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Are Retailers Truly Offering Omni-Channel Services To Shoppers?

OMNI-1000 Research: Canada
Executive Summary
OrderDynamics’ Omni-1000 is fact-based research, investigating well over 1000 retailer websites around
the world. Rather than asking retail executives about whether they believe they are involved in omni-channel retail strategies, this research looks for actual omni-channel retail in action. This is achieved using a
‘random-walk’ methodology; investigating the websites, policies and capabilities of retailers to deliver on
services like in-store pickup orders, return in-store capabilities, and level of inventory visibility provided.
Specifically focusing on the Canadian market, only 23.5% of retailers offer buy online, pickup in-store
(BOPIS) services, also known as click and collect. This means the Canadian retail environment is still in the
early phase of omni-channel adoption. As such, there is a significant opportunity for retailers to leverage
order management technologies, deploy their omni-channel strategies, and still be an early entrant. With
a good base of retailers already seeding the market, and helping educate shoppers to this new offering, it
means new entrants will be able to make greater progress, at a faster pace.
Among the retailers in market with early omni-channel capabilities, there are many aspects to improve.
Only 51.1% of the early adopter retailers advertised their in-store pickup offering to shoppers on the front
page. Almost half kept the service hidden until the end of the online buying journey, at checkout. Much too
late, to make an impact in a market in which consumers are only starting to become
aware of the offering.
Although inventory visibility is broadly offered on many retailer sites, higher
level details are offered only by a minority of merchants.
All told, the following research offers many observations of common
practices across the Canadian retail industry, with an omni-channel perspective. Several charts with averages, lows and peaks provide a benchmark for
many retailers interested in taking a stronger position or starting their own
omni-channel retail strategy. While converged commerce is still a new development for the Canadian consumer, retailers still have an opportunity to become early
adopters in this space.
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OMNI-1000 Research: Canada
Research Methodology
OrderDynamics’ Omni-1000 research is based on a ‘random-walk’ methodology, directly assessing retailer
websites for the presence of omni-channel capabilities offered to shoppers. A random walk approach
means the research did not expressly include or exclude retailers based on predefined ratios. Retailers
across Canada were found across various different categories and geographies. A total of 200 websites
were analyzed for the Canadian portion of the international study. The next page expresses the retailer
groups used for the research by retail sub-sector (fashion, specialty, footwear...), retail chain size in terms of
number of stores or locations across Canada, and the eCommerce Platform (eCP) used by each retailer.
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Although a ‘random-walk’ method may appear hap-hazard, a comparison across the various countries
included shows similar store count, eCP use, and retail category breakdowns.
All data and web analysis for the Orderdynamics’ Omni-1000 was collected from May to June 2017. The
research presented reflects the capabilities of the retailers in the study, as expressed through their website
offerings to shoppers during this time.
Retailers selected for the study include only those with ten or more physical store
locations. Only retailers with a web-presence are included. It is important to note
that although all retailers in this study have an online presence, not all have
eCommerce capabilities or an eCommerce strategy.
For the Canadian research portion of the Omni-1000 research, the total
of 200 samples breaks down into significantly smaller sub-sectors.
Readers are reminded to be aware of the smaller sample sizes for the
sub-sector observations. Results from these smaller groupings are
indicative, or directional in nature - rather than statistically conclusive.
Regardless, this information is regarded as relevant and helpful to retailers
operating in Canada.
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OMNI-1000 Research: Canada
Research Methodology

N=200
Source: OrderDynamics, Jun 2017

Retail Sectors

OrderDynamics’ Omni-1000 is a ‘random-walk’
study, meaning that a group of over 1000 websites were reviewed and scrutinized for various
omni-channel characteristics. No express quota was applied to each sector or subsector of
the market. However, even with a random-walk
approach, the retail categories are similar to
that found for the Canadian market, shown
above. Fashion and apparel forms the bulk of
retailers investigated. Specialty at 10% includes categories such as giftwear, chocolates,
tea, luggage, office products, luggage, alcohol,
and other miscellaneous retailers.
www.OrderDynamics.com

Store Count Sizing

Most Canadian retailers included in the Omni1000 have 10-50 stores or retail locations.
Both the 51-100 and 101-250 store retailers
were very close in term of retailers reviewed.
Although the larger retailers were a significant
portion of sites reviewed, the two groups were
very close, and are not indicative of peculiarities in retailer sizing in Canada. It is expected
that a larger subset of Canadian retailers
would have resulted in a normal distribution
curve, for retailer sizing. Since this deviation is
small, the difference impact is expected to be
minimal.

