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THE OMNICO

GAP BAROMETER

Cloud based technology powering 
point-of-sale and customer 
engagement solutions

METHODOLOGY
From a total of 11 questions 
in this research project, five 
questions were used to form the 
Omnico Retail Gap Barometer 
benchmark. These questions 
were repeated each quarter, 
to understand how consumer 
behaviour and sentiment toward  
the shopping experience is 
changing over time and where 
the ‘gaps’ exist. The results help 
UK retailers understand where 
investment should be focused.

The scoring methodology used 
for the five Barometer questions 
required the respondents to rank 
each of the answers with a score 
of one to five (one being very poor, 
two being below average, three 
being average, four being good 
and five being outstanding). 

Each question carries a possible 
score of 20, meaning the maximum 
total from all five questions is 100. 
In the fourth report, we received 
results from 1,215 consumers  
from across the UK.
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This research, for the fourth Omnico 
Retail Gap Barometer, has used 
the exact same set of questions and 
methodology as last year’s inaugural 
survey in order to gauge what, if 
anything, has changed in the attitudes 
and experiences of UK shoppers in  
the intervening 12 months. 

The responses help to understand 
whether the year’s political upheaval 
affected how consumers shop, or if 
omni-channel retailers changed their 
operations in ways that shoppers have 
noticed or benefited from. For brands 
who are serious about omni-channel 
retail, the results offer critical insights.



1 Guardian Business section - https://www.theguardian.com/
business/2017/jul/24/how-has-brexit-vote-affected-uk-economy-july-verdict 

THE RETAIL GAPS

The below graphic illustrates the largest gaps 
between the first Omnico Retail Gap Barometer 
report, conducted in August 2016, and the latest 
Barometer launched exactly one year later. It shows 
the reaction of UK consumers to their various 
shopping experiences and how, over a period of 
12 months and in response to the four Barometer 
research pieces, their experiences have improved 
or declined by way of a good or outstanding rating. 

Ordering and 
paying online 
but collecting 
from in-store

OVERALL 
SCORE

MAY 2017 
70/100

NOV 2016 
72/100

AUG 2017 
69/100

AUG 2016
72/100

GAP 
-3

MAY 2017 
47.0%

NOV 2016 
57.7%

AUG 2017 
44.2%

AUG 2016
57.4%

GAP 
-13.2%

Seamless 
experience 
online and 
in-store

MAY 2017 
56.0%

NOV 2016 
63.3%

AUG 2017 
50.8%

AUG 2016
62.4%

GAP 
-11.6%

Product returns, 
when ordered 
online for home 
delivery

MAY 2017 
55.0%

NOV 2016 
62.1%

AUG 2017 
51.1%

AUG 2016
61.8%

GAP 
-10.7%

Product 
returns, when 
ordered and 
purchased 
online

MAY 2017 
53.0%

NOV 2016 
61.9%

AUG 2017 
50.9%

AUG 2016
61.5%

Ordering 
online, but 
collecting 
and paying 
in-store

MAY 2017 
43.0%

NOV 2016 
48.5%

AUG 2017 
40.0%

AUG 2016
50.6%

Visibility of 
stock when 
shopping online

MAY 2017 
55.0%

NOV 2016 
63.2%

AUG 2017 
54.2%

AUG 2016
61.6%

GAP 
-10.6%

GAP 
-10.6%

GAP 
-7.4%

These statistics should be a worrying call-to-action for UK retailers, revealing that consumers 
today are finding ongoing issues with the various channels and touch-points they use. 
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INTRODUCTION

Since the original Omnico Retail 
Gap Barometer, conducted in August 
2016, the UK has gone through various 
momentous political events, including 
the disruption of the Brexit vote and 
a general election that cast doubt on 
the outcome of negotiations with the 
European Union. Not only that, we were 
also impacted by the US Election results. 

Consumer confidence, which dropped 
in the immediate aftermath of the Brexit 
referendum last year, did quickly recover 
but is now taking another dip. An 
important element in this is the inflation 
rate, which rose to a four-year high of 
2.9% in May this year and has now 
decreased for the first time in nine months 
to 2.6%. This fall has mainly been driven 
by lower fuel prices, however household 
budgets are still under pressure, as 
inflation outpaces wage growth of 1.8%.1

These economic and political 
pressures are particularly affecting 
the retail space, with accountancy 
firm Moore Stephens predicting that 
18% of the retail sector is now at risk 
of going bust as they struggle with 
rising overheads. The fashion industry 
has been hit hard by the fall in sterling 
following the Brexit vote, which has 
increased the cost of importing goods, 
a cost that many smaller retailers have 
been forced to pass on to shoppers. 

