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ROADBLOCKS ON THE RACE TOWARD 
OMNICHANNEL RETAILING

In today’s retail environment, the phrase “customer is king” 
has never been truer. When price alone is no longer an assured 
differentiator, the experience must win out. Superior service, 
convenience, personalization, speedy delivery, and choice are 
what drive every sale and secure repeat business. In response, 
retailers, large and small, are turning to transformative technology 
and business model innovation to build omnichannel environments 
which seamlessly serve the empowered consumer, in-store, 
online, and on-the-go.

The stage and maturity of omnichannel evolution varies among retailers. 
Organizations that adapted well to the rise e-commerce, customer mobility, 
and other disruptions of the last decade are showing some early signs 
of breaking away, while others are still near the starting line. All of them, 
however, recognize the critical importance of having an omnichannel 
business model and strategy. Despite the associated costs, it has become an 
industry standard and an imperative for organizations.

Nevertheless, executing an omnichannel strategy does not come without 
its trials. In selling the “any product, anytime, anywhere promise” to 
customers, retailers are putting immense pressure on internal organizations, 
leaving no room for inefficiency in any business process. Many retailers 
are finding a host of practical and logistical challenges they will need to 
overcome to achieve the level of technological, operational, workforce, and 
risk management sophistication necessary to integrate customer interactions 
across channels and deliver the extraordinary, friction-free shopping 
experience consumers now expect.

KPMG views “omnichannel” as a wholesale evolution of the retail business 
and operating model. With more choices and empowerment than ever, 
customers are sharpening their expectations for the kind of experience 
that will attract and keep them. How well a company is positioned to cope 
and compete in this evolving market landscape will be determined by 
how well they adapt their conventional business practices and incorporate 
new capabilities. 
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Many clients are overwhelmed with the change implications and the new 
course they must chart for success. In order to execute omnichannel strategies 
which help them curate a collective experience to attract, engage, retain and 
gain customers, KPMG is focused on five areas which are critical to getting 
started, and which must mature over time.

1. Integrating customer-facing platforms: Mobile-enabled stores

2. Winning with talent: Customer-focused, data-driven, and digitally savvy 
talent and leadership

3. Gaining customer insights: Using data to understand what customers want, 
when, and for what purpose 

4. Unifying pricing: Base pricing consistency and channel-specific promotions

5. Managing cyber risk: Creating confidence and preserving trust

This report—supported by the results of our 2014 Retail Industry Outlook 
Survey, which reflects the viewpoints of 100 senior U.S. retail executives—
sheds light on these topics as retailers progress on the road to omnichannel 
retailing and offers insight on how they can transform their operations to keep 
pace with the leaders of the pack. 

We would like to extend a sincere thank you to all of the executives who took 
the time to contribute to this year’s study.

Mark Larson 
U.S. and Global Retail Sector Leader 
KPMG LLP

Mark Larson leads KPMG LLP’s Retail Industry practice across 
Audit, Tax, and Advisory services in the United States and 
globally. A recognized retail industry expert and a 30-year 
veteran of KPMG, Larson advises some of the world’s 
largest retail companies on the major issues and trends 
shaping the industry, including consumer behavior, social 
media, mobile commerce, globalization, cloud technology, 
sustainability, and regulation. 
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ADDRESSING THE CUSTOMER CHURN CHALLENGE

Given the generational shift to online and mobile shopping and the 
volume of information available at the point of sale, customer loyalty 
in the retail industry is waning. Many of the retailers in our survey 
are therefore focused on customer retention initiatives—the biggest 
revenue driver in retail in the next one to three years. 

Q:  Which of the following do you believe will be the most significant drivers of your 
company’s revenue growth in the next one to three years?

Instead of battling on price alone, retailers are 
recognizing the role of experience in shoppers’ 
decision making and attempting to retain customers 
by engaging with them on a more personal and 
targeted level. Creating an extraordinary, emotional, 

stress-free, and totally customer-centric experience 
is one way to compete with the instant gratification 
of the virtual world in the minds of today’s 
increasingly tech-savvy and demanding consumers. 

