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Executive Summary
When eCommerce first burst onto the retail scene shortly after the invention of the World 
Wide Web in the mid-1990s, it was immediately clear this new channel had the power to 
rewrite consumer shopping behaviors forever. 

“What’s really incredible about this is that this is day one,” Jeff Bezos said in a 1997 interview 
shortly after founding his online bookstore, Amazon. “This is the very beginning. This is the Kitty 
Hawk stage of electronic commerce.”

As Amazon and some of the other early giants of eCommerce developed their online web 
properties to include thousands of products with shipping across the globe, consumer spend 
followed close behind. Today, eCommerce represents a more than $930 billion industry all 
on its own, with forecasts suggesting it will continue to see its piece of the retail pie grow 
through 2025 and beyond. 

Yet, despite its rapid growth in the last 30 years, eCommerce sales still equate to just 15.3% 
of total retail sales. That’s to say—it’s part of a healthy modern retail strategy, but it isn’t the 
only way consumers want to interact with their favorite brands. Sometimes they still want to 
hold a product in their hands, pick it up and carry it home in one trip, or interact with a live 
customer service rep to answer a question or solve a problem. In other words, consumers 
expect to have choices. 

So, what does this mean for retail strategy in 2022? It means modern retail has become an 
increasingly complicated web of digital and physical touchpoints. In order to keep up with 
consumer expectations, brands need to learn how to make each of these touchpoints work 
together across a multitude of channels. In the next five chapters of this eBook, we’ll take 
a closer look at the consumer behaviors driving these trends, and we’ll also explore the 
strategies at your disposal to orchestrate a truly omnichannel retail experience. 
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Setting the Scene:  
Retail Shopping 
Behaviors in 2022

Every year, Black Friday shopping season 
offers a useful snapshot of the modern retail 
mix—including the ever-evolving relationship 
between online and in-store shopping.  

So, what can last year’s Black Friday season 
tell us? According to one eMarketer survey, 
more U.S. consumers shopped from their 
couch than in-person every single day during 
Black Friday weekend in 2021. While many 
stores closed their doors on Thanksgiving 
Day this year, online shopping continued to 
outpace in-store shopping the following day 
when stores reopened. On Black Friday alone, 
88 million shoppers made an online purchase 
compared to 66.5 million shoppers who made 
a purchase through a physical store.

You might be wondering: “Well, sure, that 
might be true this year. But how do we know 
in-store shopping won’t just bounce back 
when the pandemic stabilizes?”

It’s certainly true that Covid-19 has 
accelerated eCommerce adoption. In fact, 
some estimates suggest the pandemic 
has accelerated eCommerce adoption by 
nearly 10 years! But explaining away these 
record-setting eCommerce numbers as an 
aberration from the norm misses the broader 
point that consumer shopping behaviors 
were quickly trending digital before the 
pandemic began. By 2019, consumers 
already directed a majority of their holiday 
spend to online purchases.

More importantly, early indications for 2022 
point to steady growth in the percentage 
of consumer spend moving through online 
channels—not a course correction back to 
pre-pandemic levels. 

A Look Back at  
the 2021 Holiday 
Shopping Season

       
4 | The Guide to Omnichannel RetailingAvtex, A TTEC Digital Company

https://www.emarketer.com/content/cyber-five-2021
https://avtex.com/articles/how-retailers-can-respond-to-rapid-digitization-and-shifting-consumer-behavior
https://avtex.com/articles/how-retailers-can-respond-to-rapid-digitization-and-shifting-consumer-behavior
https://www2.deloitte.com/content/dam/insights/us/articles/6382_2019-holiday-survey/DEL_Holiday19_ConsumerSurveyFindings.pdf
https://www2.deloitte.com/content/dam/insights/us/articles/6382_2019-holiday-survey/DEL_Holiday19_ConsumerSurveyFindings.pdf
https://www.emarketer.com/content/us-ecommerce-forecast-2021


At the same time, in-person shopping remains 
a critical part of the modern retail mix as well. 
Given the choice between in-person and 
online shopping, 46% of consumers say they 
would still select brick-and-mortar stores. 
In-person shopping, after all, still affords 
consumers the opportunity to take advantage 
of limited time offers, engage with interactive 
displays, try on clothes, and sample products. 

