive products in their channel of 

choice, with no friction or disruption from discovery to receipt. 

Retailers must ensure this journey is seamless if they want to 

keep shoppers satisfied and loyal, or they risk losing business 

and market share to competitors who do provide this. 

In November 2019, Proximis commissioned Forrester Consulting 

to identify shopper expectations and experiences across online 

and offline channels and assess retailer capabilities around 

providing frictionless cross-channel journeys. To evaluate this, 

Forrester conducted two global surveys: one with retailers and 

one with shoppers who have made a recent online purchase. 

Key Findings

Shoppers expect convenient, frictionless 

purchase journeys across channels, but 82% 

face challenges as they shop online, and 70% 

experience difficulties in-store. 

Most retailers fail to serve consumers effectively 

across online and offline channels. They 

struggle with a poor understanding of shoppers 

and their purchase journeys across channels. 

Unified commerce solutions help retailers meet 

consumer expectations of convenience and 

flexibility in the shopping experience. They 

provide the capabilities retailers need to meet 

shoppers’ needs. 
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Consumers Expect Convenient, 
Frictionless Journeys When Shopping

Consumers expect to seamlessly transition across channels, 

whether they’re researching a product, interacting with a brand,  

or making a purchase. Findings from our study reinforce this idea 

of convenience-based shopping: 

 1) Consumers research a product online or in-store before  

     they purchase it on their preferred channel. 

 2) They want the flexibility to have the product delivered  

     to an address of their choice, picked up in-store, or  

     delivered in-store. 

 3) They interact with a brand on a variety of channels,  

     either before, during, or after their purchase journey.

“Still thinking of the same purchase, in what ways 
did you interact or communicate with that brand 
either before, during, or after the purchase?”

Base: 1,571 consumers aged 18+ in the UK, France, and Spain who have made an online purchase in the last three 
months
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

52%

26%

20%

8%

8%

5%

Their website on my 
computer (desktop/laptop)

Email that I received 
from the brand

In person (i.e., at a 
physical store), where I 
talked with a live person

Their social media site 
(e.g., Facebook, Twitter)

In person (i.e., at a physical 
store), where I used a kiosk 
or other self-service tool

Their mobile website 
(i.e., accessed website 
via smartphone or tablet)
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“How much of  
a priority are the 
following over the 
next 12 months?”

To Keep Pace 
With Shopper 
Needs, Retailers 
Prioritize 
Improving CX 
Across Channels 

To meet shoppers’ expectations for flexibility, retailers plan to prioritize a variety of eCommerce initiatives 

to provide convenience in purchasing journeys. Improving customer experience across all channels tops 

the list of initiatives, with 72% of retailers we surveyed naming it as a high priority.

Other priorities for 2020 also circle around providing seamless experiences across channels, including 

enabling employees to access customers’ profiles and purchase histories, creating a single view of the 

customer, improving retailer’s view of data across channels, and providing staff with a complete view of 

available inventory. 

Retailers prioritize a variety of initiatives in 2020, but improving CX remains a top priority. 

Base: 163 senior management and eCommerce/POS/order management decision makers at large non-
grocery retailers in the USA, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

High priority

72% 58%

59% 56%

59% 55%
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Improve customer experience across 
channels (i.e., in-store and online)

Improve our view of data across  
both in-store and online channels

Improve ability to create a single view 
of the customer

Train store/fulfillment staff on digitalization 
and new technology adoption

Improve in-store access to customer profiles and 
purchase history (e.g., orders, reservations, returns)

Provide both online and in-store staff 
with a complete view of inventory
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Shoppers 
Experience 
Difficulties 
Across Offline 
And Online 
Channels

Despite retailers’ priorities for the next 12 months to provide seamless experiences, consumers report 

issues when shopping across online and offline channels. This means retailers are currently failing to 

provide the convenient, frictionless journey that shoppers seek.

Online and offline channels present specific challenges. Eighty-two percent of consumers report having 

abandoned a shopping cart online in the last three months, primarily because of delivery cost and time. 

Seventy percent report they experienced problems in-store, especially around poor inventory availability 

and waiting times for checkout or assistance. 

Retailers must tackle both offline and online channels to provide a consistent customer experience.

Main reasons for 
abandoning online 
shopping cart
(Showing top results)

Main issues 
experienced  
in store
(Showing top results)

Base: 1,571 consumers aged 18+ in the UK, France, and Spain who have made an online purchase in the last  
three months
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

32%

23%

17%

17%

20%

24%
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The product I was looking for was  
out of stock at the store nearest to me.

Delivery cost was too high.

The checkout queue was too long, so  
I decided not to go ahead with the purchase.

There was no free delivery option.

I had to wait a long time to speak with a sales 
associate/customer assistant about a query.

Delivery would take too long.
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Retailers Admit That They Struggle  
To Serve Consumers Across Channels

Only a third or less of retailers in the study rate themselves highly in 

their ability to serve customers across channels. This is no surprise 

because they experience challenges across the board, including:

 • Poor understanding of shoppers across channels.  