Customer retention 52%

Customer acquisition 45%

Product innovations 30%

New merchandising strategies 25%

Pricing and promotional strategies 24%

New sales channels and distribution strategies 19%

Changing consumer/customer dynamics 17%

Technological advancements 16%

Mergers and acquisitions 11%

Entering into new markets 11%

Leveraging new data sources to identify opportunities for the business 9%

(Multiple responses allowed)
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Operational efficiencies and applicable 
technology updates

 42%
Customer experience management 
across channels

 29%

Cost reduction initiatives  27%
Improving supply chain visibility and 
resilience  23%

Business model transformation  22%
Staying ahead of or navigating changes in 
the regulatory environment  18%

Improving customer profitability  17%
Improvement of enterprise risk 
management programs/processes  16%
Financial system/process updates and 
applicable technology updates  15%
Improvements to data and analytics 
infrastructure  14%
Addressing changing workforce 
requirements  11%
Content management and contact 
management with customers  9%

Marketing mix optimization  6%

Don't know  1%

Q:  In the next 12 months, which of the following OPERATIONS initiatives will 
consume most of senior management’s time and energy?

(Multiple responses allowed)

Retail repercussions: As omnichannel retailing 
becomes more refined and commonplace, growth 
and customer retention are intricately tied together. 
Successful retailers are those which not only focus on 
their customers, but also deliver the most friction-free 
and personalized shopping experiences. Innovation 
around the customer experience requires retailers to 

rethink both internal and external processes, including 
how they use technology in-store, how they recruit 
and train employees, how they advance their data and 
analytics capabilities, how they manage pricing across 
channels, and how they protect customer and corporate 
information. 

We believe retailers who know and reward their 
customers—and invest in their satisfaction—
will keep have a leg up on the competition. 
A remarkable shopping experience which, when all 
is said and done, makes customers lives easier, will 

keep shoppers coming back for more. To deliver on 
this promise across every customer touch point and 
channel, retail executives are advancing numerous 
operational initiatives, especially upgrading 
technology to become more efficient and agile.
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BRICK, MORTAR, AND MOBILE: CONNECT WITH TECH

As the ever-advancing capabilities of mobile devices innovate and 
disrupt the traditional shopping model and how customers and 
retailers interact, mobile technology represents a truly powerful 
opportunity for organizations. 

Consider that according to a recent report from 
Business Insider (BI) Intelligence, 41 percent of 
customers have redeemed a mobile coupon at a 
department store, and that this year, the number 
of smartphone users using mobile coupons will 
reach 47.1 million.1 

As such, mobile integration in brick-and-mortar 
stores is an important element of a retailer’s 
omnichannel strategy. This year, investing heavily 
in mobile payment and mobile outreach technology 
is a key focus of 40 percent of retailers so that they 
may take advantage of the computing power in the 
hands of almost every consumer. 

Leveraging opportunities with mobile apps, 
smartphones, tablets, and other connected devices, 
savvy retailers are giving consumers who are 
navigating a physical store the convenience, product 
information and recommendations, and options 
they are used to while shopping online. Apps make 
consumers more productive and more connected. 
The ability for consumers to browse online enables 
and empowers retailers to deliver key information 
to their customers and reduce the friction point of 
finding products more easily.

% in  
2014

Company Web site 67

Physical (permanent) stores 47

Social media (Facebook, Twitter, Pinterest, etc.) 46

Mobile 40

Pop-up physical stores or kiosks 18

Customer contact center 16

Other Web sites (e.g., Amazon, eBay) 14

Catalog 13

Not planning to invest in technology 7

Q:  In the next 12 months, which channels will be supported by technology investments? 
(Select all that apply.) 

(Multiple responses allowed)

1  Retailers Are Driving Huge Increases In Mobile Shopping And Buying — This Is How (Business Insider, January 2014) 
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Q:  Which of the following statements is true about the investment your organization plans 
to make over the next 12 months in technology that directly enables better engaging/
serving the customer? 