In other words, consumers want both. They 
want the convenience and access of the 
digital shopping experience, and they want 
the speed and human touch of the in-person 
experience. More importantly, they often want 
the advantages of both shopping experiences 
at different moments throughout the same 
customer journey.   

Take, for example, the recent rise of the “Buy 
Online, Pickup In Store” (BOPIS) phenomenon. 
Leading BOPIS retail strategies seek to blend 
these two channels together seamlessly, 
allowing users to shop via mobile app or online 
website and then pick-up at a convenient 
curbside location or a designated in-store 
customer service desk.

Whether it’s this example or one of many 
other examples of a blended retail experience, 
consumers are nearly unanimous in their 
expectation that these interconnected 
customer journeys must be frictionless. In 
2022, mapping out journeys that exceed this 
expectation will become table stakes in the 
ongoing quest to achieve business growth and 
greater market share.

In-person Shopping Isn’t Disappearing  
— It’s Evolving 

39% of consumers hope BOPIS 
remains a common retail service 
in the post-pandemic world.  

SQUARE 
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Further Reading

5 Retail Experience Trends for 2022

Understanding how the pandemic and other disruptions have 
accelerated digital transformation and changed consumer behavior is 
important, and brands are responding in innovative ways. Here are five 
strategies retailers can adopt to stay in front of these trends. 

Read More

How Retailers Can Respond to Rapid Digitization  
and Shifting Consumer Behavior

The pandemic rewrote the rules of retail, with digital now permanently 
at its core. Your website must be the cornerstone of a desirable 
customer journey, an arm of your business seamlessly serving each 
customer according to their own unique preferences. 

Read More

Personalization and its Impact on 
Loyalty and Profitability

For retailers, personalization is now table stakes. Customers demand 
personalization, and ignoring it means risking their loyalty. Prioritizing 
personalization builds loyalty that can generate high returns and shuts 
the competition out of the running. Explore the pillars of a strong 
personalized customer experience. 

Read More
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Omnichannel Retailing 
Solves the Modern 
Customer Journey

What is  
Omnichannel Retail? 

Omnichannel retail emerged because no two 
customer journeys look exactly the same. 
Customers want options when it comes to 
researching, purchasing, troubleshooting, 
and returning products. More importantly, 
they expect to be able to use these options 
interchangeably—without sacrificing the level 
of customer support they receive. 

With this customer mandate in mind, 
omnichannel retail represents an integrated 
approach to customer engagement that 
focuses on enabling customers to navigate a 
singular customer journey through a variety of 
channels—including the physical store, social 
media, the web, phone, text chat, and more.

Defining Key Terms

Omnichannel Retail 

An integrated approach 
to customer engagement 
that focuses on enabling 
customers to move seamlessly 
between browsing, shopping, 
purchasing, and returning 
products through a variety of 
channels—including physical 
stores, social media, websites, 
voice, SMS, chat, and more.
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The Modern Web of Retail Touchpoints

In-app

- Checkout
- Personalized marketing, ads, and recommendations
- Shop by category
- List building

Website

- Chatbot
- Checkout
- Customer sign-in

Third Party Fulfilment

- Order tracking

Text

- Customer service
- Order updates
- Promotions

In-Store

- Interacting with products on the shelf
- Curbside pickup
- Customer service desk
- Checkout 
- Returns

Out-of-Store

- Billboards
- Print advertisements
- Radio advertisements
- Television advertisements

Social Media

- Customer service
- Promotional marketing
- Reputation management

Call

- Customer service
- Returns
- Questions

Email

- Promotional marketing
- Personalized offers
- Customer service
- Loyalty rewards
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Before we dive deeper, it’s important to 
distinguish omnichannel retail from two 
less comprehensive, but still related terms: 
single-channel retail and multichannel retail. 
Single-channel retail—the ability to browse, 
purchase, receive customer support, and 
even make returns along one channel—is 
an important part of a successful modern 
retail strategy, but on its own it represents 
an outdated approach. Need an example? 
Think back to a bygone era of retail—when 
you didn’t know what in-stock TV inventory 
you would encounter until you arrived at the 
store or when returning an online purchase 
required using the online customer helpdesk 
instead of the retail location less than a mile 
from your home. 

