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MARKET SIZE

WHAT IS
OMNICHANNEL?

Omnichannel is about delivering a
360 degree shopping experience
to engage consumers through
every channel available.
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SUPER

SHOPPERS @

Shoppers who behave in an
omnichannel way are more valuable
to retallers, spending more money
and shopping more frequently
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1 8% of shoppers account for around

70% of retail spending in the UK The value of these 500/ """ A e
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purchases sourced

and researched :

through multiple ciifeacios.. Al
channels can be up

to 50% more than
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through a single
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