For example, one retailer drives in-store 
engagement with iPad® kiosks which scan 
customer skin tones and recommend foundations 
to drive new product adoption. As a result of the 
customer’s interaction with the technology and the 
insight gained about the customer’s behavior, the 
retailer is also able to better target their marketing 
to the consumer. In order to harness neighborhood 
traffic, another retailer built a location-based mobile 

app which uses geo-fencing to provide customers 
targeted offers when they are near a store.2 

The restaurant industry is also reacting to this 
technology-driven, fast-paced consumer demand, 
with one company developing a tablet-like table 
on which guests can order and pay, giving the 
customer more control over the dining experience.3 

It is tempting for retailers to jump in with both feet 
and experiment with the vast array of innovations 
in this space: app loyalty programs, mobile 
couponing, mobile cataloging, mobile checkout, 
social check-ins, beacon messaging, location-based 
content and analytics, mobile wayfinding, and 
mobile shopping lists, to name a few. Retailers need 
to be aware of numerous organizational, operational, 
and technology challenges when looking to deploy 

mobile technology in-store. Integrating back office 
technologies requires IT investment. Mobile 
checkout functionality creates online security risks 
to user and corporate information and assets. 
Making shopping more social requires training and 
education on social media governance. Inflexible 
solutions become outdated quickly, as mobile 
technology and consumer behavior evolves at 
a rapid pace. 

(*6 % of people replied “don’t know”)

Retail repercussions: To enhance the return on mobile 
investments and ensure efforts do not alienate customers or 
disrupt store operations and sales processes, retailers should 
first develop a comprehensive mobile strategy—backed by 
an intimate understanding of the consumer and their mobile 
usage—which maps out every step, from initial concept to final 
deployment. A few questions retailers should be asking include: 

Do I need an app, a mobile-enabled and optimized Web site, or 
a combination of both? How do I integrate mobile technology 
with existing point-of-sale systems and other back-office 
technologies? How do I capitalize on third-party apps, so I do not 
have to reinvent the wheel? After rollout, how do I encourage 
the in-store salesforce to take advantage of mobile and social 
solutions? 

2  10 Retailers Win Channel Innovation Rewards (Retail Touch Points, July 2014) 
3  Pizza Hut Tests Interactive Table for Ordering, Payment (Nation's Restaurant News, March 2014) 

 Increase No change Decrease

Percentage of respondents*2014

23% 41%

16%

1–10%

17%

11–20%

8%

21+%

7%

21+%

9%

11–20%

7%

1–10%

30%
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LEVEL THE PLAYING FIELD WITH EMPOWERED EMPLOYEES

Front-line employees are linchpins of an omnichannel strategy. 

Q:  Which of the following technology-related trends is having a significant impact on your 
organization?

Social media (Facebook, Twitter, 
Pinterest, etc.) 55%

Multichannel consumer 
engagement/commerce 33%

Use of in-store mobile technology 
by store associates 31%

Waning store/brand loyalty as consumers become more empowered  .............. 31
Research online, buy in-store ................................................................................. 31
Showrooming ......................................................................................................... 24
The use of digital channels by consumers to compare products and pricing ...... 22
Digital/mobile payments ......................................................................................... 21
Next-day/same-day delivery expectations ............................................................. 21
Influence of peer rankings and reviews on consumers purchase decisions ........ 20
Location-based marketing and promotion ............................................................. 17
Other ......................................................................................................................... 1

2014

Front-line employees are closest to the customer 
and to the sale, and they are crucial at engaging, 
converting, and retaining shoppers. In the era of 
the empowered consumer, they must be equally 
empowered.

In fact, new research from Experticity confirms 
that empowered employees sell 87 percent more 
on the sales floor.4 As such, more than one-third 
of retailers are seeing the impact of technology 
that allows in-store associates to spend more 
time on customer-facing activities and less time 
behind the counter. Mobile devices and apps help 
store associates gain a deeper understanding of 
products and be equally informed and connected 
as their customers, which is critical to the sales 

process. Digitally savvy and well-trained associates, 
who have a 360-degree view of information on 
customers, inventory, and services, have the 
near-priceless ability to answer questions, provide 
guidance, influence choices, and take action across 
all customer touch points and channels. They help 
remove friction and inconvenience from the 
customer experience and drive sales and loyalty.

For example, one large retailer is piloting a hands-
free “wearable” computer to enhance in-store 
communication between employees, which helps 
staffers efficiently leverage the knowledge base 
across the store so they can get customers the 
information they need with few distractions.5

(Multiple responses allowed)

4  2013 Experticity Retail Buying Experience Survey (Experticity, 2013) 
5  How The Container Store Uses Wearable Tech to Think Outside the Box (CIO Magazine, March 2014) 
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Q:  Which of the following are significant challenges for your organization’s human 
resources function in the next one to three years?