While some predict a decline in retail, other 
big name brands are riding the fluctuations. 
Amazon’s increasingly dominant foray 
into bricks-and-mortar, as well as new 
mergers and acquisitions, is changing 
the dynamic of the industry. In addition, 
developers are embracing the new trend of 
retail converging with leisure, for example 
next year’s opening of intu Lakeside’s 
new leisure development featuring 
Nickelodeon’s first UK shopping centre 
attraction and the largest Hollywood Bowl. 
Two more leisure operators and 10 food 
and drink outlets will also open in 2018  
as part of the leisure extension. 

While there are reasons to feel apprehensive 
in light of the economic and political turmoil, 
there is also optimism. The Omnico Retail 
Gap Barometer does reveal some negative 
sentiment toward particular shopping 
experiences and customer journeys, but it 
also indicates consumers’ current demands 
and ultimately where investment can  
and should be made by retailers today  
in order to remain ahead in this  
competitive landscape. 
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IN-STORE VERSUS 
ONLINE – THE BATTLE 
CONTINUES 

How would you rate 
customer experience 

delivered by retailers across 
the following channels?

IN-STORE

ONLINE

MAY 2017 
51.9%

NOV 2016 
56.0%

AUG 2017 
48.9%

AUG 2016
56.0%

GAP 
-7.1%

MAY 2017 
56.2%

NOV 2016 
62.2%

AUG 2017 
51.5%

AUG 2016
61.5%

GAP 
-10.0%

While the industry often discusses the demise of stores 
on our high streets in favour of the benefits of online 
and mobile, it is actually online where UK consumers’ 
experience rating has diminished the most. 

However, while the ‘gaps’ between the first Barometer 
and the latest reveal that a good / outstanding rating by 
UK consumers has decreased more for online, online 
still remains the more favourable channel – 51.5% for 
online, versus 48.9% for in-store in a good / outstanding 
rating in August 2017.

According to research, online sales grew 18% in 
2016, and by 27% over the past two years, while 
bricks-and-mortar sales fell over both periods.2 
Traditional retailers with big store estates struggle to 
develop and integrate their online shopping channels, 
essentially paying twice to serve customers across both 
channels. Meanwhile, pure-play online retailers such as 
ASOS and Boohoo continue to do well in this changing 
market. ASOS says it hopes to generate annual 
revenues of £2.5bn by 2019 and Boohoo is expected to 
post sales of £265m in 2017, up from £195m in 2016. 

However, while online may be continuing to grow and 
outpace store sales, industry research has shown that 
90% of retail transactions still, at some point, 
touch a physical store3 (either browsing in-store, 
collecting an item, etc.), so there are few reasons for 
retailers to confine to an online only sales channel. 

This is reflected in Amazon’s recent strategy of 
moving to bricks-and-mortar, with its first physical 
bookstore opening in 2015 and now expanded around 
the US with various store formats, plus of course its 
incursion into grocery with Amazon Go. It is Amazon’s 
innovative fulfilment and customer profiling that stands 
its physical stores apart, with technology including 
facial recognition, product sensors and links to online 
accounts, that streamlines the store experience. 

A true omni-
channel experience 
still seems to be 
out of reach to 
some retailers.

Retailers must ensure an even distribution 
of their investment across channels, as well 
as a strategy to unite the best of both the 
physical and virtual worlds.  

2 BDO accountancy firm
3 Research by Verdict Retail

Fortunately, some UK retailers are embracing the 
convergence of the two channels. Topshop owner  
Arcadia has rolled out a new system across 1,400  
stores allowing customers to order products online,  
while in-store. The iPad technology brings the  
benefits of the retailer’s website to its shops,  
aimed at driving in-store sales and efficiencies.  
It offers a fully transactional checkout experience  
and real-time stock visibility. 