Omnichannel, Single Channel, 
Multichannel… Oh My!

Multichannel retail, on the other hand, can still 
be found all over the modern retail landscape. 
While this strategy accounts for the many 
different channels customers expect to be 
able to use, just like an omnichannel retail 
strategy would, it fails to match omnichannel 
retail in one key way. It is unable to ensure the 
transition between channels throughout the 
customer journey are frictionless. As a result, 
customers encounter frustration at each of 
these handoff points—damaging hard-earned 
brand reputation and potentially jeopardizing 
future sales. 

Let’s take a look at a more in-depth example 
to explore this subtle difference between 
omnichannel and multi-channel.
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Choose Your Own Retail Journey 

Meet Jason. 
Jason is in the market for a new tablet. After window shopping online for weeks, 
and monitoring the price for upcoming deals, Jason finally visits the store in-
person to make his purchase and take home his new tablet on the same day. 

After he gets home, he realizes his new device didn’t come with some of the additional 
accessories he wanted, and he calls the retailer’s help line to see if they can ship him the parts  
he is looking for…

Jason’s Multichannel Journey Ending

The agent on the other end of the line 
struggles to locate his latest purchase in 
their online system because the purchase 
was made in-person. The agent directs him 
back to the store if he wants to purchase 
the additional equipment he needs. 

Jason’s Omnichannel Journey Ending

The agent on the other end of the 
line quickly locates his in-store tablet 
purchase in their customer data platform 
and, with a few quick clicks, sends a note 
to the in-store customer service team 
to locate a set of accessories and ship 
them to Jason free of charge. Thanks to 
this simple interaction, Jason receives his 
accessories in just a couple days.  

Jason’s Resulting Impression

Jason comes away from this experience 
frustrated that he has to go back into 
the store to complete his purchase. He 
pledges to look elsewhere the next time 
he is in the market for electronics. 

Jason’s Resulting Impression

Jason comes away from this experience 
appreciative of the customer service rep 
he interacted with and excited to keep 
shopping with this retailer in the future. 

A B
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As the hypothetical example on the previous 
page illustrates, customer expectations 
around omnichannel capabilities are shifting—
and fast. After all, it only takes one particularly 
strong customer experience to raise the 
bar for every other brand that consumers 
interface with afterwards. 

At Avtex, we call this phenomenon the  
“Last Best Experience” effect. In other words, 
the Last Best Experience acknowledges that  
a customer’s most recent standout interaction 
has the power to become the subconscious 
standard by which all future experiences will 
be compared.

“Your customer’s last best 
experience is your biggest 
competitor. Not the company 
that sells a similar product or 
service within your industry, but 
the organization that raised your 
customer’s expectations of the 
standard customer experience.”

JOHN SEEDS,
VP OF MARKETING AT AVTEX

Why Omnichannel is So Critical to  
the Modern Retail Strategy

Consumers have more options than ever 
before and are more willing to shop around. 
The stage is set for brands to win and 
lose new customers based on how their 
experiences stack up against the competition. 
In today’s modern retail landscape, consumers 
are looking for cues that demonstrate brand 
value—with convenience, availability, and 
performance at the top of the list. 

Omnichannel retailing delivers on each of 
these objectives—accounting for the unique 
customer journey paths certain groups might 
follow based on age, location, and shopping 
urgency, among others. Only when the digital, 
in-store, and human elements of the customer 
experience are unified and working together, 
can brands achieve the retail Holy Grail: 
Engaging customers in the moments that 
matter—wherever that moment is taking place. 

Watch: The Apple 
Store Personifies 
Customer Centricity
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How to Deliver a Modern 
Omnichannel Retail Experience

Is Your Existing  
Experience Up to Par?

