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It's the 10th anniversary of the Omnichannel Retail Index (“the Index”
or “ORI"). This annual study offers insights for retailers and brands to
accelerate growth by taking the pulse of digital commerce and
omnichannel retail. Launched in 2015, the Omnichannel Retail Index
report expands this year for the first time to include new global
markets.

The 2025 report outlines key findings on the state of omnichannel and
digital best practices, offering insights on trends and customer
demands. The Index quantifies how leading retailers and brands
deliver on the omnichannel promise through mystery shopping
conducted by OSF Digital’s strategy consultants and team members
across regions. This report also uncovers how retailers and brands
meet ever-rising customer demands.
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Knowing the industry benchmark data and best practice adoption
trends will help you prioritize your digital and omnichannel roadmap
and ultimately make smarter investment decisions.
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https://www.salesforce.com/resources/articles/customer-expectations/
https://www.globenewswire.com/en/news-release/2024/05/13/2880352/0/en/Omnichannel-Retailing-Market-to-Hit-19-51-billion-by-2030-at-a-CAGR-of-14-says-Coherent-Market-Insights.html
https://www.globenewswire.com/en/news-release/2024/05/13/2880352/0/en/Omnichannel-Retailing-Market-to-Hit-19-51-billion-by-2030-at-a-CAGR-of-14-says-Coherent-Market-Insights.html

39\ +! £

&$ 9 I $ R
tu ;| _o7oto]«

For the 2025 Index, OSF Digital’s strategy consultants evaluated 116 retailers 4 across three regions:
North America, and—new this year— Latin America and Europe. We narrowed our focus from 15 to 13
verticals, removing Discount and Pet.

Using detailed and extensive mystery shopping, we assessed the adoption of key omnichannel
capabilities across the customer journey. Retailers and brands were measured against 150+ criteria
spanning web, mobile, cross-channel, and in-store experiences. With the addition of two new regions,
the criteria were held stable this year.

While the Index measures the adoption of
features and functions, it does not reflect the
implementation, how well a feature performs, or
the value it delivers. For example, if both Retailer _

i Unvv_ u |-t w
A and Retailer B offer product recommendations
on the product detail pages (PDPs), they receive
the same score—even if Retailer A's product

recommendations are highly personalized and

i

Retailer B leverages a basic product
recommendation widget. Additionally, the
criticality of best practices can vary by vertical. A
virtual try-on feature may be essential in Apparel
or Beauty but less relevant in Office/Electronics.
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The criteria and findings show how well retailers and brands are meeting evolving customer demands.
Businesses can use these insights to evaluate their current capabilities and shape their customer
experience roadmaps. However, the adoption of best practices alone does not guarantee success. The
execution of a feature matters, and broader factors—such as merchandise assortment, inventory
availability, marketing, customer acquisition, and supply chain operations—also play a critical role in
performance.
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The growing investment in omnichannel experiences is expected
to reach 10.13 billion USD by next year and 25.35 billion USD by
2032.> Still, many retailers and brands continue to fall short of
delivering the seamless, frictionless shopping journeys that

1% |

“rutt 7orzomoe v w1zl v
consumers expect. The 2025 Index reveals both areas of progress !

and ongoing opportunities for improvement across regions and
verticals. On average, brands and retailers have adopted only
62% of omnichannel best practices. The highest-performing
company implemented 90% of best-practice capabilities, while

the lowest adopted just 32%. This wide range indicates a
considerable opportunity for growth, even among leading
organizations.
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) _br; -72@mo=0;\ "loy ft&tl ;M rzomM
rul/ v - 70yl vy otfer Buy Online, Pick Up In-Store (BOPIS), with 77% ready

