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Introduction

Although companies often consider clientleing to be part of their marketing & product strategies, truly personalized
customer experiences & services have direct and indirect connections with supply chain capabilities.

The Clienteling Intersection
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81% of customers prefer companies that offer a personalized experience
and want their experiences to include the platforms where they prefer to
do business?

Clienteling initiatives can only achieve their goal of increasing customer engagement and driving profitable growth if
they’re executed seamlessly. Conversely, a lack of clienteling capabilities during the post-purchase journey can result in
supply chain re-work and incremental expense.

Throughout the year, Deloitte monitors the omnichannel clienteling services offered by 145 global companies to establish
year over year performance benchmarks and identify trends in clienteling across the retail industry. We also test new
capabilities to understand how they work and perform.

Based on our review of services offered across the retail industry in 2024, we’ve identified three areas where the
customer’s end-to-end experience requires careful alignment between the pre-purchase and post-purchase journeys...
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Offering gift services is an opportunity for companies to engage two customers
with a single transaction. Common services like gift recipient messages and gift
packaging can promote a company’s brand and be a source of incremental
revenue. However, supply chain partners should be fully aligned when these
services are offered to help ensure gift materials and processes can be
supported during peak volume periods.

Leading companies are beginning to leverage digital technologies to further
enhance gifting experiences. Digital gift messages provide communications
so both gift givers and recipients are informed of order progress from
placement through delivery. Gift selection services provide gift recipients
the ability to choose the color, size or even the item that they would prefer
to receive as a gift. These new services can significantly reduce customer
service contacts and high return rates associated with gift purchases.
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Over 15% of companies surveyed by Deloitte plan on expanding the

gift services they offer in the next year?
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Sustainability

Individual order packaging and transportation result in direct-to-consumer models having the highest environmental
impact. As a result, customers are looking for omnichannel capabilities that can offset these impacts and many see this
as an online shopping requirement rather than a preference.

This aspect of clienteling has the most direct connection with a company’s supply chain practices. Unnecessary use of
expedited carrier services and excessive use of plastics or other materials within packages can directly conflict with a
company’s sustainability charter or other environmental initiatives within their organization.

Leading companies are adding more eco-friendly services to their supply chain capabilities, sharing the benefits of
these options with customers and allowing customers to select them when shopping.
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In 2023, 32% of US shoppers switched brands because of their

sustainability practices?
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Size & Fit Services

One of the most personal connections a company can make with a loyal customer is helping them determine the best
product fit for themselves or their home. Despite this, our research found most companies are depending on product
descriptions or static size charts to assist with fit options rather than leveraging technology enabled tools.

Size & fit tools are yet another clienteling service with a direct supply chain impact, but in this case, a lack of these
capabilities has adverse effects. When customers are unsure which size, styles or colors will work best for them, they
will often purchase multiple options and then return some or all products purchased... eroding profit margins and
doubling supply chain handling & expenses.

Leading companies are leveraging technology-enabled fit prediction tools offered by 3" party service providers to
elevate their customer experience. These include fit prediction based on customer metrics & algorithms and
augmented reality / virtual reality tools.
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Companies surveyed by Deloitte unanimously indicated that size &

} »'; ; fit issues were the top driver of their customer returns?
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About Deloitte’s Omnichannel

Competitive Landscape Services

We research & test omnichannel services offered by 145 global companies collecting over 70 data points across the
customer journey. We then apply intelligent analytics to our data to establish year over year performance indicators and

identify new emerging trends.
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Who is Included in Our Studies

145 global ﬁ\“

companies B

WHOLESALE BRANDS 28%
DEPARTMENT STORES 7%
FAST FASHION 7%

DISCOUNT & OFF-PRICE 6%
BIG BOX & MASS MERCHANTS 3%
CONSUMER PRODUCTS

RESALE / CIRCULAR MARKETS

HOW WE COLLECT OUR
INFORMATION

Research company store
policies & online service

offerings

Conduct store shopping,
online order & return
performance tests

Advanced analytics to identify
performance levels and
capability trends

SPECIALTY RETAILERS 42%

Company Statistics
Annual Revenue (Billions)

Headquarters

Markets Serviced
100%
America

Years in Business

Brick & Mortar Stores

Under 25 25=C8) 100 - 249 250-499 | 500-999

WHAT THIS ENABLES US
TO SHARE

Key omnichannel performance
benchmarks across retail
industries

The end-to-end global
competitive landscape

The optimal post purchase
journeys for your customers
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Want to Learn More About Where Your Company Resides in the

Omnichannel Competitive Landscape Spectrum and How Deloitte
Can Help You Advance Your Capabilities?

CONTACT US

Kevin Mahoney

Managing Director, Supply Chain &
Network Operations

Deloitte Consulting LLP
kmahoney@deloitte.com

Maura Leddy

Specialist, Retail & Consumer Products
Deloitte Consulting LLP
mleddy@deloitte.com

Sarah Rosenbaum
Manager, Supply Chain &
Network Operations
Deloitte Consulting LLP
srosenbaum@deloitte.com
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Endnotes:

1. https://www.forbes.com/sites/shephyken/2024/04/14/the-personalized-customer-experience-customers-want-you-to-know-them/
2. Deloitte 2024 Omnichannel Industry Insights Survey

3. https://www.forbes.com/sites/adrianswinscoe/2023/12/18/15-customer-experience-predictions-for-2024

4. Deloitte 2024 Omnichannel Industry Insights Survey
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This document contains general information only and Deloitte is not, by means of
this document, rendering accounting, business, financial, investment, legal, tax,
or other professional advice or services. This document is not a substitute for
such professional advice or services, nor should it be used as a basis for any
decision or action that may affect your business. Before making any decision or
taking any action that may affect your business, you should consult a qualified
professional advisor.

Deloitte shall not be responsible for any loss sustained by any person who relies
on this document.

As used in this document, “Deloitte” means Deloitte Consulting LLP, a subsidiary
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