eCommerce Platform (eCP)

A cross section of eCPs shows a robustly competitive market. No one platform dominates in
retail. Demandware, now Salesforce Commerce Cloud (SFCC) represented the largest
group in this study with 14% of retail sites.
This followed by Cart Functionality at 13%, and
Magento at 10%. None is listed at 12%, as
not all retailers have gravitated to eCommerce.
The other 30% of the sites reviewed went with
smaller platforms such as WooCommerce,
WIX, UberCart, and others. eCP were determined using BuiltWith.
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OMNI-1000 Research: Canada
Canadian Snapshot
A snapshot of the Canadian retail market shows that 82.0% of the 200 retail websites investigated have eCommerce capabilities, such that a consumer can create a basket of goods to transact an order online. Although the
researchers expected this figure to be higher, it is a solid launching point for omni-channel retail capabilities.
As an indicator of omni-channel capabilities, click and collect, or buy-online-pickup-in-store (BOPIS), is currently
evident in 23.5% of Canadian retail sites. As omni-channel gains momentum, this figure is expected to grow
rapidly over the next 24 months.1 Although only one in five Canadian retailers offer click and collect to shoppers,
56.0% provide at least a basic level of inventory visibility online.
Given that many shoppers have a preference for returning merchandise to a store in-person, 68.9% of Canadian
retailers allow shoppers to buy online and return in-store (BORIS).

23.5%

capabilities snapshot

“Click & Collect, or BuyOnline-Pickup-In-Store
(BOPIS) is evident in
23.5% of today’s
Canadian retail sites.”
N=200
Source: OrderDynamics, Jun 2017
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eCommerce and Free Shipping

78.0%
“Most Canadian retailers with an eCommerce
site (78.0%) offer a free
shipping offer with a
minimum purchase.”

www.OrderDynamics.com
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eCommerce and Free Shipping
eCommerce Free

Shipping

The minimum order to qualify for free shipping among retailers closely
resembles a normal distribution curve. Surprisingly, the free shipping
threshold did not gravitate toward $25 (Canadian dollars), a low minimum
bar that was set by Amazon. Despite this competitive low minimum order
paradigm, most retailers in the Omni-1000 gravitated to the $75 - $99
range as shown on the right.

free shipping with minimum purchase

What this says about the market is that the $25 level may not be a critical
paradigm that cannot be broken with shoppers. Although this distribution
shows the overall retail market, the chart on the next page provides a
more detailed observation of the values by retail sector.
Of the retailers active in Canada, 78.0% offered free shipping to online
shoppers, with varying minimum orders. An interesting point is that
10.9% of retailers offer free shipping for basket values in the $0 - $24
range. For many in this category, all online orders seem to be approved for
free shipping, regardless of basket size. This appears as a curiosity. Not
setting a minimum basket size for free shipping is a risky move that can
result in significant margin-eroding pick, pack and shipping fees.
Almost half (47.7%) of free shipping minimum purchase orders are in the
$50 - $99 range, a good sign for retailers. Despite Amazon’s presence
with the $25 minimum order, shoppers are willing to purchase larger baskets of goods to get free shipping. This should be a point of keen interest
for all retailers evaluating their own ‘minimum order for free shipping’
strategy.

N=200
Source: OrderDynamics, Jun 2017
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eCommerce and Free Shipping
Free Shipping By Retail Sector
Free shipping is pervasive throughout the eCommerce market space. Most retailers in each sector offered free shipping with online orders. Shoppers have become conditioned
to expect free shipping with a certain dollar value of purchases. In this respect, breaking out of the free shipping paradigm is very difficult for most retailers. Across Canadian
eCommerce retailers (retailers with an online store), 64.0% offer free shipping.
At the low end, the Do It Yourself (DIY), hardware, automotive parts, and retail-industrial goods sector are least inclined to offer free shipping. Of the 12 retailers noted, only
one offers free shipping with no stated minimum order value. Contrarily, on the high end 9 out of 10 toys, hobby and sports retailers opted for that option.
Despite Amazon’s $25 value price point for free shipping, the average minimum value to qualify across all other retailers is $75.15. Several retailers offered free shipping
without a clearly outlined minimum order value. This is not a good practice, as it can frustrate shoppers, raising distrust. Interestingly, the high side of the minimum order value
often reached $200, with a notable peak at $498, in home furnishings. All told, the Canadian market seems less sensitive to the minimum order value for free shipping. Retailers should experiment with different minimum order sizes, before giving in to the temptation to lower this value, merely to meet the Amazon proposition. Naturally, keeping
this value high drives the basket order value.

