
Value and Optimisation in Multichannel Retailing
Quantitative Research Report

July 2010



2

Some Background...

¸ ACRS strategic realignment away from ópublicô education to focus on:

1. Customised óin-houseô education 

2. Customised (proprietary) research

3. Thought leadership research (funded by industry)

a. Single partner research

b. Collaborative industry research

¸ The Retail Thought Leadership (RTL) project

Á Retail 2020: The Future of Retail (Australia, NZ, Asia-Pacific)

¸ CEO Forum with 10 industry leaders from NZ & Australia

¸ Multichannel retailing

1. Consumer value perceptions, and

2. Optimisation of the retail channel mix



3

Our Research Partners
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RTL 2010 Research Objectives

The questions addressed are:

1. How do consumers value different channels, in terms of their pre-

purchase, purchase and after-sales behaviour?

2. How does the configuration of different multichannel offers impact on 

consumer perceptions of shopping value and satisfaction levels?

3. How can consumers be segmented to reflect their multichannel retail 

preferences and behaviour?

4. How do generational differences impact value perceptions and 

satisfaction?



Background & Context