If in-store employees are expected to deliver 
a higher level of customer service than ever before, 
retail leaders must be innovative in how they hire, 
train, and motivate staff. Investing in the salesforce 
is critical to the long-term omnichannel strategy. 
This may mean hiring more experienced and 

passionate sales people—likely at higher salaries—or 
providing more training on solving customer-related 
problems or using technology effectively. 
Best-in-class retailers will reward associates who are 
most effective in their roles, making the job more 
fulfilling and improving employee retention. 

Retail repercussions: We believe a retailer’s success 
is largely dependent on its ability to understand and 
continuously improve the customer experience. Arming store 
associates with robust data and powerful technology and 
empowering them to use them strategically and inventively 
is one powerful strategy. Retailers may also need to rethink 
human resources practices in order to source and retain 

high performing employees—a challenge facing almost 
60 percent of retailers. For example, consider how incentive 
payments based on in-store sales may have a negative impact 
in an omnichannel model, or how traditional recruitment 
and training programs may not bring the organization the 
necessary skill sets to support the growth of omnichannel.

Sourcing and retaining key talent 59%

Managing costs, achieving operational efficiency 36%

Ensuring that succession planning is in place 36%

Implementing coaching and career development programs 34%

Making use of social media, mobile, and other new technology (e.g., for recruiting key talent) 32%

Collaborating with senior management on our people strategy 30%

Preparing for a changing workforce (e.g., retiring workers, new skill requirements) 29%

Providing insightful and predictive workforce analytics that provide understanding of the people 
agenda in businesses 22%

Supporting an increasingly virtual/flexible workforce 20%

Measurably proving the value of HR to the business 18%

None of the above 6%

Don’t know 2%

(Multiple responses allowed)

Meanwhile, another has taken a look at reducing 
lines by giving employees mobile point-of-sale 

devices, which they can use to check out customers 
anywhere in the store.6

6  11 Great Ways to Use Digital Technology in Retail Stores (Econsultancy, July 2013) 
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CUSTOMER INSIGHT, EVERYWHERE: THE DATA ANALYTICS DIVIDE

A profound, real-time understanding of consumers’ needs and 
experiences across channels and throughout the shopping life cycle 
gives omnichannel retail organizations a competitive advantage, 
supporting strategic decisions about price, merchandizing, supply 
chain, products, operations, marketing, and more. 

For example, comprehensive customer intelligence 
enables retailers to change its product prices in its 
brick-and-mortar stores approximately 50,000 times 
per month7 to better meet customer needs. By 
automating pricing decisions based on sophisticated 

demand forecasts, real-time analysis of competitor 
prices, time of day or day of the week, or many other 
factors, retailers can offer much more flexible and 
relevant prices to empowered consumers who are 
more able than ever to comparison shop. 

% in  
2014

Customer insight 63

Brand and product management 53

Pricing decisions 50

Market expansion 49

Operating model optimization 39

Merchandising strategy 39

Supply chain optimization 38

Identifying business risk 28

Portfolio rationalization 27

Other 1

Don't know 1

Q:  In what areas does your organization use data and analytics to help support strategic 
decision making? 

(Multiple responses allowed)

7  How Brick-and-Mortar Stores Are Becoming More Like Online Retailers (Motley Fool, April 2014) 
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Retail repercussions: Retailers 
need to do more than simply 
embrace data and analytics 
to tap into the vast amount of 
information now available at the 
point of sale to enhance traditional 
customer insight development—
i.e., business intelligence and 
market research. In the coming 
year, they should experiment 
with nontraditional uses of 
customer data to enhance the 
customer experience and optimize 
operations. Lagging analytical 
capabilities mean these strategies 
are not fully formed for many 
companies, but they also mean a 
real opportunity for retailers to 
take the lead. 

But moving data analytics capabilities 
to a level of sophistication that enables 
true customer-based decision making 
is a significant obstacle to overcome. 
The proliferation of retail channels 
have made it harder for retailers to 
understand who their customers are, 
how they interact with their brands, how 
they behave across channels, and how 
they respond to different products and 
marketing approaches. 

Given this complexity, more than 
40 percent of retail companies have not 
managed to tap into the full power of data 
and analytics to fundamentally deliver an 
omnichannel brand experience. Those 
companies should see their more mature 
competitors’ progress in data analytics as 
a wakeup call. 