Before you can begin deploying omnichannel 
experiences that truly wow customers, you 
need to know where your existing experience 
and capabilities stand in relation to your 
competition and customer expectations.  
After all, setting an omnichannel retail goal 
for your organization without first evaluating 
your current personnel and tech stack 
capabilities is a little like setting out to win 
the high score on Pac-man without knowing 
how to use the joystick. 

To better determine where shortcomings and 
gaps in your current retail strategy are holding 
you back, you’ll need to start by gathering 
information about your current strategies, 
governance, design, operations, and more. 

We’ve created this 7-question checklist to 
help your organization begin to think through 
the many different elements involved in 
successful omnichannel retail execution. 
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Insights

We deeply understand our existing customers’ journeys across channels. 

 
Do you leverage customer journey mapping, 360-degree customer data, and other customer 
insight tools to understand the preferences and personalized experiences your customers seek?

Strategy

We have clearly positioned our brand and established a vision for our customer experience 
across all touchpoints that aligns with this positioning.

 
Do you leverage customer journey mapping, 360-degree customer data, and other customer 
insight tools to understand the preferences and personalized experiences your customers seek?

Alignment

We have linked our experience vision directly to strategic priorities and outcomes that are 
important to our business. 

 
How do your CX initiatives feed into broader objectives for your organization, such as driving 
sales pipeline, promoting customer satisfaction, and increasing return business? 

Assess Your Omnichannel CX Maturity

Select whether you agree or disagree with the following statements about your organization. 

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree
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Governance

We have clear accountability and consistent evangelism for the customer experience  
at the senior level. 

 
Do you have an established leader responsible for overseeing all CX projects, strategies, 
processes, goals, and technologies? Is there organizational buy-in around the employee and 
customer benefits of a well-thought-out omnichannel strategy?

Design

We co-create omnichannel experiences with our customers that fulfill our shared  
experience vision.

 
Do you have access to the design and orchestration expertise required to make your customer 
experience vision a reality—connecting digital channels together and combining them with the 
right customer data input to achieve hyper personalized engagements?

Operations

We’ve established processes and a culture that reinforces listening to our customers and 
acting on feedback. 

 
Every leading omnichannel strategy is only one “last best experience” from falling behind, does 
your organization have tools and technologies in place to collect ongoing feedback? More 
importantly, what mechanisms are established to act on the insights that come from these 
resources?

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree
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If you answered “agree” or “strongly agree” to all seven of these statements, congrats! 
You’re in good shape and chances are you’ve already seen the bottom-line impact an 
omnichannel strategy can have on your organization. If not, don’t fear. A strong foundation 
for omnichannel retailing is still attainable with just a few additional steps—and guess what, 
you just completed step one.

Measurement

We can tell whether our omnichannel experience is delivering the physical, digital, and  
human elements our customers are seeking. 

 
Do you have the knowledge and capabilities to assess and diagnose whether or not you are 
delivering an impactful, valuable customer experience?

Need a more in-depth assessment to help discover 
your organization’s CX maturity? 

Take the Quiz

 Neither Agree/Disagree Strongly Agree Strongly Disagree Disagree Agree
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Exceptional omnichannel customer 
experiences don’t require an “aha” moment or 
a strong “gut instinct”. In fact, holding out for 
a brilliant idea or innovative new technology 
to guide your omnichannel strategy is almost a 
surefire way to deploy experiences that leave 
your customers saying: “meh.”

Instead, true omnichannel retailing requires 
concerted effort between leadership, data 
science, technologists, agents, and even 
customers to pinpoint the right approach for 
your brand. In other words, omnichannel retail 
is as much science as it is art. 

Improving Your 
Omnichannel CX Strategy

“The best digital experiences engage and inspire customers before, 
during, and after the transaction. They also seamlessly integrate with 
the physical experience to deliver an omnichannel experience, helping 
customers plan for store trips, learn about products, and interact with 
retailer loyalty programs.” 

