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Omni-Channel 

Visie & Praktijk 
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Leading European Provider of B2B Supply Chain 
Solutions  

Transportation 
Management 

1000+ 

Network 
Services 

2300+ 

Customs & 
Regulatory 
Compliance 

1000+ 

Forwarder & 
Broker Enterprise 

Solutions 

1000+ 

Many of Descartes’ 4,000+ customers 
in Europe rely on multiple solutions 
as their requirements evolve 

Routing, Mobile 
& Telematics 

1000+ 
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• Omni-Channel 

• The Traditional View 

• New Thinking 

• The Enablers 

 

• Client cases  

• John Lewis 

• US LMB 

What to expect 
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Multi Channel => Seamless Selling, Disparate Delivery 

 Prohibitively expensive 

 Inconsistent service 

 No visibility 
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“Laws” of Service Versus Cost 

What has to change to break the traditional rules of 

logistics? 

Profit  Service 

Customer 

Centric 
Resource 

Centric 

Cost 

Service 
High Low 
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Technology’s Impact on Retailing 

2017 UK  
economy 15% 

5 year growth in 

Western Europe 

83% 

5 year growth  

in the US   60% 

5 year margin 
impact from omni-
channel retailing 

-11% 

Sources: Forrester Research & LCP Consulting 
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The “market disruptors” are doing it… 

 

Same Day, Next Day Conundrum 

“of those Amazon shoppers who saw that [same-day] icon and then 

made the purchase, most of them ended up not using same-day delivery, 

opting instead for next-day”                       StorefrontBacktalk 

 

Do consumers want same day or do they really 

want choice? 
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Serial Delivery Process Mentality 

Step 1 

Sell product 
Step 2 

Offer fixed 
delivery options 

Step 3 

Determine how to 
get it executed 
cost effectively 

Traditional home delivery process 
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Serial Delivery Process Mentality 
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Serial Delivery Process Mentality 

Step 1 

Sell product 
Step 2 

Offer fixed 
delivery options 

Step 3 

Determine how to 
get it executed 
cost effectively 

Traditional home delivery process 

Lose/lose strategy and process 

 Customer is not happy with the inflexible choices  

 85% of consumers wants to know when their delivery will arrive 

 66% will abandon their shopping cart if delivery options are not acceptable 

 Retailer plays a distribution “guessing game” with capacity and costs 

 

What could you do if delivery promising was part 

of the buying process? 
http://www.royalmail.com/sites/default/files/Delivery_Matters_Report_2012.pdf 

http://www.tln.nl/Actueel/Algemeen/DPD-bezorging-binnen-tijdsvak-van-1-uur-aspx.aspx?id=8cf99f97612a7b0bd9a922e5c493698f 

  

http://www.royalmail.com/sites/default/files/Delivery_Matters_Report_2012.pdf
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The New Thinking 
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Omni-Channel Fulfillment 

 Consistent/differentiated service 

 End-to-end visibility 

 Supply chain leverage 
Large 

Goods 

Small  

Package 

Private Fleet 3rd Party 

Supplier 

Omni-channel has to be just as seamless on the 

“back end” as it is on the “front end” 
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Service AND Revenue AND Profit 

 Premium Delivery Times 

 Value Added Services 

Delivery is no longer about getting it done, it’s 

about getting more… 
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The Enablers 
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Dynamic Delivery Appointment Promising 

Online Purchase 

Customer Delivery Options 

Same Day 

Delivery ($25.00) 

Free 
Standard 
Delivery 

Premium 

Delivery ($10.00) 

7am-9am 

Wednesday 
24 April 
2013 

Thursday 
25 April 
2013 

Friday 
26 April 
2013 

Saturday 
27 April 
2013 

Sunday 
28 April 
2013 

Monday 
29 April 
2013 

9am-11am 

11am-1pm 

Logistics costs are 
dynamically generated 
for each slot allowing a 

retailer to determine the 
most profitable choices 

Considering: 
Revenue 

Costs 
Routes 
Vehicles 
Roads 

Skill Sets 
Unload times 
Time Windows 

Actual route optimization 
provides options in ~ 1 second 
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Closed Loop Customer Experience 