Retail Sector

Sector Offer Free Shipping
Count
Count
%

Min. Basket for Free Shipping
Avg
High Value

Fashion

79

55

69.6%

$83.09

$200.00

Specialty

20

10

50.0%

$79.80

$250.00

Footwear

19

14

73.7%

$72.29

$198.00

Home Furnishing
Health / Cosmetics
Jewellery / Access.
DIY / Auto / Indust.
Toys / Hobby / Sporting
Department
Electronics

17
15
14
12
10
8
6

7
13
10
1
9
5
4

41.2%
86.7%
71.4%
8.3%
90.0%
62.5%
66.7%

$113.86
$58.77
$74.80
$0.00
$49.11
$73.80
$29.75

$498.00
$200.00
$199.00
$0.00
$99.00
$100.00
$49.00

200

128

64.0%

$75.15

$498.00

Total
www.OrderDynamics.com
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Click and Collect

51.1%
“Across Canadian
retailers actively providing in-store pickup services, only 51.1% advertised or called it out on
their front page.”
www.OrderDynamics.com
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Click and Collect
Click & Collect Profile
Shoppers interested in the instant gratification rush of
an in-store pickup are today, best served by large Canadian retailers. Adoption in chains with over 250 stores
is twice over that of retail chains with 10 – 50 stores.
Here lies an opportunity for chains of the latter amount
to use omni-channel retail as a competitive edge. Shoppers expect the option of the large chains. By adopting
in-store pickup a 10-50 store chain distinguishes itself
from competitors of similar size.

adoption of click and collect by retailer store count

Large chains gravitate to omni-channel retail earlier and
more readily, in pursuit of greater profits, cost reductions, and the ability to leverage existing assets to compete. Larger chains often have larger IT development
staff, which may historically have eased the sourcing
and deployment of order management systems (OMS).
Since total cost of ownership (TCO) of cloud-based
SaaS OMS systems have a distinct cost advantage over
on-premise solutions, critical systems like an OMS are
now available to all retail chain sizes. Adoption will
grow in the following 2-5 years. As an example, Forrester’s research on SaaS based OMS solutions found
that 45% of retailers expect to upgrade or purchase a
new OMS SaaS solution in the next 3 years.1
As highlighted earlier, the Canadian retail market is still
in the early converged retail phase. With only 23.5%
of retailers offering click and collect services, there is
ample opportunity for more retailers to start their omni-channel efforts, and still be ahead of the main-street
adoption curve.
www.OrderDynamics.com
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Click and Collect
Click & Collect Options
Various different options exist for the collect part of the in-store pickup. Options include an online
purchase shipped to the store for pickup, available at an in-store locker, and available to pick up at
the chain or partner chain. Other options are corner store pickups, items delivered to a customer’s car
(curb-side pickup), postal outlet pickup, or a special mall pickup area (ex. Penguin pickup).
Despite the large number of options available to retailers, 68.1% offer customers just one option,
being the standard in-store pickup. Retailers with 2-3 options were less common at 17.0% and 14.9%
respectively. This speaks to the relative novelty of omni-channel retail in the Canadian market. The
good news is that there is abundant opportunity to still be an early adopter in the market, and to offer
omni-channel as a service differentiator for most retail brands.
Retailers should start with one option, then consider additional pickup methods to provide flexibility
for their consumers. It lets customers choose their preferred pickup method, which makes it more
likely for one time click and collect customers to become repeat omni-channel customers.