v urldy; e for pickup within 3 hours—highlighting improved service-level
1o m \hrc v_0%q 7 execution.
V| ium]_-lww]|_;
-VV;VV;7 [{wh ":-ul_ rzl WEZon®
« « | of brands handle misspelled queries effectively, with growing
use of personalized search suggestions.
oObtrr 7orzon®
* < | of retailers now offer transactional mobile apps, indicating
mobile’s significant role in the commerce ecosystem.
o<-tj< w]ul VO
« S| of companies offer a loyalty program, reflecting its continued
€ 382 18 20+ 0T strategic importance for retailers in retaining customers and
128 122°€ "1 £2+ &) increasing share of wallet.
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https://www.globenewswire.com/en/news-release/2024/05/13/2880352/0/en/Omnichannel-Retailing-Market-to-Hit-19-51-billion-by-2030-at-a-CAGR-of-14-says-Coherent-Market-Insights.html
https://www.globenewswire.com/en/news-release/2024/05/13/2880352/0/en/Omnichannel-Retailing-Market-to-Hit-19-51-billion-by-2030-at-a-CAGR-of-14-says-Coherent-Market-Insights.html
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Many best practices in this area are common across key pages,
including product listing pages (PLPs)—for effective filtering—and
product detail pages (PDPs)—for suggested/recommended products.
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Retailers could broaden their use of personalization and give
account-holding customers more control over their preferences
and contact information.

-]- -r|tu =ou -u;Zn 9

Collecting mobile numbers, email addresses, and loyalty
membership across channels could support targeted outreach and
engagement.

(b T Surnvr-u Mk 9
Better communication of delivery timing in Cart & Checkout would
build shopper confidence when making purchases.

tvlol ;u"frroy 11, w9

Broader availability and visibility of customer service touchpoints
throughout the shopper journey would ensure shoppers get the
answers they need to make a purchase.

oObtrr BQunz-zond

Customers need stronger incentives and unique features to drive
the installation and regular usage of the mobile app.

tbLhw 11, w|o w71l mo9

Providing information sooner on the PLP with swatches and Quick
Views will shorten the path to purchase.
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Online features like geolocation and filtering by in-store inventory
will make it easier for customers to shop in their local stores.

While many brands are advancing in key areas like store fulfillment, search optimization, and loyalty,
widespread gaps remain in personalization, customer service, and the mobile experience. For retailers
aiming to meet rising customer expectations and stay competitive, closing these gaps is not just an
opportunity; it's a necessity.

Generative Al, which offers promise to help in a number of these areas, particularly customer service
and personalization, saw adoption of 22% across regions. With more than 1 in 5 brands and retailers
already using Generative Al, Customer Service is the primary use case, but it also shows up in decision
aids, review summaries and customization. While these powerful tools require data and strategic
readiness, we expect to see adoption accelerate in response to rising customer expectations.

‘$ 13 s

Across regions, the | oOl; 1 - mm tled in best practice adoption, reflecting the retail industry’s
awareness that most consumers now shop from their mobile devices. Just one point behind, the bl
v pu 1 - nm tfollowed closely, underscoring the continued importance of physical stores in the
omnichannel experience.

Online performance from the ontbm 1 - mm tvaried more widely by region and retailer. However,
several best practices still achieved strong global adoption, with all regions performing above average
on select criteria.

wv vl - nm texecution and expectations differed by region, but North America stood out as a leader
in this area, boosting the category with a 62% adoption rate. This region excelled in surfacing local store
information—such as inventory availability and same-day pickup options—helping to bridge digital and
physical experiences seamlessly.
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Motivated by competitive pressures and customer
expectations, the L 1; F t; 1] wndwertical led
in best practice adoption across the assessed
regions, implementing nearly three-fourths of all
criteria. This is likely driven by consumer
electronics, which is the top global ecommerce
product category, generating $922.5 billion in
2024.6 Consumers, however, are strategic about
their buying habits. Before making an electronics
purchase, 85% of worldwide consumers visited at
least two websites.” This gives Office/Electronics
retailers greater incentive to deliver experiences
that will outperform their competitors. It should
also be noted that Office/Electronics brands
typically had an early digital head start compared
to other verticals like Grocery and Luxury.
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https://www.statista.com/outlook/emo/ecommerce/worldwide
https://www.statista.com/statistics/1535254/online-research-before-electronics-purchase/
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Next in the race came ol ; F otv; % u v-a vertical seeing new growth as more consumers prefer to
entertain and celebrate milestone events at home.2 With more time spent at home, especially since the
COVID-19 pandemic, demand for home decor that enhances living spaces has surged. Retailers in the
space are responding to this demand, recognizing that omnichannel capabilities directly impact sales in
this emotion- and design-driven category. To stay competitive, traditional players are upgrading their
omnichannel offerings to keep pace with digitally savvy challengers that provide next-day delivery, free
standard delivery, and curated digital experiences, including allowing shoppers to visualize how a
product will look in their homes.