Confirm 

Notify 

Track Deliver 

Survey 

Capture the 

Customer 
Measure the 

Experience 

Document 

the Delivery 

Manage 

Disruptions 

Minimize 

“No shows” 

 More than mobile or web 

This works no matter if fulfillment is in- or out-sourced 
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Client cases 
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John Lewis Partnership Introduction 

• Leading United Kingdom Retailer and Grocer 

• Headquarters: London, England 

• Omni-channel  

(stores, websites, catalogs) 

• £8.2bn in annual revenue, 81,000 partners 

(employees) 

• 38 John Lewis stores and 277 Waitrose 

supermarkets 

• Sell 350,000 items (John Lewis) 

• Known for superior customer service 

http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.complydirect.com/news/john-lewis-secure-renewable-energy-deal/&ei=3fpfVMW_LcmgPdyHgOAN&psig=AFQjCNGMYkKu4DIQvhKSbVGjYByjf9fROA&ust=1415662662319755
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.complydirect.com/news/john-lewis-secure-renewable-energy-deal/&ei=3fpfVMW_LcmgPdyHgOAN&psig=AFQjCNGMYkKu4DIQvhKSbVGjYByjf9fROA&ust=1415662662319755
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://internetretailing.net/organisations/rjlw/&ei=EPtfVNClCoXXOKSWgcAL&psig=AFQjCNGgPKMFPMAO4EX32bM_NLOhkE2yIQ&ust=1415662731481188
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://internetretailing.net/organisations/rjlw/&ei=EPtfVNClCoXXOKSWgcAL&psig=AFQjCNGgPKMFPMAO4EX32bM_NLOhkE2yIQ&ust=1415662731481188
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Key Business Drivers 

• True Omni-Channel approach: 

In-store, web and catalog is 

considered as a single sales 

channel. 

 

• Customer experience is key 

• Offer choice to customer 
(Differentiated Pricing) 

• Customer is given control while 
improving Operational efficiency 

• Honor commitments made to 
customers 
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Customer Video: John Lewis 

https://www.descartes.com/nl/documents/john-lewis-partnership-danny-griffiths 
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Business Case 

• “One stop shop” for consumers 

 Single system manages home deliveries 

across all retailing channels 

• Automated “value added” service attachment 

 Increase “value added” services 500% 

(revenue) 

• Nationwide service 

 Able to offer a full delivery service during 

special events (Olympics) 

• Reduced 1 mile/delivery (1.5million deliveries 

annually) 
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US LBM Introduction 

• 13th largest lumber and building materials 

distributor in the U.S  

• HQ, Green bay, Wisconsin USA 

• 17 leading building material distributors across 

U.S in 19 states with more than 90 locations  

• Customers that require specialized services: 

• Custom homebuilders 

• Professional remodelers  

• Multifamily and  

• Commercial contractors 
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Key Business Drivers 

• Dynamic industry, delivery within 24 hours 

• Meet customer expectations and provide great 

customer service. 

• Customer-focused mobile solution designed to 

improve contractor efficiency and to help better 

manage construction projects. 

• Help  US LBM’s highly mobile customers to be 

more productive: 

• real-time delivery updates,  

• proof of delivery and  

• automated exception notifications 
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Customer Video: John Lewis 

https://www.descartes.com/nl/documents/video-us-lbm-mike-lombardi 
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Business Case 

• Improved customer satisfaction  

 On-time delivery from 70% to 95%  

 More accurate and timely visibility into 

delivery times 

 Significantly reduced the number of 

customer calls  

• Improved utilization 

 Decreasing costs by over 10% 

 Turnaround trucks more than 30% faster 

• Better delivery claim resolution  

 Save tens of thousands of dollars every 

month 
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Network Applications Community 