Pickup Notifications
Pickup notifications are important to let customers know when their order is ready for them. Most retailers offer one notification method, at 59.6%. Predominantly this is an email message, however, in
a few cases, a telephone call. 21.3% of retailers offer customers two notification methods. The most
frequent combination is an email and a text message, with fewer retailers offering the combination
of email and phone call. A surprisingly high number of retailers failed to mention that a notification
is provided to the customer. This is a serious oversight given the importance of educating consumers
about how click and collect works.
Given the growing importance of the Millennial and Generation Z consumer groups, retailers are
encouraged to expand their alert notifications. Robust order management systems include flexible
communications that can allow alerts to Snapchat, Twitter, text, email, voice messaging, and other
social media vehicles.
www.OrderDynamics.com
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Click and Collect
Engaging Customers
Surprisingly, only 51.1% of omni-channel retailers call out the ‘click and collect’ or ‘online pickup’ option on their front page. Yet, ‘Free Shipping’ is called out on 78.0% of the
sites. Keep in mind that free shipping is a significant cost and margin drain. Whereas, if a retailer has deployed in-store pickup services, they use existing resources to cut out
the customer’s shipping costs. This option is better for retailers’ businesses, improves margins, drives in-store foot traffic, and increases the purchase volume in 58% of cases.2
Retailers need to actively promote in-store pickup services, starting with letting customers know about it on the first web-page. 48.9% of Canadian retailers are only telling
customers about this option as a final stage of checkout. This is too late in the sales process. Instead, use it as an up-front differentiator and service offering.
Equally surprising was that 25.5% of retailers with in-store pickup do NOT provide basic ‘how-to’ instructions. Most click and collect retailers have some form of customer
instructions. However, many of these are buried in the terms and conditions, with dry reading terms. Some notables with customer friendly pickup instructions include Roots
Canada, and Swimco with a set of customer friendly graphical instructions, and Home Depot Canada with an instructional video for in-store pickup.

Sector
Retail Sector

Count

Click & Collect
Avail.
Count
%

First Page C&C
Ad
Count
%

'How-To' Instruct.
Count
%

Pickup Alert
Count

%

Fashion

79

15

19.0%

7

46.7%

12

80.0%

14

93.3%

Specialty

20

3

15.0%

1

33.3%

1

33.3%

2

66.7%

Footwear

19

5

26.3%

3

60.0%

4

80.0%

5

100.0%

Home Furnishing
Health|Cosmetics
Jewellery|Access.
DIY|Auto|Indust.
Toys|Hobby|Sporting
Department
Electronics

17
15
14
12
10
8
6

8
1
1
5
2
3
4

47.1%
6.7%
7.1%
41.7%
20.0%
37.5%
66.7%

3
0
1
4
2
1
2

37.5%
0.0%
100.0%
80.0%
100.0%
33.3%
50.0%

5
1
1
4
1
2
4

62.5%
100.0%
100.0%
80.0%
50.0%
66.7%
100.0%

5
1
1
5
1
1
3

62.5%
100.0%
100.0%
100.0%
50.0%
33.3%
75.0%

200

47

23.5%

24

51.1%

35

74.5%

38

80.9%

Total

N=200
Source: OrderDynamics, Jun 2017
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Click and Collect
In-Store Pickup Delays
Instant gratification is a major motivator for pickup orders. As such, shoppers expect their order to be ready
quickly. Yet, only 17.9% of Canadian retailers state that a pickup order will be ready within a 4 hour window. It
could be that converged commerce is relatively new to the market, and retailers are reluctant to overpromise.
One third of retailers currently commit to having an order ready for pickup, within 24 hours.
A disturbing finding is that 30.8% of retailer state that orders will be ready for pickup within 1-2 days, with
35.9% stating committing to 2 or more days for a pickup. This last level is a red flag. If a customer’s order can
be fulfilled within 2 days on a home shipment, will that customer wait for 3-7 days for a pickup? Pickup orders
should be the faster option. These statistics need to improve for omni-channel to gain general acceptance, and
for widespread use. Savvy consumers simply will not wait for a pickup option if it takes longer than a delivery.

