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#ECRCatManNetwork
Survey on Omnichannel CM



Project Background

• Each webinar will be supported by an ECR #CatManNetwork Survey 
focusing on the featured Hot Topic.

• The objective is to deliver bespoke & current research findings at the 
commencement of each webinar.



Research Approach

Sample

• Sociodemographic based on natural occurrence

• Multi-country & Multi-language survey

Sample Size   

• n = 101 interviews in total

Method of data collection

• Online interview

Interview 

• Length of interview ~7 minutes.

                                                                                                                                                                           
                    

Respondent Share

Greece

Brazil

France

Germany

Ireland

Italy

Netherlands

Belgium

China

Columbia

Czech Republic

Poland

Sweden

United Kingdom

Other

21%

13%

12%

10%

10%

10%

4%

3%

2%

2%

2%

2%

2%

2%

6%



Report structure 

• Type of company 

• Sector 

• Departments and Functions

Sample structure
Online Category 

Management

• Percentage and growth rate 

of online grocery sales

• Information behavior of 

shoppers

• Digital shopper activation

• Use of online CM strategies 

and 8 step CM process

• Major challenges

Omnichannel Category 

Management

• Familiarity and importance 
of Omnichannel CM

• Implementation of and 
satisfaction with 
Omnichannel CM strategies 

• Challenges of Omnichannel 
CM

• Information behavior 

• Future perspective and 
benefits of Omnichannel CM



The sample consists of retailers, manufacturers and service provider with a high share 

working in the food and beverage section. 

Sample Structure

Type of company

57%29%

14% Manufacturer

Retailer

Service
Provider

70%

21%

14%

9%

7%

3%

9%

Food and Beverage  

Cosmetics & personal care

Home & household goods

Pharmaceuticals

Electronics

DIY

Other

Sector 

Total:  n=101

52%

35%

34%

32%

30%

23%

Ambient Food

Fresh Food

Frozen Food

Chilled food

Beers, wine, spirits

Other



Sample Structure

Department(s)

54%

19%

19%

14%

12%

11%

4%

8%

Category Management

Sales

Trade Marketing

Shopper Marketing

Research

General Management

Brand Marketing

Other

Total:  n=101

Beside the main target group of category managers, we also got answers from other 

departments and functions closely related to category management. 

Function

34%

20%

10%

6%

5%

5%

1%

20%

Category Manager

Sales Manager

Insights Executive

Marketing Manager

Trade Marketing Manager

Shopper Marketing Manager

Brand Manager

Other



Familiarity: Omnichannel CM

2%

20%

39%

40%

How familiar are you with the concept of 

Omnichannel in Category Management?

Slightly familiar

Total:  n=101

Respondents are rather familiar with the concept of Omnichannel CM and consider it to be 

important for both, retail and brand - Omnichannel is known and of high importance.

Moderately familiar

Very familiar

In your opinion, how important is Omnichannel in 

today's retail / brand landscape?

2% 1%

6% 13%

37% 25%

55% 61%

Very important

Rather important

Partly partly

Rather not important

Not important at all

Retail 

landscape

Brand 

landscape

Not familiar at all

T2B: 

92%

T2B: 

86%

T2B: 

79%



Implementation & satisfaction

Is your company actively implementing 

Omnichannel strategies in Category 

Management?

Total:  n=101; Respondents who‘s company is implementing Omnichannel strategies in CM: n=57

Only half of the respondents implemented an Omnichannel CM strategy. Out of those only 

50% are satisfied with it – Potential to improve strategy building process and satisfaction. 

How satisfied are you with your company's 

current Omnichannel Category 

Management strategies and performances?

Yes
56%

No
39%

I don’t 
know
5%

5%

46%

39%

11%Very satisfied

Rather satisfied

Partly partly

Rather not satisfied

Not satisfied at all

T2B: 

50%



Challenges of Omnichannel CM

Respondents who‘s company is implementing Omnichannel strategies in CM: n=57 

The main challenge of Omnichannel CM are inconsistencies between channels. However, 

consistency between online & offline offerings is seen as important. 

53%

46%

37%

30%

28%

25%

9%

Cross-channel inconsistency

Resistance from stakeholders

Challenges faced when implementing Omnichannel strategies in CM

Technology limitation

High implementation costs

Data integration issues

Inventory synchronization difficulties

Other

In your opinion, how important is it that 

online & offline offerings are 

consistent for the shopper?

2%

7%

12%

44%

35%

Very important

Rather important

Partly partly

Rather not important

Not important at all

T2B: 

79%



Information behavior

Total:  n=101

The majority of respondents inform themselves about Omnichannel trends in CM – High 

level of interest in the topic. However, adequate training/resources are often not provided.

Do you inform yourself about Omnichannel 

trends in Category Management?

3%

18%

55%

24%
Yes, extensively

Yes, to some extent

No, but considering it

No, not at all

Has your company provided training and 

resources for employees to understand and 

implement Omnichannel strategies?

Yes
34%

No
53%

I don’t 

know
13%

T2B: 

79%



Future perspective and benefits
The number of Omnichannel CM strategies has increased – Omnichannel is on the rise due to 

the wide range of benefits associated with it. 

Please estimate how Omnichannel 

strategies in Category Management have 

developed in the last three years.

5%

46%

49%

The strategies have increased
very much

The strategies have increased
slightly

The strategies have remained
constant

The strategies have decreased
slightly

The strategies have decreased
very much

Total:  n=101; Respondents who‘s company is implementing Omnichannel strategies in CM: n=57 

Enhanced customer experience 70%

62%

62%

58%

42%

30%

16%

2%Other

Improved sales

Competitive advantage

Increased customer loyalty

Greater data insights

Improved revenues

Better inventory management

Benefits associated with Omnichannel CM

T2B: 

95%



Summary

… requires a high level of  

information

… is not yet sufficiently 

supported by training concepts

… comes with the challenge of 

inconsistencies between 

channels 

Omnichannel CM... 

… is known and of high    

importance

… is of great interest

… is on the rise due to the wide 

range of benefits associated 

with it 

Omnichannel CM... 


