
Brand equity, physical stores and efficient distribution systems are great assets, but they do not 

guarantee multichannel retailing success. The majority of established retailers are struggling to find the

correct channel strategy and identify the pitfalls of managing both online and offline trading activities.

raditionally, retailers maintained a single department
that offered sales and support through a single 
communication channel. Today’s successful retailers
are implementing operations from a multichannel
viewpoint, integrating sales, marketing and support

at every touch point and across every form of
customer communication.

Several recent market studies indicate that catalogue
retailers provide the benchmark for multichannel 
success with the top four U.S. catalogue companies
having 20 times more transactions per day than the 
top four Internet pure-plays.

Catalogue retailers succeed because they:

• Embrace cannibalisation of their established retail 
channels and manage the launch and impact of new 
channels to maximise overall revenue

• Integrate their new offerings, utilising established
business infrastructures wherever possible, instead
of automatically defaulting to spin-off operations

• Leverage their established assets to create unique 
value and do not attempt to copy the offerings 
of pure-play merchants

It is a fundamental error for an established retailer 
to be enticed into a strategy of meeting pure-play
merchants on their own terms. This typically means
provision of the lowest price, when for most 
established retailers it is better 

to adopt an integrated, multichannel business strategy
that leverages the company’s existing assets.

The consumer vieW
At present, consumers have no particular preference
for the Web sites of traditional retailers over those of
Internet pure-play merchants or catalogue and mail
order companies.

Whilst to date the world list of favourite shopping sites
tends to be dominated by pure-play merchants, survey
results show that consumers have no real preference.

Perhaps of more relevance is the fact that just one in 10
consumers around the world say they prefer to shop at
sites that sell only on the Internet. So where do the true
competitive advantages lie for the multichannel retailer
over the pure-play merchant? Many traditional retailers
have the advantages of name and brand recognition, but
although this may bring shoppers to their Web sites, it
does not necessarily guarantee sales.

The truth of the matter is that the vast majority of
retailers will need to adopt an integrated multichannel
approach to achieve ongoing success. For example, by
using physical stores to effect easy merchandise returns
for e-shoppers and introducing Internet kiosks onto the
selling floors, established retailers can assist in leveraging
consumer preferences toward their new Web sites.

In parallel, pure-play only companies, such as Gateway, 
have opened physical stores to 
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showcase complex products, educate consumers and
give e-shoppers more alternatives for the receipt and
return of goods.

All indicators suggest that an integrated approach
will be the ultimate consumer preference.
Undoubtedly, traditional retailers start from a position
of strength and can use established assets to build
strong “bricks and clicks”organisations that deliver
seamless offerings across multiple channels.

Regrettably, fear of cannibalising their existing 
business has paralysed many organisations whilst 
others have rushed ahead without sufficient planning
and suffered the consequences. However, if approached
in a coordinated manner, many of the fears and 
problems can be surmounted.

Not only do established retailers have the opportunity
and capacity to transform physical assets into a 
trading advantage, but they also have the benefit of
an established customer base. A coherent channel 
strategy must be formulated in which they face the
problem of cannibalisation and act accordingly, bearing
in mind that there is no necessity to automatically 
create spin-off organisations or to believe that price
is the only way to compete.

The emergence of neW
business models
True integration can be costly and difficult to gauge,
as it usually depends upon the complexity and age of
legacy systems. As previously mentioned, merchants
best positioned to tackle the multichannel challenge
are the established catalogue retailers. However, even
within this sector, most organisations have yet to
achieve the provision of a platform for enterprise-wide
customer relationship management, the opportunity
for proactive lifestyle marketing, and the ultimate goal
of full integration with obvious benefits to the supply
chain activites.

A perfect example is the U.S.-based Ross-Simons group
that specialises in the provision of fine jewellery, 
tableware, gifts and collectibles. The organisation has
10 retail stores, three catalogue outlets, a 4-year-old
Web site and a catalogue that generates over 70 million
purchase transactions per annum. Whilst achieving
considerable marketing synergy across its multiple
trading channels, the company still has some way 
to go to achieve full integration of its databases and
management systems.

The key task facing Ross-Simons and all multichannel
retailers is the need to evaluate the considerable 
cost of fundamental investments in the company’s
systems infrastructure, such as integrating retail and
catalogue management systems, against the probable
short-term impact on the bottom line.

Enabling secure commerce
in the virtual World
ACI recognises that for retailers to remain competitive,
commerce solutions must have the flexibility and
power to match business needs in a multichannel
market, with the added assurance that they must
also provide a cost-effective, secure, scalable
environment to match development and 
marketing plans. Furthermore, the business
systems elements must fall within three 
basic areas of functionality.