33.3%

pickup delay in hours

“Thirty-three percent of
retailers will have an
order ready for pickup
within 24 hours.”

www.OrderDynamics.com
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Click and Collect
Retailer Size and Pickup Timing
Pickup timing delays are shown below by retail store size. Across the size groupings there is no significant trend regarding pickup delay timing. The chart shows a column for
the average delay in hours (taking the lowest delay quoted on the website), the lowest delay stated, and the highest delay stated. Ranges between a grouping’s low and high
delay are significant. An extreme example are the retailers with between 51 and 100 stores. The pickup delay could be as low as 1 hour, or as much as 10 days, as stated on
their respective websites.
Part of this large range in pickup delays may be a maturity effect. Companies new to omni-channel may be more reluctant to make an aggressive customer commitment, until
they have tested their own capabilities. Another possibility is that many retailers offering converged commerce may have launched with either a light or no order management
system. Although it is possible to do so manually, or with loosely tied systems, such methods are often margin-drains which are incapable of rapid dynamic scaling needed, for
instance, during peak holiday season shopping (Black Friday, Cyber Monday, Boxing Day).
Honours go to Best Buy Canada, and Petsmart for the 20 minute and 1 hour commitment on pickup orders. This sets an aggressive expectation with customers, and helps them
differentiate their offering. Compare one retailer with a 1 hour order pickup delay against another with a 10 day order pickup delay, as are the extremes for the 51-100 store
retailer category. In this case, which is a shopper more likely to choose? Could the retailer with the shorter order pickup delay successfully charge more for their offering at this
level of difference? Although that was rhetorical, most consumers would probably answer yes to the faster pickup service.

Retailer Store Count

Retail
Chains

Click & Collect
Count
%

Pickup Delay Stated in Hrs
Count
%
Avg
Low

High

10-50

99

18

18.2%

16

88.9%

67.4

2

168

51-100

41

10

24.4%

10

100.0%

58.5

1

240

101-250

49

14

28.6%

10

71.4%

49.9

0.3

120

251+

11

5

45.5%

4

80.0%

69.0

36

120

Total

200

47

23.5%

40

85.1%

60.8

0.3

240

N=200
Source: OrderDynamics, Jun 2017
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Inventory Visibility

56.0%
“Retailers with an online presence realize
the importance of inventory visibility, as 56.0%
provide a basic in-stock
indicator.”
www.OrderDynamics.com
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Inventory Visibility
Online Inventory Visibility Levels
Inventory visibility is important to Canadian consumers,
as most retailers now realize. 56.0% of all retail sites
showed at least a basic ‘in-stock’ alert or indicator for
the merchandise shown online.

basic inventory visibility across retail sites

62.4% of multi-channel retailers like Old Navy (online
store and physical stores, but not offering a seamless
omni-channel click & collect experience) have a basic
‘in-stock’ or ‘out-of-stock’ indicator to help online
shoppers.
At least 80.9% of click and collect equipped omni-channel retailers provide a basic or better level of inventory
visibility to shoppers. Since in-store pickups are often
meant for speed, a high level of inventory visibility
is critical to promote repeated omni-channel use by
customers.
Retail sites with no online store (no eCP) seldom show
inventory visibility levels, at 2.8%.

N=200
Source: OrderDynamics, Jun 2017
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Inventory Visibility
Inventory Visibility By Retailer Size
The Omni-1000 study reviewed three levels of online inventory visibility. First is basic inventory visiblity, in which a simple stocking level is provided to customers. Either
the merchandise desired is ‘in-stock’ or is ‘out-of-stock’. No further details are provided. Second is stock information provided at the store level. Here customers are shown
whether a specific store location has inventory of the desired item. For most cases, the location is listed with an ‘in-stock’ or ‘no-stock’ identifier. Third is the detailed stock
level information, at the store level. For this case customers are shown the specific inventory count of a particular product at the store level. For example, the system will show
a customer that 3 units of a particular shirt are available at the downtown location at 15 Main Street.
Easiest to deploy is the vague basic inventory visibility indicator. As the level of detail and omni-channel sophistication rises, the overall number of retailers with this capability
declines. As seen, 56.0% of retailers have basic inventory visibility, yet only 9.0% have detailed merchandise visibility down to the store level. With more retailers adopting
native-SaaS based order management systems, the detailed level stock visibility is expected to rise.
Basic visibility is relatively consistent regardless of retail chain size. However, store level and detailed level inventory visibility is currently more likely to be found among larger
retail chains. Fortunately, with newer more robust OMS technology, this low adoption by the smaller chains will balance out.
Regarding the Detailed Inventory Visibility shown by store, some retailers have the capability but may have chosen NOT to show this level of information for competitive
reasons. This is a significant point that all retailers need to consider. Although it may seem like a competitive disadvantage to show all your stock positions in all stores across
your chain, hiding these details make it more difficult for your competitor’s analysts, as well as for your legitimate purchasing customers. Despite the competitive concerns, the
customer’s should take priority.