Q:  Which of following statements best describes 
your organization?

58%

23%

We have access to data and we have resources 
to analyze it and use it to make strategic and 
operating decisions

We have access to data, but do not have the analytical 
resources within our company and are using outside 
vendors and partners to conduct analysis for us

We have access to data, but we are not using it for 
decision-making as effectively as we could

13%

3%
None of the above describe my organization

2% We do not have access to the data we need to 
make decisions

1%
Don’t know

Instant fulfillment intelligence: 
Any product, anytime, anywhere has become the industry 
credo. Omnichannel retailers must embrace advanced data 
analytics to build a customer-centric and cost-effective 
supply chain. With robust customer insight at their 
fingertips, retailers can answer many supply chain 
questions, such as: Is shipping direct from suppliers, 

offering home delivery, and accepting multiple returns 
advantageous or risky? Should we rely on third-party 
logistics providers to provide greater product and 
fulfillment choices? Are we holding excess stock, and can 
our shipping policies help reduce real estate? Can we fully 
address fulfilling online orders from our stores?
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SAME PRICE, EVERYWHERE: VALUE IN CONSISTENCY

If easing the customer experience is the philosophy behind omnichannel 
retailing, consistent pricing is a basic tenet. 

Q:  On scale of 1 to 4, where 1 = Strongly disagree and 4 = Strongly agree, please rate your 
level of agreement with the following statements about your organization.

Our pricing strategy is consistent across all channels

Today’s consumers are incredibly price sensitive. 
A Cognizant study of thousands of shoppers showed 
that competitive prices and promotions are the most 
important influencers of in-store purchase decisions.8 
Needless to say, they often find price inequities 
to be quite frustrating; a customer in a store who 
realizes the price for an item is lower online may feel 
disappointed and walk out the door—especially if 
there is no rationale for the difference. 

Therefore, many retailers now offer the same 
base price for products across channels. This 
strategy unifies the buying experience, makes 
it simpler for customers to interact with the 
retailer on any channel, and removes barriers to 
purchase. Ultimately, omnichannel pricing may even 
improve competitive price image or reduce the 
role of price in purchasing decisions by generating 
customer loyalty. 

Implementing omnichannel pricing, however, raises 
a number of challenges. How can retailers compete 
on price when competitors may only operate on 
one channel—especially Web-only retailers, which 
present stiff competition when it comes to value? 
How can retailers deal with bargain customers and 
combat showrooming when price information is so 
readily transparent? 

We believe the answer lies in smart decision making 
about uniform omnichannel base prices, coupled 
with targeted, channel-specific promotions which 
reward the most valued customers. To achieve these 
dual strategies requires best-in-class technology. 
Price intelligence tools provide visibility into 
competitor rates for specific items and help retailers 
make price setting more scientific. Customer insight 
intelligence on price expectations and procurement 
trends across channels. Retailers also need highly 
efficient end-to-end processes to execute real-time 
pricing changes with minimal disruption. 

8  Cognizant and RIS News Fourth Annual Shopper Experience Study (Cognizant Business Consulting, June 2013)

1%1%

15%

48%

35%

Strongly disagree

Disagree

Agree

Strongly agree

Don’t know
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Retail repercussions: Traditional 
pricing strategies are not made for 
an omnichannel world. We believe 
consistent pricing across channels 
should be the gold standard. That 
is not to say there is no room for 
flexibility. The ultimate goal should 
be “right price” or “personal 
price.” So, retailers should leave 
room for exceptions, such as for 
channel-specific promotions which 
reward customer loyalty. Retailers 
should also consider what else 
consumers value, beyond price, in 
their purchase decisions—such as 
service, shipping, and support—
and how that should affect pricing 
strategies. In all of these endeavors, 
technology is a retailer’s best ally. 
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SECURITY OVER CYBERSECURITY: MINIMIZING CONSUMER AND 
CORPORATE RISK

As retailers continue to turn to online and mobile channels to 
accelerate growth, social media to engage consumers, online 
customer payment systems to enhance their experience, big data 
to predict future trends, and cloud computing to drive operational 
efficiencies, it leaves them vulnerable to increasingly sophisticated 
and enormously damaging threats from cyber criminals.