Closely following in third place was the ;r-4yl ; nj "|ou wertical. Growth in this category was fueled
by technology advancements and new retail strategies.” Challenges such as competition from online-
only retailers and changing consumer behaviors have spurred innovative responses from department
stores to adopt omnichannel best practices, with the highest adoption of Cross-Channel best practices
at 83%.
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As consumer expectations for seamless, intuitive digital experiences continue to rise, brands and
retailers are under increasing pressure to deliver. In fact, 74% of consumers expect to be able to do
anything online that they can do in person or by phone.'!
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https://www.marketresearchfuture.com/reports/department-store-market-41461
https://www.marketresearchfuture.com/reports/department-store-market-41461
https://www.marketresearchfuture.com/reports/department-store-market-41461
https://www.homepagenews.com/occasions24/at-home-entertaining/
https://www.homepagenews.com/occasions24/at-home-entertaining/
https://www.salesforce.com/uk/resources/articles/customer-expectations/
https://www.salesforce.com/resources/articles/customer-expectations/
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Despite noticeable variation across regions and industries, there are several areas where global
adoption of omnichannel best practices is consistently robust and above average. We will explore the
most widely adopted capabilities in three critical parts of the customer journey: loyalty programs,
search, and key product pages.

Top-performing to<-t|< rw] u| vcan boost revenue from customers who redeem points by 15 to 25%
annually by increasing purchase frequency, basket size, or both.*> And 79% of consumers are more
likely to do business with a brand because of its loyalty program.?®* Our Index supports these figures,
showing that loyalty programs remain a cornerstone of customer retention and spending strategies,
with 73% of retailers and brands offering a loyalty program.
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"B; v ;- U_is a critical function in digital commerce that drives conversions, with 43% of site visitors
going directly to the internal search bar upon arrival.’* Searchers are 2 to 4 times more likely to convert
than non-searchers.’®> These metrics highlight the business impact of investing in high-performing search.
Brands are taking note, as they have intensified their focus on optimizing their search capabilities.
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https://www.merkle.com/en/merkle-now/ebooks/2022-loyalty-barometer-report.html
https://www.merkle.com/en/merkle-now/ebooks/2022-loyalty-barometer-report.html
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/next-in-loyalty-eight-levers-to-turn-customers-into-fans
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/next-in-loyalty-eight-levers-to-turn-customers-into-fans
https://www.forrester.com/report/MustHave-eCommerce-Features/RES89561
https://www.forrester.com/report/MustHave-eCommerce-Features/RES89561
https://www.coveo.com/blog/faceted-search/
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w71l tvzm r-]1;vP  @nd product detail pages (PDP) are key parts of the shopping funnel that
can ease the journey and drive conversion rates. When executed well, they can help customers find
what they want, reduce cart abandonment, and influence buying decisions.
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While there was wide variance across retailers and regions for most criteria, key criteria showed below-

average adoption for all regions. Some features may be more common for some verticals than others,

but many of these underleveraged capabilities represent opportunities to broadly improve the customer

experience.
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For companies that want to grow and
lead, r; wom tEZ onhas become table %é' % |
stakes. With personalization being a goal | o@l
for many retailers and brands—and an
expectation for many consumers—there
are still some missed opportunities in this
area. Delivering personalized experiences
is especially important when 71% of

consumers expect personalization, and

76% get frustrated when they don't find it.*¢ To successfully deliver best-in-class personalization, brands
and retailers need well-developed strategies across channels and across the journey, robust customer
data, and powerful personalization tools that can take time to build out.

Another area where organizations have room to grow is in 1fv|ol ; uv; U d;. This has become a
significant part of the shopping journey that can cultivate loyalty or trigger a customer to switch brands.
Overall, widespread adoption of best practices in customer service has a long way to go. But we noticed
a few major weak spots.
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https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
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Despite regional differences, these findings in the online shopping channel underscore a global
convergence towards optimizing loyalty programs, search, and PLP and PDPs. Organizations that deliver
seamless search experiences, showcase strong loyalty benefits, and enable intuitive product discovery
are better positioned to improve satisfaction, increase conversions, and develop a long-term
competitive advantage.
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While omnichannel expectations and execution vary across regions and retailers, North America
emerged as a leader in implementing cross-channel best practices. Retailers in this region have adopted
an average of 62% of key omnichannel features—indicating a strong commitment to creating seamless
shopping experiences across digital and physical touchpoints.