BRIAN LANNAN, 
VP OF RETAIL EXPERIENCE AT AVTEX

By carefully following six key steps—and 
partnering with the right customer experience 
experts to fill in the blanks—any retail business 
can begin to map out omnichannel customer 
journeys that resonate. These six steps will 

help you ask the important questions along 
your retail transformation journey, covering 
the important who, what, where, when, why, 
how, and to what end questions that turn 
mediocre multichannel interactions into 
harmonious, omnichannel experiences. 
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1. Map Your Current State 

If you completed the assessment worksheet 
located in this eBook, you’re already well on 
your way to a more in-depth understanding  
of your organization’s current CX state. 
Research is a core part of any good 
omnichannel strategy. 

In addition to asking these overarching 
questions, consider how you can gather 
the right insights from both employees 
and customers. Starting with Voice of the 
Customer (VoC) and Voice of the Employee 
(VoE) exercises can generate experience 
data that will drive innovative thinking 
later. Armed with these insights, map your 
current customer journey to create a visual 
representation of the path—and channels—
your customers take when they engage  
with your brand. 

Remember, this step is about establishing  
a foundation on which you can build  
phased improvement. 

2. Define Your North Star

So, what’s a North Star? A North Star is the 
focal point or the central CX concept that 
should be supported by every strategic 
decision you make. It should embody your 
brand promise and provide a vision for 
omnichannel engagement in your organization. 

As you think about how to define your North 
Star, consider focusing on one question:  
What do you want to be known for?

3. Identify Opportunities for 
Improvement

Chances are if you’re considering a CX 
transformation, you already recognize 
you have room for improvement in your 
omnichannel strategy. Some common 
sources of customer and experience friction 
include: gaps in your internal data or limits 
to the insights you can gain from it, high 
frequency points of journey abandonment, 
and ill-equipped tools or outdated customer 
channels. If you haven’t already, this can be 
a valuable opportunity to consult CX experts 
and get an outside perspective. In many cases, 
they can help identify current—and future—
issues that your team might not see. 

4. Develop a Transformation Strategy

This step is all about logistics—how you 
plan to take your opportunities for CX 
improvement and turn them into a shining 
example of CX best practice. As you work 
through the steps you will take to move from 
A to Z, be sure to account for the timeline, 
objectives, and metrics that will define a 
“successful” transformation. 

When it comes to omnichannel orchestration, 
accounting for your customers’ unique 
interaction journeys is a critical part of the 
equation. Creating a future state customer 
journey map can help create a set of 
goalposts that your team can use to chart 
their transformation progress. 
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5. Orchestrate the  
Improved Experiences

Orchestrating a seamless omnichannel 
experience is all about understanding how 
people, processes, and technologies work 
together and how they can best serve your 
customers’ functional and emotional needs. 
From an execution standpoint, this requires 
a deep understanding of the tools you wish 
to deploy and the ways in which they can be 
integrated and extended via APIs to minimize 
the potential for siloed solutions. In many 
cases, cloud-based solutions offer a powerful 
resource to serve as the foundation of an 
omnichannel retail strategy that is flexible 
and adaptable as best practices change.

6. Measure Your Success

The final step in CX transformation 
should be to set aside both the time and 
resources to make sure your modernized 
omnichannel strategy is actually meeting 
your initial objectives. One of the most useful 
measurement strategies to deploy is a robust 
feedback-gathering methodology. For example, 
surveys, interviews, polls, and Voice of the 
Customer (VoC) programs can give you an 
outside view of your success. What do your 
customers think of the new approach, and 
more importantly, how might it impact their 
brand loyalty moving forward? Of course, 
omnichannel retail strategies should also 
make it easier for your customer service team 
to meet their objectives and maximize their 
productivity. Don’t forget to consider their 
feedback and performance metrics when 
evaluating your success. 

Building an Omnichannel Strategy That Works for 
Today — and Tomorrow

As new channels emerge and customer patterns evolve, a best-in-class omnichannel strategy 
must evolve too. The best way to ensure your omnichannel retail strategy remains effective is to 
focus on continuous improvement each time you reach the measurement step. Use the metrics 
and insights gained in this phase to realign your path to your North Star and springboard the 
next round of improvements that will help you get there. 
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If there is one thing this eBook hopes to drive home, it’s this: Every successful omnichannel 
retailing strategy will look a little different. At Avtex, we’ve worked with countless organizations to 
deploy the right omnichannel strategies for their audiences. 

