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Abstract:- The omnichannel supply chain strategy is an 

emerging trend in the retail sector that coordinates the 

process and digital technologies across sales and supply 

channels. The operation of the omnichannel supply chain 

strategy has been improved greatly by the outbreak of 

the pandemic. The research project explains the 

importance of omnichannel strategy during this time of 

pandemic and the impact it has on retail supply chain 

logistics warehouse management system. The current 

approaches that are being followed in a retail supply 

chain has been discussed in detail and the modification 

which will need to be followed by organizations in their 

process flow for implementing an effective omnichannel 

approach were identified and discussed in detail. Key 

capabilities which are essential to build an omnichannel 

solution has been discussed and the implementation 

domain for individual capability has been discussed in 

detail. 

 

I. INTRODUCTION 
 

Clients want to order merchandise however and 

whenever they want and have it delivered wherever they 

want; mobile, in-store, online, etc. The ever-changing 

demands and uncertainty of the Omni-channel marketplace 

are rapidly altering how dealers approach storeroom 

procedures. Omnichannel is a multinetwork strategy to sales 

that aims at providing clients with a unified shopping 

experience whether they are purchasing products online via 

a laptop or a mobile phone or in a brick and motor store. 

 
An omnichannel method means that there exists an 

incorporation between supply, promotion, and 

communication networks at the end. For instance, a client 

service representative relating to a buyer in a store can 

instantly locate their past purchases and favorites as easily 

as a customer service representative on a phone or webchat. 

The client can similarly use a computer to check catalog by 

store via the organization’s website, later purchase the 

product via phone or laptop, and pick it up at a selected 

location. This method improves customer service through 

the offering of multiple communication alternatives. It also 

enables flexibility as the client can shift between the 
networks throughout the communication.  

 

 

 

 

 

 

A Warehouse Management System (WMS) is a 

software application that aids in controlling and managing 

daily operations in a storeroom. It also monitors receiving of 

portfolio and put-away, enhances delivery and picking of 

orders, and instructs on inventory renewal. It can operate as 

a single application or part of an Enterprise Resource 

Planning (ERP) scheme.  

 
WMS initially performed simple tasks like storage of 

location data and inventory management. Currently, the 

scope of WMS functionality greatly varies from simple 

practices such as picking, packing, and shipping 

functionality to more refined programs like organizing 

innovative relations with material handling tools and plot 

administration. WMS also reduces the chances of mistakes 

occurring during product delivery. It can also aid in the 

rapid fulfillment of orders and instant tracing of ordered 

items within the warehouse. The general goal of WMS, in 

the end, is to accomplish a paperless atmosphere that 

automatically directs workers on the ideal picking, packing, 
and product shipping. 

           

This is the procedure we use to get our items to clients. 

It involves everything from how you obtain the raw 

materials to the time of product delivery to a customer. 

However, retail chain management is how you improve the 

procedures to boost both speed and competence. 

 

II. THE IMPACT OF OMNICHANNEL ON THE 

RETAIL SUPPLY CHAIN 

          
 Processing Client orders 

In an ancient supply chain, moving an item from the 

industry to the client, one goes through a process of multi-

level supply chain made of a storeroom, a global storeroom, 

and supply centers. The universal warehouse mainly deals 

with full pallets. The circulation center obtains massive 

pallets of sole products, that are unloaded and transported to 

their particular destinations. Lastly, the store sells the goods 

by the piece. In case a dealer needs to transport merchandise 

straight to a client, the store level is the only place for 

stocking all goods. 
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 Expanding portfolio for Improved Engagement with the 

Client 
According to many dealers, the circulation centers 

transport several deliveries as long as their stores and 

deliveries are a complete truckload. Changing the capacity 

of sales to a B2C network necessitates filling a truck with 

boxes carrying only one to five objects, and many boxes in a 

single day. This is the main effect of upsurging delivery 

numbers exponentially whereas reducing the number of line 

items in the organization.  

         

The instability of online ordering also obliges 

industries to extend the assortment of items they stock to 

increase client demand, having the exact needed good 
accessible is dangerous to retaining clients expecting the 

fastest possible delivery. Hence, retailers have to widen the 

stock-keeping items portfolio, reducing the number of 

distribution lines transported in every delivery. 

 

For instance, recently, a shoe seller needed close to 

100 kinds of shoes to meet customers' needs-this was a lot. 

Nowadays, in Zappos, Zalando, and shoe.com times, 

offering 20000 plus varieties, to remain viable, the same 

shoe seller requires to offer and dispatch nearly all shoe 

brands and types. 

         

 Distribution Centre or Delivery from Store 

Executing an Omnichannel method normally requires 

enhancing and generating an ordinary e-commerce policy 

for an old company. The organization requires to cease the 

process of distribution and directly transport goods to the 

client at a given point along the chain. 

 

The supply center is close to the end client is most 

probably the option, warehouses ready for the delivery of 

containers, which streamlines the adjustment. Stores can be 

supplied from many supply centers; thus, a client demand 
may require fulfillment from many supply centers. In this 

setup transport from the store to the client might be easier. 