Q:  Which of the following are high priority compliance areas that your organization will 
address in the next 12 months?

Impact of the Affordable Care Act 41%

Payment Card Industry (PCI) 
compliance 34%

Federal and State Tax changes 29%

Personal Identification Information 
(PII) compliance 27%

Increase in minimum wage .................................................................................... 26

Enterprise risk management and SEC focus on risk ............................................. 19

Labor/immigration/health and safety laws ............................................................. 18

Foreign and Corrupt Practices Act (FCPA) compliance .......................................... 13

Food Safety Modernization Act .............................................................................. 12

Changes to accounting rules .................................................................................. 11

Dodd-Frank (including conflict minerals) .................................................................. 8

Committee of Sponsoring Organizations of the Treadway  
Commission (COSO) 2013 update (New COSO) .................................................... 5

Don’t know ................................................................................................................ 6

2014

(Multiple responses allowed)
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Retailers are faced with finding a balance between 
accessing the cyber connected world and protecting 
against cyber threats. Consumer businesses are ideal 
targets for hackers trying to capture cardholder data 
and steal customer identities. This year, retailers saw 
it firsthand when cyber and data security breaches 
cost damage to both company earnings and brand. 
Additionally, the negative effects of a breach can 
reach far beyond the compromised retailer. This 
happens as a result of consumers needing to 
cancel breached credit cards, which in turn disrupts 
continuous billing relationships and stored card 
information with other merchants.

When it comes to cybersecurity, the stakes have 
never been higher for retailers. Large-scale security 
breaches are on the rise, and customers, investors, 

boards, and regulators are all demanding increased 
oversight. Mishandling an incident is a major 
liability—potentially costing billions of dollars and 
destroying a brand virtually overnight. Not having 
a plan may even be perceived as negligence and 
become a legal liability. 

With retail leaders under immense pressure to show 
progress in securing systems and managing risk 
and compliance, many organizations are prioritizing 
cybersecurity-related compliance areas, including 
payment card industry and personal identification 
information compliance as related to cybersecurity.

Retail repercussions: Despite the gravity of 
the cyber threat, retailers should not be led by fear. 
Emerging technology and relentless innovation is 
nonetheless crucial for organizations moving to an 
omnichannel business model. To safeguard assets 
while pursuing change, retailers should embed 

security in technology initiatives from the get-go. 
For example, retail organizations should consider 
how they would remediate a data breach before 
it occurs by developing a formal cyber incident 
response plan.
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BRINGING OMNICHANNEL TO LIFE 

As our survey results indicate, retail executives are wholly focused 
on getting omnichannel retailing right. While the industry has made 
significant progress, many organizations are still lagging behind 
customers’ expectations due to a host of challenges of implementing 
a truly integrated omnichannel business model.

While the path to omnichannel implementation 
will be different for every retailer, given the unique 
needs of their customers and their business, we 
have identified five capabilities which are crucial to 
any effective omnichannel strategy. 

Here are key action steps for retailers to develop 
these mission critical capabilities:

1 Integrating mobile 
with brick-and-
mortar

• Before investing in mobile technology, develop a strategy that is supported by an 
in-depth understanding of how your targeted customer use mobile devices.

• The focus of a mobile-enabled store should be serving the customer, but retailers 
should not overlook how mobile technology can elevate back-end operations.

• Make sure the mobile strategy is flexible and scalable to keep pace with constant 
advances in technology.

2 Winning the war 
for talent

• Focus on recruiting the right talent with the right skills, and investing in internal 
training programs that develop customer service skills. 

• Use technology to empower frontline associates to have more effective customer 
interactions. 

• Rethink incentive and reward policies to encourage an omnichannel selling focus.

3 Enabling data-
driven decision 
making

• Invest in data analytics and business intelligence talent.
• Put procedures and processes in place to share data and integrate analytics 

across channels and business functions. 
• Capitalize on big data technology and cloud technology to increase supply chain 

visibility. 

4 Unifying price 
across channels

• Establish a base product price that is consistent across all channels.
• Use data analytics to make smart pricing decisions and react quickly to 

competitive and customer trends.
• Offer channel-specific promotions to reward-targeted customers.

5 Reducing cyber risk • Put control over cybersecurity decision making and allocation of resources to deal 
with cybersecurity in the hands of leadership. 

