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Continuing online sales growth is 
leading to increasing front-end and 
back-end collaboration between 
webshops. Taking a joint approach 
to logistics would help them to 
further benefit from economies of 
scale. Supply Chain Movement and 
Manhattan Associates have created 
a mindmap to outline the route, 
including road signs indicating 
potential hazards along the way.

Mindmap for cross-channel fulfilment

MindMap Manual 

Supply Chain Mindmapping

Creators Mindmap:

While it is relatively easy to set up 
a webshop in several languages for 
different countries, arranging the asso-
ciated logistics activities demands a 
lot more effort. To support its European 
expansion, for instance, Amazon has 
invested heavily in new distribution 
centres. Cross-border e-fulfilment 
means higher transport costs, and the 

inevitable returns process can also be 
very expensive.

Collaboration: It is clear that there will 
be increasing collaboration among web-
shops, at both the front end and the back 
end. At the front end, small webshops 
can increasingly be seen together on 
shared internet platforms. Just as in 

the physical world, there is a growing 
number of shop-in-shop concepts 
in which  manufacturers of branded 
goods present their collections through 
another retailer’s webshop. It is surely 
an obvious next step for some of these 
players to create economies of scale 
by working together from a logistics 
perspective too.
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Benieuwd naar meer?
Download nu de ROI calculator via

nl.zerodisappointment.com/stock en krijg inzicht in de 
impact die een echte zero disappointment retail ervaring op uw klanten 
en uiteindelijk op uw omzet heeft.

www.manh.com

In de snel veranderende en concurrerende wereld van retail krijgt u meestal maar  
één kans om aan de steeds groeiende verwachtingen van de moderne consument van 
vandaag te voldoen. Eén fout en uw klant is van een ander. Kunt u zich dit veroorloven?

Out of stock is een van de grootste irritatiepunten van uw consument.

Zorg ervoor dat het in één keer lukt met buy anywhere, fulfil anywhere, 
return anywhere Zero Disappointment Retail™ van Manhattan Associates.
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E-commerce growth: Despite the econo-
mic crisis, online sales levels continue to 
increase: the average European growth 
rate was 16 percent in 2012. The online 
share of total retail sales varies tremen-
dously from one country to another. In 
Italy, for example, internet sales account 
for only 1.3 percent of the country’s total 
retail turnover. Meanwhile, the UK leads 

the way with online representing 12 per-
cent, and this figure is expected to rise to 
20 or even 30 percent at the expense of 
traditional stores.
Because of the strong growth in e-com-
merce, a retailer’s decision to either 
handle its own logistics operations or 
outsource them is one that has increasing 
impact. As more and more companies are 

outsourcing their e-fulfilment activities, 
certain logistics service suppliers are 
specialising in this field and offering a 
wider range of services.

Cross-channel, cross-border: Initially, 
consumers placed their orders online 
and the goods were delivered to them at 
home. Nowadays, they can order pro-

ducts on the internet for pick up in a store 
or at a collection point, a model known as 
‘Click & Collect’. For certain products in 
London, it is even possible to order from 
and arrange for delivery to a café ter-
race . Retailers are also exploring ways 
of delivering straight from their stores. 
Delivery and inventory reliability is crucial 
in this form of cross-channel retailing.
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