Retailer Store Count

Retail
Chains

Basic Inv.Vis.
Count
%

Store Inv.Vis.
Count
%

Detail Inv.Vis.
Count
%

10-50

99

57

57.6%

28

28.3%

7

7.1%

51-100

41

22

53.7%

13

31.7%

4

9.8%

101-250

49

27

55.1%

16

32.7%

5

10.2%

251+

11

6

54.5%

5

45.5%

2

18.2%

Total

200

112

56.0%

62

31.0%

18

9.0%

N=200
Source: OrderDynamics, Jun 2017
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Inventory Visibility
Stock Visibility by Retail Type
Mapping stock visibility by a channel centric view of
the retailers shows that click and collect retailers tend
to have more sophisticated capabilities. Focusing on
the green bars (3rd bar in each set), you can see that
retailers with click and collect are more likely to display
store level inventory levels, and store detailed information online.

inventory visibility breakdown by retail strategy

Customers interested in completing a BOPIS order (buyonline-pickup-in-store), often want to see if the store
has inventory of the item they want to purchase and
pickup. In this case, showing inventory levels makes
sense to directly drive more in-store traffic, and pickup
activity. As expected, click and collect retailers were
more than twice as likely to have store level inventory
visibility compared to all retailers overall.
Despite the significantly better stock visibility among
click and collect retailers, it is still surprising that this
level is not higher than 66.0%. Customers are more apt
to consider coming in to the store to pick up their order
if they get a sense that the merchandise they want is
available at the nearby location, or at another store in
the vicinity.
Higher levels of inventory visibility for click and collect
retailers is indicative of greater adoption of OMS or
Distributed Order Management (DOM) systems to run
their omni-channel services. Conversely, the shortfall
could point to retailers having in-store pickup services
without the right retail technology.
N=200
Source: OrderDynamics, Jun 2017
www.OrderDynamics.com
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Returns

80.9%
“Most retailers offering
BOPIS services (80.9%)
expressly accept online purchases to be returned in-store (BORIS).”

www.OrderDynamics.com
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Returns
Returns Policies

88.0%

82.5%

5.5%
N=200
Source: OrderDynamics, Jun 2017

Clear Returns Policy

Years of customers complaining about cryptic
and difficult to understand returns policies
have paid off. Almost all of today’s Canadian
retailers (88.0%) have clear, return policies
written so that shoppers can understand them.
In many cases, retailers used common language, bulleted key points, and made the time
to return items easy to find. Of the remaining
retailers, 9.5% did not have returns policies
that could be found on their websites. The remaining 2.5% of retailers have poor, confusing
or unclear returns policies.

www.OrderDynamics.com

Jargon Free Returns Policy

Related to a clear returns policy, is a jargon
free one. Again Canadian retailers have
largely cleared up the legal jargon from returns
policies. This is important given that 82.5% of
customers will purchase products online (either
for shipment or pickup), based on a favourable
returns policy. 3
As with the clarity of returns policies, 9.5% of
retailers do not articulate their policy. This is an
error that should be corrected by the respective
retailers. Unfortunately, 8.0% of retailers still
have legal jargon in their statements.

Returns Restocking Fees

Most retailers do not have a restocking fee
outlined, either for in-store or online merchandise returns. The 5.5% of retailers with
restocking fee policies were often higher value
goods retailers like home furnishings, electronics, and some DIY | Auto | Industrial goods
retailers. Restocking fees have become a rarity
for most retailers.
When stated, a third of retailers with restocking fees had a small fixed fee like $4.95, while
one third had a value based restocking fee
ranging from 10% - 20% of the value of the
goods.
19