Element 1 – Business systems must provide 
transaction processing functionality, including all
data collection and distribution, together with 
e-payment and m-payment authorisation and fraud
monitoring capabilities. The system should also issue
and simultaneously manage cards of all types to 
provide a migration path for multi-application loyalty
systems and corporate marketing flexibility.

Element 2 – Business systems should provide the 
necessary linkages for retailers to create and expedite
targeted e-marketing campaigns based upon loyalty,
incentive and promotion programmes by using data
mining, differential analysis, and customer profiling
of buying patterns and associated demographic data.

Element 3 – Business systems need to provide 
retailers with the opportunity to communicate with
individual customers via e-mail or one-to-one direct
marketing both at the retail site and across the Web.

To help retailers meet these requirements, ACI has
introduced the e-series initiative.

Secure Payments
ACI’s software addresses not only the needs of retailers but also those of merchant acquirers, and debit and credit card issuers.
These products include a solution for hosting server-side wallets that securely store consumers’ payment information and automate
secure interaction with merchant Web sites. Wallets can be issuer-branded and displayed on PCs, PDAs, phones and other devices.
Also included are solutions that format and securely route payment transactions to merchant acquiring systems and that monitor 
transaction patterns for potentially fraudulent activity.

Smart Card Services
The advent of lifestyle, multi-application smart cards will generate loyalty and customer relationship management opportunities 
for merchants across multiple retail channels. The cards themselves will become paramount within the proactive e-marketing, 
multichannel environment. ACI’s solutions and expertise are unique in the industry and range from enabling e-purse schemes and
management of multifunction cards to supporting transactions initiated with EMV-compliant smart debit and credit cards.

Mobile Commerce
ACI’s mobile commerce solutions leverage the substantial worldwide growth in mobile phones, offering retailers the phone as an 
e-commerce platform linked to ACI’s robust payment engines for transaction processing. The solutions enable retail customers to send
and receive messages, recharge prepaid phone accounts at ATMs, and use mobile phones to authenticate consumers and complete
purchase transactions at the point of sale.

Electronic Statement Delivery and Bill Payment
These solutions enable businesses to deliver digitally signed, secure documents directly to consumers using standard e-mail, the
delivery method expected to drive the highest adoption rates. The solutions also support electronic document delivery via the Web and
mobile devices, with consumers receiving summary information or images of entire bills or statements, complete with interactive links
to information on new product and service offerings. The payment manager formats transactions when consumers press the pay 
button and sends instructions to direct-debit or card-based payment networks. Furthermore, the solutions help businesses reduce
paper costs, enhance cross-selling and improve customer satisfaction.

Put simply, e-series offers a broad suite of technologies
and services that amalgamate with current payment
and legacy business systems to form a total solution
set that allows consumers to transact business in new
ways across multiple retail delivery channels.

A few examples of the areas in which ACI’s e-series
products and services can help meet the multichannel
challenge are in the provision of secure payments
mechanisms for all commerce transactions, making
available a full range of smart card services, enabling
mobile commerce, and facilitating advanced forms of
electronic statement delivery and bill payment.

What next?
The emergence of a new retailing infrastructure provides
management with the flexibility to alter ways of doing
business and create value for customers. Broadband,
wireless technologies and TV-based Internet access are
once again revolutionising the Internet channel, and all
retailers must ask what these innovations could do for
their customers and plan ahead.

ACI’s e-series initiative provides organisations with 
a unique opportunity to build and retain valuable
relationships with consumers through the development
of integrated, efficient services using multiple, secure
communication channels and delivery platforms.
Furthermore, the resulting competitive advantage
increases customer loyalty and reduces customer
churn, a critical driver for companies trying to 
survive in an increasingly competitive marketplace.

There now is an overriding requirement for 
organisations to raise their need for efficient, 
multichannel communications to the top of their
priority lists. Already, more than 50 customers in 
23 countries have licensed ACI e-series solutions to
enable multichannel commerce in the virtual world.
The clear message is that traditional retailers must
prevent technology from passing them by and,
unquestionably, ACI Worldwide is best positioned to
assist them in meeting the multichannel challenge.
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n a recent survey by Ernst & Young, 61 percent of UK, 60 percent of
French, 57 percent of American, 56 percent of Canadian, 52 percent
of Australian, and 44 percent of Italian online shoppers indicated
they had no preference for pure-play over traditional retailers. I

For more information about ACI’s 
e-series initiative, contact Gene Hinkle 
at hinkleg@ aciworldwide.com.
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