An omnichannel strategy serves not only customers, but retailers as well. Omnichannel shoppers spend
30% more than those who shop using only one channel,’” and companies with omnichannel
strategies!® retain 89% of their customers compared to 33% for companies with weak omnichannel
strategies. Omnichannel strategies also enable better use of scarce inventory, which can lead to
improved margins. While many retailers have made significant strides in core omnichannel capabilities,
lower adoption of more advanced or integrated features suggests that there is still substantial room for
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This overall performance reveals a significant disparity between the most and least adopted features,
highlighting opportunities for retailers to expand their capabilities and drive more cohesive and lower-
friction customer journeys. Bridging this gap will be key to meeting consumer expectations and
unlocking higher customer retention and spending across channels.

o0ly; 9 ||l T r;uz";

As | o0M; traffic continues to dominate digital engagement, optimizing the mobile shopping experience
has become a strategic imperative for brands and retailers. Nearly 80% of all digital commerce traffic
worldwide now originates from mobile devices'?—a clear signal that the mobile channel is no longer a
secondary touchpoint but a primary avenue for consumer interaction.

Europe led in the adoption of mobile best practices, with 78% average adoption of mobile best
practices for the retailers evaluated. European retailers demonstrated the highest levels of design and
functionality adaptation for mobile-specific constraints, including small screen sizes, limited keyboard
interactions, and touch-based navigation.

While mobile conversion has historically trailed behind desktop, mobile experiences that take
advantage of device capabilities and recognize form factor limitations can positively impact mobile
conversion. And, with mobile traffic expected to continue to increase, closing the conversion gap should
be a top priority for nearly all brands and retailers. While many have turned to mobile apps to provide
efficient mobile shopping, few (27%) have developed clear app benefits that can lead to increased
downloads and, critically, ongoing usage.
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https://www.statista.com/statistics/568684/e-commerce-website-visit-and-orders-by-device/
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Mobile shopping doesn't just influence online conversions. It also plays a critical role in shaping in-store
behavior, with 71% of in-store shoppers using smartphones for research indicating their device has
become more important to their in-store experience.?° From scanning barcodes to checking inventory
or reading reviews, mobile-enabled experiences are now integral to the omnichannel path to purchase.

"lou vO"Zztt- (B-t -1, |o" or

Despite the rapid rise of digital commerce, physical stores remain a critical component of the
omnichannel journey. More than 80% of retail sales still take place in a physical location,?® showing the
channel’s significance in the retail ecosystem. Leading retailers and brands view stores not only as
points of sale but also as a powerful source of customer data, which can be used to enrich the customer
experience across all channels.

Europe and North America tied at 75% for overall adoption of store best practices. Both regions
showed strong efforts to capture customer information in stores, with loyalty sign-ups in-store gaining
increasing prominence.
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As omnichannel expectations evolve, retailers must continue to invest in physical locations—not only to
drive sales, but to enhance fulfillment, capture customer data, and deliver seamless cross-channel
experiences. Those who succeed will blend the best of physical and digital to meet consumers wherever
they choose to shop.

&ll

The 2025 Omnichannel Retail Index highlights clear progress in adopting best practices across regions,
channels, and verticals, but it also reveals a landscape marked by uneven execution and untapped
opportunities. While brands and retailers have made notable strides in areas like loyalty programs, site
search, and mobile app adoption, the overall average of 62% best practice implementation underscores
the substantial room for growth, often in fundamental capabilities. High-performing retailers are setting
the pace, but a significant gap remains between leaders and laggards, especially in personalization,
customer support, and mobile innovation.

To remain competitive and meet rising consumer expectations, organizations must continue to
strengthen their omnichannel strategies—not only in each individual channel, but through truly
integrated, cross-channel experiences. Investing in advanced features like mobile-native tools, cross-
channel inventory visibility, and customer data capture will be essential. But to truly lead, organizations
must close the gaps—embracing more sophisticated personalization, refining mobile capabilities, and
ensuring frictionless transitions between channels. As the retail landscape becomes increasingly
interconnected, those who successfully bridge the physical and digital divide will be best positioned to
drive engagement, loyalty, and long-term growth.
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