Returns
Buy-Online-Return-In-Store (BORIS)
Having a favourable returns policy is important to
consumers. In fact 82% of consumers will proceed
with a purchase if there is a favourable policy in place.3
Part of that policy includes whether an item can be
returned to a physical store, even if it was purchased
online. Known as Buy-Online-Return-In-Store (BORIS),
it is equally popular with online only shoppers. Among
consumers, 60% prefer to return merchandise in-store
regardless of the channel by which the item was
purchased.4

buy-online-return-in-store by retail strategy

Giving customers a BORIS option, means retailers are
making their entire purchasing journey easier (which
includes returns). Thus far, this has been a distinct
advantage bricks and mortar retailers have had over an
Amazon purchase. Despite the Whole Foods purchase
by Amazon, this is still an opportunity for omni-channel
retailers to positively differentiate. But, it is important
NOT to procrastinate. There is no doubt Amazon will
work on closing this gap.
The Omni-1000 study finds that 80.9% of Canadian omni-channel retailers state they allow BORIS
transactions. Albeit high, the nature of omni-channel
blending both online and physical purchases should be
approaching 100%. For a number of retailers, omitting
BORIS references in their terms and conditions could be
an honest oversight. However, a few of these retailers
may have systems lacking robust returns capabilities
down to the individual store level.

www.OrderDynamics.com
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Returns
Days to Return
retailer return days allowance

Keeping an eye on both providing customers with favourable return terms, while watching competitive position, is an important balancing act. Canadian retailers’
most popular return days allowance is the 30-59 day
range, by a large margin at 49.5%.
Across retail, the 30 day return is most commonly
stated, on 40.5% of retailer websites. Next is the 60
day return stated by 8.5% of retailers, followed by 45
day return terms at 6.0%. 14 day return terms are also
stated by 6.0% of Canadian retailers.
An interesting annecdotal observation is that a number
of retailers have a one year (365 day) term for their
returns. Currently 3.0% of retailers have such extended
terms. Although expected on large ticket items such as
home furnishings, at least one retailer had such terms
in the footwear, health & cosmetics, and toys, hobby &
sporting goods categories.
Missed opportunities among retailers are the 16.5%
who do not state their returns policy, or are unclear
about the number of days for an acceptable return.
As stated on the previous page, 82% of consumers
will make an online purchase if the return terms are
favourable.3 Therefore missing a returns policy means a
retailer is at risk of losing customers. Most retailers will
agree this is an easy challenge to fix.
N=200
Source: OrderDynamics, Jun 2017
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Returns
Return Allowance Ranges
As shown in the previous graph, the 30-59 day returns allowance is by far the most popular range. It is not merely for fashion and specialty sectors, either. In light of increasingly aggressive market movements on Amazon and Walmart’s parts, retailers may want to test unconventional return allowance ranges. If online shoppers are highly focused
on returns before making a decision to purchase, a more shopper-favourable range may tip the balance in your favour. Given that click and collect starts online, returns may be
a subtle tool to drive greater sales volumes.
Knowing that in-store returns are also very important to shoppers, Canadian retailers have an opportunity to highlight that customers can return online purchases directly in
the store. It is a double win. Shoppers feel that the in-store return is a benefit of shopping with their retailer of choice. For the retailer, accepting returns in-store means reducing the cost of the return shipment. It also lets the retailer immediately add the returned item to inventory, and even immediately re-shelf those items that are in good sellable
condition. A creative opportunity for retailers is to post a note at the top of the front page, expressly calling out that customers can return an online purchase in-store. This
would be a unique differentiator, and may drive a greater willingness to purchase.

Retail Sector

Sector
Count

Days To Return Merchandise
N/A
0-29
30-59
60-90 91-365

BORIS
Count
%

Fashion

79

15

8

48

7

1

47

59.5%

Specialty

20

4

3

9

4

0

7

35.0%

Footwear

19

1

3

5

8

2

13

68.4%

Home Furnishing
Health|Cosmetics
Jewellery|Access.
DIY|Auto|Indust.
Toys|Hobby|Sporting
Department
Electronics

