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Here are 6 ways to help you do just that:
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Data and insights are great, but you’ll only get real value out of them if you’re 
tracking the right things. This is particularly true in the age of omnichannel 
retail. Traditional metrics such as sales per square foot and individual store 
performance are still important, but they’re no longer enough to give you a full 
picture of how your customers are engaging with your brand. 
With consumers shopping across physical and digital channels, retailers need 
to find ways to measure performance in a holistic and omnichannel way.

CONCLUSION
Modern retail calls for modern metrics. Looking at data in silos will give you a limited view of 
your customers’ retail journeys. To truly understand the impact of your omnichannel efforts, you 
need to start looking at retail analytics from a holistic point of view.
You may also want to take things a step further by developing a unichannel strategy, in which 
you stop seeing physical and digital channels as separate entities. This requires managing 
your stock and sales through a unified platform so you can provide the most seamless retail 
experience possible. 
Inditex, (the parent company of Zara, Pull&Bear, Massimo Dutti, Bershka, Stradivarius, Oysho, Zara 
Home and Uterqüe) is already taking steps to implement this. 
Companies should clearly understands that most consumers don’t view retail in terms of 
channels — to them, t’s just called “shopping.”

MEASURE ONLINE SALES LIFT IN AREAS 
WHERE YOU HAVE A PHYSICAL PRESENCE 

When you’re looking at the performance of your physical stores, 
be sure to consider their impact on your overall sales. A good way 
to do this is to measure online sales lift in areas where you have a 
physical presence. 
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LOOK AT THE ADOPTION OF YOUR OMNICHANNEL 
STOCK MANAGEMENT INITIATIVES

If you’re selling on physical and digital channels, see to it that your systems 
are tightly integrated and can provide real-time updates of stocks.
Be sure to measure the adoption and results of Stock management 
initiatives. These may include:

• Customers who buy online pick up in store 
• Use of mobile app or website in (and out of) the store 
• Make sure that you have the right stock if your customers decide to 

buy on line a product that he has already seen in the store.
• Offer redemption rates per channel
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TAKE A CLOSER LOOK AT 
CUSTOMER LIFETIME VALUE (LTV)

There are many ways to measure customer lifetime value, and 
the right method or formula will depend on your specific business. 
Typically though, when measuring LTV, you need to factor in 
metrics like customer acquisition costs, marketing costs, average 
order value, purchase frequency, and more. 
Figure out the best formula for your business — or better yet, find a 
solution or platform that can do it for you — then go from there.
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CONSIDER ONLINE SEARCH LIFT IN TRADE AREAS

Physical retail stores, as well as offline initiatives like events, 
traditional advertising, and pop-ups, can drive brand awareness. A 
good way to measure the results of your offline efforts is to keep an 
eye on brand searches from a particular location or trade area.
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MEASURE THE EFFICIENCY AND ROI 
OF YOUR OMNICHANNEL EFFORTS

Aside from customer adoption, it’s important to measure to 
efficiency and ROI of your initiatives. 
For example, if you rolled out a “ship-from-store” service that lets 
online shoppers order from a nearby store location, then you’ll need 
to determine the results and ROI you gained out of the service.
Depending on your systems and processes, this particular service 
could yield results in the form of:

• Lower shipping costs 
• Faster order fulfillment 
• More sales
• Higher customer satisfaction
• Better inventory accuracy 

By measuring the amount of time saved along with the added 
revenues that resulted from the initiative, you can have a clear 
idea of what your ROI is.
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MEASURE YOUR 
NET PROMOTER SCORE (NPS)

Measuring your NPS involves asking your current customers the 
following question: “On a scale of 0 to 10, how likely is it that you 
would recommend our organization to a friend or colleague?” 
Based on their answers, your customers can be segmented into 
three groups: Promoters, Passives, and Detractors. To calculate 
NPS, subtract the percentage of detractors from the percentage of 
customers who are promoters.
NPS is a great measure of customer satisfaction and loyalty, 
regardless of the retail channel, so make it a point to track this 
metric over time and continuously improve.
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