To help you to begin to imagine what omnichannel retail could look like in your own organization, 
let’s take a look at how Avtex helped three clients—Chipotle, Schwan’s Home Delivery, and a 
multi-tool manufacturer—put together strategies that resonated with their customers. 

What Omnichannel Retail 
Success Looks Like in the 
Real World
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Example #1: Chipotle — Powering Personalized 
Omnichannel Experiences with Customer Data

The Problem

For Chipotle, the only thing standing in the 
way of an omnichannel brand experience 
was underutilized data. Chipotle turned 
to Avtex and Microsoft to build a solution 
that would capture and analyze more 
comprehensive customer information and 
insights, to empower a more meaningful  
and personalized customer experience with 
every individual engaging with their brand. 

This transformation focused on two primary 
objectives: (1) simplifying access and use  
of data, and (2) improving data collection  
and processing. 

The Solution

Throughout the design and orchestration 
process, Avtex worked within Chipotle’s tech 
stack to create an environment that would 
allow the brand to simultaneously capture 
data across all channels and platforms in its 
customer journey ecosystem. This raw data 
can now be transformed into actionable 
insights and valuable customer profiles 
that Chipotle can now use to inform more 
personalized customer communications—by 
channel, behavior, preferences, and more. As 
a result of this joint partnership, Chipotle has 
amplified it’s ability to deliver richer, more 
meaningful experiences. 

Chipotle projects as much as $280  
million in annual sales revenue growth as a 
result of activating as much as 34% in newly 
uncovered customers and  
cross-sales opportunities. 

Check out the full 
case study here. 

million in annual sales 
revenue growth.

customer growth due to 
activation of new customers and 

cross sale opportunities. 
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Example #2: Schwan’s Home Delivery — Mapping 
Out a Winning Omnichannel Customer Journey

The Problem

As a pioneer in frozen food delivery, 
Schwan’s Home Delivery is committed to 
delivering the highest level of quality frozen 
foods to its customers, while aligning the 
organization around routing, operational, 
and customer experience excellence. Due to 
changes in customer expectations, Schwan’s 
knew it would face rising challenges to 
continue meeting all three of these goals. 

In this case, a full evaluation of the existing 
customer journey and its pain points was 
critical to help understand how the brand’s 
customer journeys were changing and 
which channels needed to be elevated in its 
modern engagement strategy. 

The Solution

Avtex worked closely with the team at 
Schwan’s Home Delivery to develop a 
working knowledge of the current state 
of its customer journey and create an 
actionable plan to better align with evolving 
customer needs. The CX consulting experts 
at Avtex helped Schwan’s conduct several 
exercises to review the current customer 
journey and customer personas. Avtex also 
led Schwan’s through a Design Thinking 
Workshop to imagine the future state of its 
omnichannel deployment. 

Since working with Avtex, Schwan’s Home 
Delivery has become 100% customer first, 
and excitement for the future is high. 

Check out the full 
case study here. 

“We now have a north star to 
strive for while understanding 
our customers and front-line 
employees better than ever. We 
will continue to do everything we 
can to amaze our customers and 
support our employees.”

ELLEN LOWE, DIRECTOR CONSUMER INSIGHTS 
& ANALYTICS AT SCHWAN’S HOME DELIVERY
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Example #3: Multi-Tool Manufacturer — Unifying the 
Customer Experience Through Channel Orchestration

Successfully managing over

unique customer profiles.

marketing contacts to personalize 
the eCommerce experience.

The Problem

This multi-tool manufacturer sought to 
complement historically strong retail sales 
with greater performance across its other 
sales channels—including an emerging 
direct-to-consumer (D2C) market. To do so, 
the manufacturer needed to gain a holistic 
understanding of how customers interacted 
with the brand, where key touchpoints in the 
digital sales journey occurred, and how these 
touchpoints supported the overall purchase 
consideration process.