The decline over the year in consumer sentiment 
toward both channels however, could be a result of 
the various political and economic factors, leading 
to not only a complex and competitive retail landscape 
but a cautious willingness to spend. While retail  
sales rose by 1.2% like-for-like in June as the warm 
weather benefited particular retail categories, like 
summer clothing, BRC chief executive Helen  
Dickinson remains cautious:

“Online continues to take the lion’s share of growth, 
although the contribution from stores increased 
slightly in June as it seems shoppers headed out 
with specific purchases in mind rather than just to 
browse. Looking ahead, there’s a question mark 
over whether this spending momentum will last, as 
household expenditure is increasingly squeezed  
by rising inflation and slowing wage growth.”

What is clear from our research over the past year, is 
that multi-channel retailers must not favour one channel 
over another, but rather invest in the overall customer 
experience to create a completely seamless omni-
channel experience.
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HAS CLICK-AND- 
COLLECT HAD ITS DAY?

The Omnico Retail Gap Barometer also
found that even via the combination of on- 
and off-line together, consumer satisfaction
decreased.

The customer journeys focused on click 
and-collect, for example, dropped in
good / outstanding ratings.

How do you rate 
the following retail 

experiences?

AUG 2016 
57.4%

AUG 2017
44.2%

Ordering 
and paying 
online, but 
collecting  
in-store

Ordering 
online, but 
collecting 
and paying 
in-store

GAP 
-13.2%

AUG 2016 
50.6%

AUG 2017
40.0%

GAP 
-10.6%

As we live in an on-demand economy – and as we later 
discuss, a high percentage of consumers want speed and 
convenience from their shopping experience – services 
such as Uber and Deliveroo are gaining in popularity.

Why opt for click-and-collect and the hassle of visiting  
a store, when there are services who can guarantee  
same-day, specific time slot, or next-day home delivery? 

This has also inspired today’s UK grocer’s, with Tesco 
recently announcing that it has extended its same day online 
grocery delivery service to cover 99% of UK households. It 
allows shoppers to order an unlimited number of grocery items 
online by 1pm, for delivery from 7pm onwards.

59.6% of UK consumers in the fourth Omnico Retail Gap 
Barometer rated ‘ordering and paying online, with home 
delivery’ good / outstanding, much higher than the opposite 
click-and-collect options. While this too had a decrease 
from 2016 (-9.7%) meaning improvements can be made, 
it is still the preferred option, even ahead of ‘selecting and 
paying in-store’ (55.0%).

Amazon’s fulfilment ethos has set the standard expected 
by consumers today, with alternative research of 6,000 
consumers in the UK, US, Belgium and the Netherlands, 
revealing that 60% believe all online retailers should offer 
same-day delivery.4.2

Research has shown that 
the value of same-day 

deliveries rose from £488m 
in 2012, to £1bn in 2016. 

4.1 Research by Minte
4.2 Research by Salmon, the digital ecommerce solution provider

4.1
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SHOPPER FRUSTRATIONS  
DIMINISH 

While our ‘gap’ analysis reveals  
an across the board decrease in all 
channels being rated good / outstanding 
by UK consumers, our research has also 
encouragingly found that consumers 
are less frustrated about their shopping 
experiences than last year, although  
speed and convenience remain priorities.

Consumers from both surveys, a year apart, reveal they are more frustrated with the in-store experience, than they are 
with the online. In the fourth Omnico Retail Gap Barometer, consumers’ frustrations in-store range from poor 
customer experience (25.5%) and not being able to see the full range of stock in-store (19.9%), to not knowing if 
they’re getting the best deal (19.2%).

Interestingly, one year on, consumers are more frustrated about stock visibility than they are about receiving 
the best deals.

in-store

What are your 
biggest frustrations 

when shopping  
in-store?

I NEVER KNOW IF 
I’M GETTING THE 
BEST DEAL

26
.2

%

19
.2

%

2016 2017

POOR CUSTOMER 
EXPERIENCE

31
.0

%

2016

25
.5

%

2017

I CANNOT SEE  
THE FULL RANGE 
OF STOCK

25
.9

%

19
.9

%

2016 2017

online
In regards to the online experience, little has changed. UK consumers are still most frustrated about returns having to go 
back via mail or courier, and this frustration has slightly increased a year later. 

Following this, again stock visibility is a key frustration and then again in regards to returns, having to wait a long time to 
receive their refunds.

