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Unite customer, marketing, sales, inventory and supply chain data into a seamless view.
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What is Omni-Channel?
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Mobile Matters
Smart phone owners are active consumers:

45% 
make a mobile 
purchase every 
month 5

Average 
e-commerce 
conversion 
rate =

2% 

Average 
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conversion 
rate =

30% 

Retailers that combine channels 
through click and collect can 
increase their transaction 
values by

300%4
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Clicks + Bricks = Higher Sales
The Omni-Channel Conversion Opportunity:
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