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TOP ONLINE RETAILERS BY REVENUE

Notes: 1) Unique monthly visitors. 2) Subject of mini-case study. 3) SHC data as estimated by Internet Retailer. Includes Lands’ End. 4) Sears figures from Omniture, 1/1/08-12/31/08. 5) 
2008 Browser satisfaction / purchase intent score; both Top 100 only. 

Source: Internet Retailer Top 500, 2009 Ed.; ForeSee, Spring 2009 Top 100 Online Retail Satisfaction Index; Omniture; Multi-channel and Online Strategy team analysis.
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GROWTH IN MULTI-CHANNEL ACTIVITY IS OUTPACING EVEN 
ONLINE RETAIL

Source: Forrester Research; team analysis
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CATEGORY DYNAMICS ARE EVOLVING INTO FOUR MODELS

Percentage of total retail sales, 2011

* Industry average, % online sales = 10, % cross channel sales = 36
Source: Forrester research; McKinsey 
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ONLINE REQUIREMENTS VARY SIGNIFICANTLY ACROSS MODELS
Usage of merchandising levers

Content

Assortment

Pricing

Marketing/ 
promotions

Visual/
space

Delivery

Source: Team analysis

Key area 
of focus

Multi-channel 
Beginners Apparel

1 2 3 4 5 60

Online convenience
Office supply
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Digital leaders
Consumer Electronics

1 2 3 4 5 60

Online influence
Home Appliance

Winners… • Robust (extended) assortment
• Deep content
• Rich comparison tools
• Enhanced customer service
• Collaborative filters to drive 

basket

• Simple search yields robust 
results

• Simple transaction process
• Loyalty programs build 

switching barriers
• Efficient fulfillment
• Turn-key replenishment 

options

• Multi-channel promotions
• Rich-media to better 

showcase “look and feel”
• Clear multi-channel linkages
• ‘Editorial’ content

• Rich content, from multiple 
source (e.g., 3rd party 
reviews, user reviews)

• Rich media to better “trial” 
products

• Tools/tactics to create cross 
channel “stickiness”

1 2 3 4 5 60
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ONLINE PAIN POINTS HAVE LED TO GREATER MULTI-
CHANNEL ACTIVITY
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I redeemed a coupon in the store

The product was not available for sale online
I was in the store for something else and 
saw the product I had researched at a good price
I am not comfortable buying online

Other

I wanted the product immediately

I wanted to see the item before I purchased it

I did not want to pay shipping costs

It was more convenient for me to buy this product offline

I prefer buying products offline

I found the best price offline

I needed to talk to a sales person about the product

I knew it would be easier to return the product if I got it offline

Customer rationale for searching online and 
purchasing offline

Source: Forrester Research; team analysis
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DELIVERING SUPERIOR CUSTOMER VALUE

Traditional retailers

Find ways to combine 
online and “traditional” 
assets to deliver more 
customer value than pure 
play online including:

• stores / expertise

• logistics / distribution

• service capabilities

• call centers

Find ways to overcome 
customer objections to 
completing transactions 
with pure play online 
retailers:

• fulfillment options

• decision-making 
content

• user-generated 
content

Online retailers

Customer
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Contact Info:

Jason LaRose
VP Multi-Channel Business and Online 
Strategy
Sears Holdings Corporation
(847) 286-7060
jlaros2@searshc.com
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