What are your 
biggest frustrations 

when shopping  
online?

STOCK NOT 
AVAILABLE

31
.4

%

30
.4

%

2016 2017

RETURNS HAVING 
TO GO BACK VIA 
MAIL OR COURIER

32
.0

%

2016

33
.3

%

2017

LONG TIME TO 
RECEIVE REFUNDS 
ON RETURNS GOODS

27
.4

%

23
.1

%

2016 2017

UK retailers should be relieved to hear UK 
consumers are slightly less frustrated about 
their shopping experiences, although the 
percentage remains far too high at 72% 
revealing they are frustrated in some way. 

FRUSTRATED 
BY IN-STORE

FRUSTRATED 
BY ONLINE

80
.6

%

76
.6

%

71
.2

%

2016

72
.8

%

2017 2016 2017

Overall the online experience fared better than  
in-store in terms of consumer frustrations, a 
varying response from our previous section that 
revealed in-store had a better good / outstanding 
rating than online.  

GAP 
-7.8%

GAP 
-5.4%

GAP 
-5.5%

GAP 
-7.0%

GAP 
-6.0%

GAP 
+1.3% GAP 

-1.0%
GAP 
-4.3%

of UK consumers are frustrated in some 
way about the shopping experience

79%AUG 2016

72%AUG 2017

of UK consumers want a quick and 
convenient shopping experience

74%AUG 2016

72%AUG 2017
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While consumers remain just as frustrated by online returns today as they 
were a year ago (see previous section), it is now considered even more 
important for brands to offer a free returns policy. 

RETURNS MUST BE FREE

How important is it to you to have a free returns 
policy before deciding to purchase online?

AUG 
2016 of UK consumers 

say it is ‘very 
important’

30.7%
AUG 
2017 of UK consumers 

say it is ‘very 
important’

49.8%

Returns are an ongoing issue for 
today’s retailers, with research 
revealing that the cost to UK 
retailers of returned items bought 
over the internet is £20bn a 
year.5 The problem is particularly 
widespread in fashion, where 
consumers often buy multiple sizes 
and colours to try-on in the comfort 
of their own home. As a result, 
retailers are often left to shoulder the 
cost of those returns. US research 
found that 30% of e-commerce 
orders are returned, compared to  
9% of those bought in-store. 

Retailers are, however, investing in 
new methods to tackle the returns 
issue. Many in the luxury sector are 
trialling a “you try, we wait” scheme, 
where couriers are asked to wait 
while the customer tries on their 
purchases. The courier then takes 
the unwanted items back, rather 
than having to book another courier 
at a later date to collect it. Net-a-
Porter have said they will launch  
the service in September in London, 
followed by New York and Hong 
Kong by the end of 2017. 

Earlier this year Amazon announced 
its Prime Wardrobe service in the 
US, which allows customers to pay 
only for what they keep from their 
online orders. Customers can select 
between three and 15 items, which 
are delivered to them at home. They 
have up to seven days to try on the 
clothes and can then schedule a  
free pick-up for the items they do 
not want. 

Technology can play a 
fundamental role in solving  
the returns issue, at the point  
of purchase. In the third Omnico 
Retail Gap Barometer, launched 
in May 2017, we found that 
56% of UK consumers think 
virtual reality (VR) will support 
future retail purchases, with 
29% believing VR will help 
them purchase clothing. This 
is followed by 24% purchasing 
kitchen and interior décor, 
22% cars, 21% holidays, 21% 
electronic items and 20% shoes. 
VR can provide for consumers 
a more realistic view of the 
products they’re interested in 
purchasing. Already, retailers 
have tested ‘magic mirrors’ in 
stores, allowing customers to 
check different sizes or styles 
via the fitting room mirror, and 
even photograph or record a 
360-degree view to share with 
friends via email or social media 
for their opinion.

A need for a better returns policy 
is echoed in the responses to the 
question asking about changes 
/ improvements to the shopping 
experience, with 34.1% this 
year saying that ‘goods should 
be returned by any method, 
irrespective of how they were 
bought’. This is a slight decrease 
on the percentage last year, with 
40.1% of consumers saying this 
could be improved.

5   Consultancy Clear Returns 

In addition, the Omnico Theme 
Park Barometer found that...