• Consider partnering with on-call expert forensic teams and outside counsel to 
mitigate potential exposure of a data breach.

• Establish governance measures such as awareness training for key staff and 
detection measures such as data mining, as well as a well-rehearsed response 
plan when an incident occurs. 
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KPMG’s 2014 Retail Industry Outlook reflects the viewpoints of 
100 senior U.S. retail executives on key issues and trends in the retail 
industry. The Web survey was conducted during the spring of 2014.

SURVEY METHODOLOGY

Title Revenue Public or Private

Vice president, director level, 
or equivalent

Executive or senior vice 
president/managing director level

Other C-Class (CFO, COO, CTO, 
etc.)

CEO, president, owner

Less than $100 million

$100 million to $249.9 million

$250 million to $499.9 million

$500 million to $999.9 million

$1 billion to $4.9 billion

$5 billion to $10 billion

More than $10 billion

Privately held

Publicly held

42

58

21

15

13
21

10

19

35

11

45

9

1%
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The retail industry continues to face a demanding 
market environment that requires companies to 
adjust and actively manage change that may impact 
sales and performance. At the same time, advances 
in technology and in capturing and analyzing data 
are helping companies drive growth, streamline 
operations, and engage better with consumers. 
Having the right professional services firm—one 
with the industry acumen and intelligence to 
help clients address their most pressing issues 
and achieve their goals—is critical. KPMG’s Retail 
practice professionals have the knowledge, 

experience, and skills to help our clients address 
challenges, capitalize on opportunities, and sort 
through today’s complex business problems. 
Working with our international network of member 
firms, we serve clients worldwide, developing 
insights into major business trends and helping to 
enhance future plans. Our team includes senior 
leaders from top retail companies, strengthening our 
investment in, and commitment to, the industry, and 
enabling us to offer company-specific guidance that 
helps our clients become, or remain, market leaders.

NRFFoundation Retail Insight Center

The Retail Insight Center is a one-stop-shop for 
data and insights into retail industry trends: from 
sales, employment, and consumer spending, to the 
popularity of smartphones and tablets. Users can 

explore the Insight Center and build a customizable 
analytic report, or find data specific to their research 
needs such as up-to-date and historical consumer 
trend information and key government indicators.

About KPMG

KPMG LLP maintains a leading position as a 
professional service provider to the retail industry, 
which encompasses nonfood and food retailers, 
including restaurants. We are also a market 
leader in the restaurant industry, providing audit 
and/or tax services to many of the top chain 
operators. Our fast-growing national practice is 
complimented by a global network of dedicated 
partners and professionals, locating in all major 

international markets. The tenure of our relationships 
in the industry, combined with our market 
share throughout the retail sectors, illustrate 
our ability to deliver industry knowledge which 
help clients respond to industry, marketplace, 
and regulatory changes. We offer a number of 
services in key areas of governance, performance, 
technology, and growth.

A LEADER IN SERVING THE RETAIL INDUSTRY
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The information contained herein is of a general nature and is not intended to address the circumstances of any particular 
individual or entity. Although we endeavor to provide accurate and timely information, there can be no guarantee that such 
information is accurate as of the date it is received or that it will continue to be accurate in the future. No one should act upon 
such information without appropriate professional advice after a thorough examination of the particular situation.

The views and opinions from the survey findings are those of the survey respondents and do not necessarily represent the 
views and opinions of KPMG LLP.
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Contact us 
For more information, contact:

Mark Larson 
U.S. and Global Retail Sector Leader
T: 312-665-2126 
E: mlarson@kpmg.com

John Farrell
National Consumer Markets Advisory 
Leader
T: 212-872-3047
E: johnmichaelfarrell@kpmg.com

John Atkinson 
National Retail Audit Leader
T: 513-579-7499
E: jwatkinson@kpmg.com

Brian Campbell 
National Retail Tax Leader
T: 614-249-1879
E: bcampbell@kpmg.com

Jeanne Johnson
Principal, Advisory
T: 212-872-5570
E: jeannejohnson@kpmg.com

http://twitter.com/kpmg_us
http://www.youtube.com/user/KPMGMediaChannel
https://www.facebook.com/KPMGUS
http://www.linkedin.com/company/kpmg-us
mailto:mlarson%40kpmg.com?subject=
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