Depending on variables such as trained manpower, delivery 

fee, supply chains will select between the two models- 

distribution center or store delivery. 

         

 Precise demand predicting 

Past data can be recovered at a given point and time 

and used in making strategic decisions by the management 

which determines business growth. Enable your business to 

predict demand, hire the correct magnitude manpower for 
the estimation period, also ensure that your dealers, support 

crew, and customer-facing team are competent in their 

approaches for the accommodation of busy periods.  

         

 Better supplier relationship 

Avoiding the last-minute rush that often affects 

production and manufacturing industries, this enables one to 

nurture strong and lasting relationships grounded on 

practical and precise requirements and timely delivery.  

         

 

 

 

 Improved levels of customer service 

Through timely delivery of products and efficient 
operation of the warehouse, accurate and up-to-date 

estimations, this gives you enough time to focus on client 

satisfaction: decrease the damage on products, advance 

distribution periods, and eradicate wrong picking mistakes 

that leads to client complaints. 

         

 The ability to execute a constant optimization approach 

Time is vital in a storeroom: time to train employees, 

change your tactics, and to ensure that quality products are 

delivered to customers. A Warehouse Management 

Organization shortens the time spent on catalog control, 

work, and space management of products, allowing you to 
emphasize preparation, team building, and practice 

optimization. 

 

 Building Omnichannel Excellence 

As customers resort to online shopping, consumer 

products businesses require to meet service and efficacy 

problems across numerous networks. This necessitates a 

new strategy for the supply chain (Harsha, Subramanian, 

and Ettl, 2019). The client-goods sector faces stiff 

competition. Currently, the competition is originating from a 

multitude of new guidelines. Dealers are facing competition 
from their supply organizations as shopper brands develop 

devoted online direct-sales aids and retail chains. 

Companies dealing with Customer-Packaged Products are 

facing stiff competition from stores expanding private-label 

goods. The two companies face competition from virtual 

hypermarkets for instance Europe’s Zalando and America’s 

Amazon, offering a wide range of goods, encouraging 

client’s involvement, quick delivery, faster returns, etc. 

          

Corporations are developing innovative assistance to 

respond to emerging threats and chances. These haphazard 

aids however often cost too much and producing little 
supplementary worth, crushing down profit margins. Many 

customers’ firms are aware that the primary problem and the 

solution is within the chain of supply. Therefore Omni-

channel has developed a powerful slogan across 

organizations. Even though industries are determined to 

create an Omni-channel supply proficiency, every major 

organizations have agreed that creating the correct chain is 

the most difficult part. 

 

Successful omnichannel projects are determined by 

five unique features: 

 Extremely cross-functional efforts 

 Are the products of a strong and fixated omnichannel 

approach grounded on significant perceptions of clients? 

 Require a tradition designed supply chain system 

 Shape or acquire innovative supply chain competences 

 Have a shifting plot that motivates and enables the 

company to assess, absorb, and quickly adjust. 
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Critically, business firms doing omnichannel do not 

choose from the five characteristics instead they have them 
all. The reason all the five features are vital requires one to 

understand how omnichannel developed to be a crucial 

significance for CPG corporations. 

 

 Supply chain requirements are fast-rising 

Mckinsey, last year, interrogated 3000 Americans on 

the online purchase of consumer-packaged products. More 

than half of the respondents had shopped online in the past 

six months, and twice the number had done research online, 

even after purchasing their product from a warehouse. 

 

In the US, there is a 15 percent annual increase in 
online sales, against a mere 1.5 percent for retail sales 

overall. Omnichannel retailing has recorded the fastest 

growth- where sellers allow clients to purchase items online 

then pick them up in-store, for instance, or deliver them 

from a local store. The sector has recorded between 50-70 

percent annual growth. Clients purchase more online- close 

to four times as compared to when they buy from a single-

channel seller. They also make additional orders when they 

collect their online orders in stores. 

           

The transformation is happening this fast because new 
competitors are storming in and distracting the market, 

troubling officials, and appreciating their buyers in different 

ways. Amazon, the leading distractor, rose to become one of 

the biggest retailers in the US in 2014 and is the top retailer 

in several groups. In comparison to conservative stores, 

Amazon produces a larger collection, affordable, more 

valuable appraisals, modified approvals, quicker delivery, 

and improved facilities, as these improve, client- satisfaction 

scores as well. 

          

It is hard to keep up. Trying to serve many channels in 

a unified manner exerts a lot of pressure on the supply 
chain, particularly when joined with the growing client 

expectations of accessibility, speed, and service. Industries 

that have spent over two years trimming their jobs for 

efficiency have to reconsider their entire style. We not only 

need to change the physical set up but also the company’s 

thinking and management of its business. That necessitates 

extensive changes to estimating, record strategies, and order 

-management procedures. 

 

 Multi-functional partnership 

The omnichannel supply chain could be better called a 
monofunctional supply chain. An organization should view 

its operations from a cohesive angle to make business 

choices that add value to the entire organization and not 

merely to persons within it. All the key investors should be 

incorporated into the journey. To achieve this, effective 

organizations design cross-functional crews right from the 

start of the omnichannel expedition and keep them all 

through from policy definition to its execution. They offer 

teams properties and power to quickly make decisions and 

initiate growth. 