42%  of consumers in 
Malaysia and

40%  in China 

would use VR to choose  
and purchase clothing. 

5 Consultancy Clear Returns 12 13



IMPROVEMENTS TO THE 
RETAIL EXPERIENCE

71.9% 
of UK consumers believe 

improvements to the shopping 
experience can be made. 

While the percentage remains high for UK 
consumers believing that improvements 
can be made, this is a notable decrease 
from last year’s report, which found 
that 80.5% of UK consumers felt 
improvements could be made. 

While there is consensus from UK 
consumers over the last 12 months that 
improvements to the retail experience 
could be made, the specific suggestion of 
what those improvements could be, does 
somewhat differ over the year. The ability 
to pay for anything via a smartphone 
is seen as more crucial this year, than 
last. A reflection perhaps of the rise in 
mobile payment technology. 

What should be changed / improved about the 
current shopping experience for the future?

40
.1

%

2016

31
.1

%

2017

GAP 
-9.0%

Goods can be returned by 
any method, irrespective 
of how they were bought

19
.3

%

2016

13
.8

%

2017

Click & collect is 
available for every item

GAP 
-5.5%

20
.3

%

2016

16
.3

%

2017

Every retailer lets me 
reserve online but pay 
and collect in-store

GAP 
-4.0%

20
.2

%

2016

16
.6

%

2017

When I am in a store I 
can order goods from 
another branch or from 
the retailers website

GAP 
-3.6%

17
.1

%

2016

14
.7

%

2017

GAP 
-2.4%

I can always reserve any 
item online then pay for it 
and pick it up in-store

21
.6

%

2016

19
.8

%

2017

I always want to receive 
good customer experience 
irrespective of how I’m 
purchasing the product

GAP 
-1.8%

19
.3

%

2016

19
.3

%

2017

Retailers always say 
items are available

GAP 
0%

14
.5

%

2016

19
.4

%

2017

I can order and pay 
for everything on a 
smartphone 

GAP 
+4.9%
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A third of UK consumers state they never use cash 
anymore, rising to 51% among millennials. Pubs, bars 
and restaurants were one of the places most likely for 
consumers to use mobile contactless payment, with 20% 
of all payments processed in these locations. ‘Meal deal’ 
hotspots for workers, such as supermarkets and grocery 
stores, also accounted for 54%.6

In July this year, Chinese internet giant Tencent, launched its 
WeChatPay in Europe, following Alipay which launched in 
Europe in 2015. The move is specifically aimed at Chinese 
tourists coming to Europe who use mobile payment services 
for everything, from taxis to shopping. Chinese tourists were 
the highest spending in 2016, splashing a total of $261 billion 
abroad. It’s a lucrative market that Tencent is hoping to 
capture and UK retailers must also embrace.

6 PPRO Group - cross border e-payment specialist

of Chinese consumers want to use mobile payment 
apps when purchasing souvenirs or merchandise in 
theme parks. Omnico Theme Park Barometer

65%

Tencent has said that in 
China it has 600 million 

active users of WeChat Pay, 
with Alipay revealing it has 

450 million active users. 

MOBILE PAYMENTS

Mobile payments have continued to grow 
both within the UK and worldwide, with 
the influx of Chinese tourists in particular 
influencing the international growth of 
companies like Tencent and Alibaba. 

In the UK in 2016, £288 million was 
spent through mobile contactless 
payments, with 38 million 
transactions carried out across the 
year. This was a 247% increase on the 
year before. 59.4% of UK consumers 
believe we will be a cashless society 
soon, with 12% believing this will 
happen within five years, and 4% 
thinking that physical money will be 
obsolete in less than two years. 6

In alternative Omnico research 
on the hospitality sector, 23% 
of caterers and those in food 

services said they would 
implement mobile payment 

systems in the next three years, 
with 48% believing that the offer 
of payment through a mobile app 
or kiosk will reduce their queues. 
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RETAILERS STILL DON’T 
KNOW WHAT I LIKE! 

Personalisation is still a hot topic in the retail space,  
with brands spending huge amounts on data and creating  
the perfect algorithms to serve their customers with  
the ultimate in targeted experiences, replicated both  
on- and off-line. 

However, the Omnico Retail Gap Barometer reveals  
that retailers are failing at personalisation. 