17
15
14
12
10
8
6

4
3
1
3
1
0
1

3
3
5
1
0
1
2

8
8
4
4
6
4
3

0
0
3
4
2
3
0

2
1
1
0
1
0
0

9
7
5
4
10
6
5

52.9%
46.7%
35.7%
33.3%
100.0%
75.0%
83.3%

200

33

29

99

31

8

113

56.5%

Total
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48.9%
“Almost half of Canadian retailers show click
& collect options ONLY
at the end of the online
order journey.”
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Omni-Channel in Canada
On the whole, the Canadian retail market is still new to the omni-channel retail strategy, with only 23.5% of retailers offering click & collect options. Pickup in-store is an
important option for retailers. It is a feature that an increasing number of shoppers will seek. On a pickup, 58% of consumers purchase additional goods.2 When they do so,
retailers increase their sales revenue. All told, the early 23.5% of adopters currently garner the benefits while the rest of the industry play catch up.
78.0% percent of Canadian retailers offer free shipping. Fortunately, only 10.9% offer free shipping for basket sizes of $25-$49, to match Amazon.ca. Most offer free shipping
for baskets of $50 - $99, with some as high as $498 for the free shipping threshold.
Aside from the obvious recommendation that more Canadian retailers embrace an omni-channel strategy, several other recommendations are notable. Only 51.1% of click and
collect providers advertise it on the first page! Almost half left it to the final part of the purchase order journey. For a market new to omni-channel, click and collect services
need to be announced prominently. Even among those highlighting pickup, almost all sites merely showed a small ‘online pickup’ note on the page. A simple differentiator
today is to have a small ad on the front page highlighting that the retailer offers the convenience, speed and ease of in-store pickup orders.
Not surprising, most retailers only offer one pickup option (in-store). Some retailers, like Walmart, are starting to offer a set of options to their customers. Be it a pickup locker,
curbside pickup, or pickup at a postal outlet - these are convenience options that customers may appreciate. Remember, these steps ultimately reduce your cost of shipping.
To make sure customers appreciate the service, and become repeat omni-channel shoppers, they must have an experience worth discussing. Yet, only 35% of retailers commit
to a speedy pickup available in-store within 24 hours. A significant surprise is that 35.9% of retailers only commit to having the purchase available for pickup in-store in over
two days! Many state that orders will be available within 3 - 7 days. From a shopper’s perspective, this is completely absurd! Most items can be shipped to their home within
two days. So, it is safe to say that customers would not want to wait that long for a pickup when their purchase will arrive at their door in the same or an even shorter amount
of time.
Of all the retailers included in the study, 56% have some form of basic inventory visibility for product stocking levels. It is a good start, but this figure dwindles to only 9%
providing detailed information of an exact number of units available at a particular location. Among retailers offering click and collect services, this is 17.0%. It is an improvement, but this figure should be greater than 70% - 80% (ideally 100%). A robust order management system (OMS) provides real-time inventory visibility across all channels
and inventory locations. More retailers need to demand this capability of their OMS vendors.
On a positive note, returns have been handled well. Most return policies (88%) are clear, and mostly jargon free. This is a major improvement over the historical legal-speak
returns policies of yester-year. Few retailers request restocking fees. Best of all, even among multi-channel retailers, 64.1% allow customers to buy online and return in-store.
Overall, there is still ample opportunity for Canadian retailers to get an early start with their omni-channel strategy. Since the market is still actively adopting the practice, retailers moving quickly can still be characterized as early adopters. As a nascent market with extremely high online and smartphone mobile penetration, we expect this market
to expand its omni-channel retail adoption, very quickly. Retailers, take heed, and get started, if you are not already actively engaged.
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About OrderDynamics
OrderDynamics is the world’s leading cloud-based, Out-of-the-Box Distributed Order Management Technology provider. Focused on powering retail fulfillment, OrderDynamics helps clients make omni-channel retail
a reality. Their DOM provides client capabilities like order orchestration, enterprise-wide inventory visibility,
returns management, customer service, and store driven fulfillment. OrderDynamics enables customer
options like Buy Online Pickup In-Store (BOPIS), and ship-from-store, creating exceptional shopping experiences. Iconic brands like Speedo, Quiksilver, Columbia Sportswear, JYSK, Princess Auto, Crabtree and
Evelyn, DeFacto and Browns Shoes use OrderDynamics technology across North America, Europe, Asia and
Australia. For more information, visit www.OrderDynamics.com.

Visit www.OrderDynamics.com for more
information about Order Management Systems and how we can help optimize your
Omni-Channel Retail Business
OrderDynamics Corporation
Office: +1 (905) 695-3182
email: Info@OrderDynamics.com

About OSF Commerce
OSF Commerce, winner of Salesforce’s 2016 Partner Innovation Award in Retail, is a leading global
commerce solutions company providing technology, consulting, implementation and Online Shop
Management services to emerging brands, premier brands and retailers. Our agile approach allows
us to scale global growth more quickly and enable retailers to simplify the customer experience. With
over 120 ongoing projects and eight years of worldwide deployments, OSF delivers innovative ecommerce solutions across channels, devices and locales. For more information about OSF Commerce,
visit www.osf-commerce.com
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