 

 

 

 Omnichannel approach 

The second requirement is a go-to-market and facility 
policy that describes the networks the organization will 

serve and the facilities to be offered to online customers 

through brick-and-mortar stores and to offer to the retail and 

wholesome clients. The approach has to be openly 

subdivided, defining each channel, client assembly, goods 

classification, and location. The approach has to also define 

what the organization does not offer. 

 

A powerful policy requires an in-depth understanding 

of client favorites, customs, and inspiration. It involves an 

actual grind. There is a need for organizations to collect 

comprehensive, universal intuitions into the clients’ conduct 
and drives (Cai, and Lo, 2020). CPG Organizations have to 

understand their customers’ needs to be strictly client-

centered. To achieve this, they should gather perceptions for 

every target client section and group at each purchasing 

funnel stage. They should also understand that the things 

that motivate buyers to purchase items vary with the drive of 

client devotion. Failure to implement the right strategy 

jeopardizes an organization's omnichannel efforts by making 

one of the three common faults. The first mistake, they 

might deliver items that their customers do not need and 

forget about their needs. For instance, not all customers 
want the same or the next day to deliver. Sometimes all the 

customers care about is the convenience and cheap shipping 

fee. Some retail chains may need high supply flexibility 

while others need the lowest price and are ready to decrease 

their service needs to gain it. If a company fails to consider 

these differences, it may lead to spending lots of money 

without customer satisfaction. Second, organizations may 

fail to understand the importance of better facilities and 

providing a lucrative value plan. Companies making 

resource-allocation decisions based on instinctive feelings 

may lead to misuse of resources that could have been aimed 
at a segmented approach. That is avoided when companies 

understand the benefits of prices and potential sales of 

assistance in various sectors compare. 

         

Online grocery retail sale is expected to hit double 

digits according to a study conducted by Unata, an e-

commerce platform. In 2015, 8% purchased groceries 

online, it is expected that the figure will reach 17% this year 

(Cai, and Lo, 2020). Saying that the food supply chain is 

lagging in this process would be an irony. Due to the 

convolution of renovating supply and logistics, the 

technologically- savvy online dealers, referred to as basket 
thieves in some quarters, are consuming the brick and 

mortar dealer’s lunch. Brick Meets Click consultancy 

stipulates that the pure-play squad, spearheaded by Amazon 

has attained 84% of online grocery appointments and 59% 

of grocery expenditure. 

 

Even though AmazonFresh is still in a partial rollout, it 

continues to grab almost half of all online grocery visits 

(48%), whereas mass and club dealers’ sites sit at 15%, and 

21% for non-Amazon platforms. The number of online 

shoppers has rapidly increased since 2013(Simone & 
Sabbadin,2017). Whereas many clients feel distressed by 

online retailing, the capability to network with their buyers 
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via several networks has many benefits. An omnichannel is 

worth more than a single network customer. 
 

The proportion cost of transport increases as the order 

decreases. Mechanization from management orders via 

delivery will be required to manage the charges. With a drop 

in the order line, there exists a reasonable amount of 

speculation if the capacity is high. The transformation from 

a single to numerous networks sale and currently to an 

omnichannel experience has led to the progressively 

multifaceted workflows and choices around allocating and 

segregating inventories at a warehouse management system. 

This will warrant for changes in the following areas in any 

of the existing warehouse management system: 
 

1. Accommodate unique handling of freights between 

distribution channels, both store and e-commerce. 

2. Provision to perform inventory handling at each level in 

all the warehouse management operations like receiving, 

picking and shipping. 

3. Handle unique delivery and packaging methodologies for 

various channels of distribution. 

4. Each level processing increases the opportunity to 

improve the reporting / tracking of inventory at end user 

level. 
 

III. CONCLUSION 

 

Due to the advancement in technology and the 

outbreak of COVID-19 globally, the demand for products 

using online platforms, in-store apps increased drastically. 

This has made the retailers and companies adopt an 

omnichannel supply chain strategy to meet changing market 

demands and improve order fulfillment and delivery of 

products on time. The increasing trends of clients to 

purchase products online have made the logistics and retail 

providers rethink their supply chain channels that offer 
faster deliveries to gain a competitive advantage and 

improve customer loyalty. The research project evaluates 

the importance of the omnichannel supply chain during 

pandemic times and outlines the key strategies that should 

be adopted to improve customer experience and loyalty. 

Establishing an omnichannel is a hard, albeit necessary step 

for retailers who want to stay afloat in the increasingly 

digital world. Even if you cannot switch immediately, 

recommendation from the research is to start planning for 

the transition; the longer you wait, the more obsolete your 

current system will become. Business changes across the 
sections of supply chain is complex so utilizing and 

refactoring existing systems from order management to 

warehouse management will simplify the implementation 

changes. Even as you strategize remember that the most 

essential element, the whole reason for doing this, your 

customer. Keep it simple, make them smile and the others 

will follow. 
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