    Retailers tell us they lack a wholistic view of customers  

    across channels, including past behavior and current  

    preferences. As a result, they are unable to support  

    evolving paths to purchase. 

 • Inflexible organizations. Organizational siloes and  

    difficulties with change management render retailers  

    unable to adapt to existing and future purchasing  

    scenarios. 

 • Inability to serve shoppers in-store. About half of  

    retailers cannot manage returns of online purchases in  

    the store, take an order from a mobile POS, see inventory  

    in other store locations, or have a view of imminent  

    deliveries. 

“What are your organization’s top challenges 
with serving customers across channels?” 
(Showing top results)

Base: 163 senior management and eCommerce/POS/order management decision makers at large  
non-grocery retailers in the US, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

34%

34%

34%

31%

29%

29%

29%
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Lack of single view of the customer across channels

Inability to support changing consumer purchase journeys 
(e.g., discovery online and in-store purchasing)

Organizational siloes (i.e., poor coordination between 
in-store and online decision makers)

Difficulties with change management

Inability to adapt to existing and future purchasing 
scenarios

No clear view on product availability between in-store 
and online channels

Limited budget to allocate to address challenges
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Retailers Lose Revenue When They 
Fail To Meet Shopper Expectations 

Retailers are well-aware that their inability to provide high-quality, 

seamless interactions for shoppers across online and in-store 

channels has a direct impact on their bottom lines. They note that  

a failure to tackle these challenges leads them to: 

 • Lose customers. A failure to meet customer  

    expectations combined with an inability to improve  

    customer experience increases the risk of customer  

    frustration and low satisfaction. Inevitably, these  

    negative interactions cause retailers to lose customers  

    to competitors.

 

 • Lose revenue. Retailers point to lost sales and unsold/ 

    slow-moving inventory as the biggest impacts on their  

    businesses, but they’re especially concerned with  

    long-term impact on revenue by their inability to retain  

    customers and grow loyalty.

“What are the main impacts on your business 
if you do not tackle these challenges?”
(Showing top results)

Base: 163 senior management and eCommerce/POS/order management decision makers at large  
non-grocery retailers in the US, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

34%

33%

32%

29%

29%

29%
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Inability to meet 
customer expectations 

Customer frustration 
and low customer 
satisfaction

Inability to improve 
customer experience 
across channels 

Lost sales

Increasing amount of 
unsold or slow-moving 
inventory

Inability to  
retain customers  
and grow loyalty
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Shoppers Want To Discover, Buy, And 
Receive Products Via Any Desired Channel

“How important are the following services 
when you consider purchasing from a brand?”

Consumers place high importance on convenience and service 

flexibility when purchasing from a retailer — especially when it 

comes to information around product availability and policies for 

delivery and returns. They value: 

 • Convenient information. Close to 90% of consumers  

    say it is important or very important to them to get  

    product availability information online and in store (82%).

  • Convenient delivery. Whether it’s delivery to an address  

    (89%), to a store location of choice (67%), or to a local  

    store (61%), customers want flexibility to meet their  

    needs wherever and whenever. 

 • Free shipping and flexibility. Over 80% of consumers  

    say free shipping costs and a flexible return policy are  

    important considerations when purchasing from a brand.  

Base: 1,571 consumers aged 18+ in the UK, France, and Spain who have made an online purchase  
in the last three months
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

Important Very important
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Delivery to an address

Product availability information online

Delivery to a local store near me

Order in-store to a delivery location of your choice

Fast delivery (within 24 to 48 hours)

Flexible return policy

Product availability information in-store

Free shipping costs

28%

31%

26%

35%

36%

34%

37%

35% 26%

30%

35%

45%

47%

58%

57%

61%
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Unified Commerce Solutions Boost 
Retailers’ Ability To Cater To Consumers

Given these ever-rising shopper expectations and increasing 

pressure on retailers to adapt and cater to them, it’s no surprise 

that retailers show high interest in solutions that help them create 

a seamless purchasing experience for consumers. 

Unified commerce solutions can be exactly that — tools or 

platforms that provide a complete view of both online and in-

store data from consumers, orders, stocks, reservations, returns, 

etc., and enable companies to deliver a frictionless customer 

experience from search to purchase and beyond. When we asked 

retailers how interested they would be in such a solution, 43% 

told us they plan to implement a unified commerce solution in 

2020. And 12% of retailers are interested in implementing one, 

even though they don’t have any immediate plans for 2020 yet. 

Base: 163 senior management and eCommerce/POS/order management decision makers at large  
non-grocery retailers in the US, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

of respondents are 
planning to implement a 
unified commerce solution 
in the next 12 months.

of respondents  
are interested in 
implementing a unified 
commerce solution  
in the long-term future.

43%

12%

O
verview

S
ituatio

n
C

halleng
es

O
p

p
o

rtunity
C

o
nclusio

n

FORRESTER OPPORTUNITY SNAPSHOT: A CUSTOM STUDY COMMISSIONED BY PROXIMIS, JANUARY 2020

UNIFIED COMMERCE HELPS RETAILERS CREATE A SEAMLESS PATH TO PURCHASE 
AND IMPROVE CX

O
p

p
o

rtunity



10

Retailers 
Look For Key 
Back-End And 
Front-End 
Capabilities  
In A Platform

When considering a unified commerce solution, retailers look for smooth back-end operations, such as 

integration with existing systems (80%), the provision of a unified data hub for information on products 

and consumers (73%), and harmony across sales channels (73%). 