Last year 96.0% of UK consumers said they didn’t 
think retailers knew what they liked, increasing this 
year to 97.9%.

This is echoed in alternative industry research, with 
59% of UK consumers believing the online experience 
was more personal than in-store, and twice as many 
consumers (27%) expecting online personalisation to be 
mirrored in the physical environment in 2016 than the 
previous year. 7

At the end of 2016, Mary Portas called for retail  
spaces to increasingly focus on personalisation or risk 
being left behind, and said that the sector should focus 
on individualisation and personal shopping experiences, 
rather than products and the physical store spaces. 

One retailer understanding the power of data in 
order to boost sales, both online and in-store, 
is Amazon. Amazon Go is not only heralding 
a new era in self-service, but also in in-store 
data collection. In-store analytics has been 
debated for years, but adoption has been 
hampered by integrating the various solutions 
and technologies needed to see it come to 
fruition. However, more recently technology 
including iBeacons and RFID tags can make 
sales assistants aware of VIP customers 
entering the store, the customers saved online 
basket, or personal preferences saved via a 
loyalty programme. Apple rolled out its iBeacon 
technology in its US stores allowing notifications 
to be sent to the shoppers’ phones based on their 
store location and personal history, prompting the 
shopper with a special offer, product review, or to 
scan a barcode to pay instantly. 

Accessing customer 
information, location and data 

in-store can mean the difference 
between a personal experience 

resulting in a full basket, and 
a customer walking back out 

empty handed and unengaged. 

7 iVend Retail report, Omni Progress: Are stores getting 
better at delivering connected retail experiences?

96.0%

2016

97.9%

2017

of UK consumers don't think the 
retailer knows what they like

of UK consumers want a quick and 
convenient shopping experience
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CONCLUSION

Over the past year Omnico has 
conducted the Retail Gap Barometer in 
order to understand changing consumer 
sentiment toward the shopping 
experience, both online and in-store, 
across mobile and social media, from 
the experience of ordering, collecting 
and payment, to finding available stock, 
and home delivery. By asking the same 
questions each quarter we were able 
to chart the evolution of consumer 
feeling toward each of these journeys. 

Not only have we been able to indicate 
the ‘gaps’, but each report highlighted 
particular industry trends, from 
Black Friday and Christmas, to the 
convergence of retail and leisure opening 
new revenue streams for shopping malls, 
retail parks and high streets, to future 
technology that could revolutionise how 
we browse and purchase.

Consumers demand speed and convenience, 
but remain frustrated by the online and in-store 
retail experience

Returns policies must be free, and online in 
particular needs to innovate it’s returns methods

Consumers want personalisation and expect 
retailers to understand their preferences

Mobile payment is a significant growth area  
and a key requirement for the near future

Each channel is important, and key learnings 
can be taken from each and mirrored in the 
other, creating a unified blend of the physical 
and virtual retail worlds 

The Experience Economy has emerged 
– consumers want to enjoy a complete 
experience, shopping together with food  
& beverage and leisure activities

Virtual reality is not a fad – consumers  
expect VR technology to be integrated into  
the shopping experience. 

Each report has revealed particular 
nuances, but over the full 12-months 
a few headlines have stood out:
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A common thread to each consumer issue or  
frustration, is technology. Those retailers who have not 
implemented a true omni-channel strategy, or are still 
hampered by existing legacy systems, will continue to 
struggle to adapt to these consumer demands. 

In alternative research from Omnico last year which 
questioned 31 leading UK retailers, only 29% of them 
had a single view of all their customer sales, refunds and 
order activities across all of their channels. It is this lack 
of a complete picture that is detrimental to seamless 
fulfilment and an omni-channel experience. 

The evolution of how and when people shop, with a 
focus on digital and mobile channels, has instigated 
a heightened expectation from the consumer of the 
overall retail experience. In an age where the consumer 
can order a product to their doorstep with one simple 
click, consumers are awaiting a technological overhaul to 
the rest of the retail landscape that will enhance and unite 
each channel to create a complete experience. We must 
continue to blur the lines of the physical, digital and the 
virtual in order to meet this consumer demand.

To discuss the ways in which Omnico can 
help you meet these consumer expectations 

and develop innovative new technology 
solutions, please visit our website,          

www.omnicogroup.com or contact us at 
enquiries@omnicogroup.com for more 

information.
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