Aware of evolving consumer demands, retailers also require key front-end capabilities, such as allowing 

consumers to find and buy products in any channel in the same basket (77%) and distributed order 

management across shipping and delivery options (76%). 

“What features and 
capabilities would  
be most important  
for your organization 
in a unified  
commerce solution?”

Base: 163 senior management and eCommerce/POS/order management decision makers at large 
non-grocery retailers in the US, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019

Important requirement
Critical requirement

39%

35%

31%

33%

31%
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Integration with our systems (e.g., ERP, WMS, CRM, PIM)
41%

Allow any consumer to find and buy products in any channel in the same shopping basket
42%

Enable distributed order management across home delivery, ship-to-store, in-store pickup, ship-from-store, etc.
45%

Provide a unified data hub for information on products, prices, stocks, stores, consumers, orders, returns, etc.
40%

Harmonize all sales channels (i.e., in-store, online)
42%
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A Unified Commerce Solution Enables 
Improved CX And Increases Revenue

Retailers have a strong business case for investing in a unified 

commerce solution. In fact, 60% expect to improve customer 

experience from implementing such a solution. As a result, they 

expect increases in customer lifetime value, customer satisfaction 

and loyalty, and average order values. They see these benefits 

translating to increased revenue, especially from online channels.

Consumers verify this notion: If a brand could provide a seamless 

purchasing journey, up to 80% of consumers say they’d be more 

likely to continue to buy from them and stay loyal. It is clear that 

ensuring a seamless, flexible purchase journey for shoppers 

impacts business performance. Retailers must act now to avoid 

losing out to competitors that can provide this elevated shopping 

experience.

“What are the top benefits you achieve/expect 
to achieve from a unified commerce solution?”
(Showing top results)

Base: 163 senior management and eCommerce/POS/order management decision makers at large  
non-grocery retailers in the US, the UK, France, and Spain
Source: A commissioned study conducted by Forrester Consulting on behalf of Proximis, December 2019
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60% Improved customer experience

52% More efficient inventory management 

52% Greater customer lifetime value

52% Increased customer  
        satisfaction and loyalty 

49% Increased revenue  
        from online channels

47% Increased average  
        order values of baskets
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Conclusion

Consumers seek convenience and flexibility as they move across 

online and offline channels in their shopping journey, and retailers 

must improve their ability to deliver impactful experiences that meet 

these needs.

 • Consumers report they come across friction in both online  

    and offline channels, particularly around delivery. Retailers  

    admit they struggle to serve customers across channels. 

 • Top challenges reported by retailers include a poor  

    understanding of customers and their purchase journey  

    across channels. Failure to tackle these barriers leads to  

    poor customer experiences and lost business. 

 

 • To tackle these challenges and keep pace with consumer  

    expectations, firms plan to invest in a unified commerce  

    solution. They identified improved customer experiences  

    as a top benefit, leading to increased revenue.

Project Director:
Asha Dinesh, Market Impact Consultant
Contributing Research:
Forrester’s Application Development & Delivery 
research group
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Methodology

This Opportunity Snapshot was commissioned by Proximis. To create  
this profile, Forrester Consulting supplemented this research with two 
custom surveys fielded to 163 senior management and eCommerce/
POS/order management decision makers at large non-grocery retailers 
in the USA, the UK, France, and Spain, as well as 1,571 consumers aged 
18+ in the UK, France, and Spain who have made an online purchase in 
the last three months. The custom surveys began and were completed  
in November 2019.

ABOUT FORRESTER CONSULTING
Forrester Consulting provides independent and objective research-based consulting to help leaders succeed in 
their organizations. Ranging in scope from a short strategy session to custom projects, Forrester’s Consulting 
services connect you directly with research analysts who apply expert insight to your specific business challenges. 
For more information, visit forrester.com/consulting.

© 2020, Forrester Research, Inc. All rights reserved. Unauthorized reproduction is strictly prohibited. Information 
is based on best available resources. Opinions reflect judgment at the time and are subject to change. Forrester®, 
Technographics®, Forrester Wave, RoleView, TechRadar, and Total Economic Impact are trademarks of Forrester 
Research, Inc. All other trademarks are the property of their respective companies. For additional information, go  
to forrester.com. [E-46365]

Demographics

UK: 34%

Spain: 33%

France: 33%

eCommerce: 36%

Order management: 30%

Digital: 20%

Omnichannel: 8% 

Store operations: 6%

UK: 32%

USA: 32%

Spain: 18%

France: 18%

1,000 to 4,999: 53%

5,000 to 19,999: 34%

20,000 or more: 13%

RETAILER GEOGRAPHIES

COMPANY SIZE  

(NUMBER OF EMPLOYEES)

CONSUMER GEOGRAPHIES

RETAILER DEPT (N = 125)
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