The Solution

To begin the transformation process, Avtex 
helped the manufacturer create a visual 
representation of existing customer journeys. 
These journeys enabled the integration 
team to see the individual experiences 
customers had with the brand and helped 
inform a higher-level understanding of 
their pain points along the way. From 
there, the team set to work on deploying a 
Dynamics 365 solution that would better 
facilitate these journeys and connect them 
to personalized marketing messages across 
channels—including the brand’s email 
marketing program. Now all these channels 
work in unison—leveraging transactional, 
demographic, and behavioral data—to 
deliver the right message at the right time to 
support more compelling customer journeys. 

By combining data from disparate sources 
to create more comprehensive customer 
profiles, the company can now target 
potential customers at scale with a granular 
level of personalization that would have 
been impossible a year earlier. Dynamics 
365 currently helps this manufacturer 
manage over 1 million unique customer 
profiles and 350,000 marketing contacts as 
they continue to use data to streamline their 
customer experience.
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The Avtex Customer Experience Secret Sauce

When it comes to creating an omnichannel 
retail experience that drives results, 
the recipe is relatively straight forward. 
Build on the insights you can gain from 
your customers, establish a North Star 
experience to guide your efforts, emphasize 
interconnected channels—and you’re sure to 
be headed in the right direction. To maximize 
your omnichannel experience, however, you 
need the secret sauce. 

That’s where Avtex comes in—bridging your 
organization’s CX knowledge and experience 
with proven strategies designed to maximize 
your potential and wow your customers. 

Exceptional Omnichannel 
Experiences Start with Avtex

End-to-End CX

We’re focused on the full customer 
lifecycle—including all the channels and 
touchpoints that make up your customer 
journey. When you team up with Avtex, 
you’re not just getting a technology platform 
or systems implementor—you’re getting 
a partner equipped to personalize your 
solution to your exact needs.  

Customized Support for  
Any CX Maturity

Whether your organization is just starting 
out, or you’re a mature CX organization 
looking to expand to new channels or  
new tools, Avtex will meet you where you 
are and tailor our transformation approach 
to build confidence and maximize your 
team’s potential.  
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Technology Agnostic

With nearly 50 years of experience 
implementing and integrating CX for  
hundreds of organizations, we’ve seen it all. 
Avtex can help your organization decide on 
the right tools for the job including marketing 
automation, CRM, contact center, and more. 

Deep Partnerships

When it comes to many of the leading CX 
solutions on the market today, we’re the 
team they trust to implement their software 
the right way. Avtex offers long-standing 
partnerships with Microsoft, Genesys, 
Salesforce, and Humanify, and has access to 
TTEC’s deep expertise in contact centers and 
scaling human capital.   

Strategic Insights Focused  
on Outcomes

Our approach to CX transformation 
ensures your efforts address the root of 
the challenge. Through Customer Journey 
Mapping, Voice of the Customer, Voice of 
the Employee, Envisioning Workshops, and 
many other exercises, we start with a deep 
understanding of your current state.  

Retail Experience
Decades of retail experience and leading 
retail experts give Avtex the power to help 
solve current retail challenges with sure-fire, 
proven solutions to achieve vast fulfillment, 
more personalized experiences, and 
customer-friendly eCommerce engagements. 
There’s no retail CX challenge we’re not 
equipped to solve.

If you’re ready to level up your omnichannel CX efforts, 
we’re here to help. Contact one of our customer experience 
experts to get started.

Contact an Expert
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Find out how Avtex can help your business. 1-800-323-3639 | contact@avtex.com | www.avtex.com

About Avtex

Avtex, A TTEC Digital company, is a full-service Customer Experience (CX) consulting and solution provider focused on 
helping organizations create better experiences for their customers. With an unparalleled breadth of knowledge and 
experience, and partnerships with leading technology vendors like Microsoft and Genesys, we are uniquely suited to 
address any CX challenge.
 
Our portfolio of solutions and services supports our unique approach to Customer Experience, which includes two key 
phases to achieving CX Transformation. 

• Our CX Design solutions and services aid in the process of defining and improving CX. From journey mapping  
to CX design thinking, we provide the support you need to set the foundation for CX success. 

• Our CX Orchestration solutions and services enable the realization of your CX strategy through people,  
processes and technology. From technology implementation to training, we ensure you have the capabilities to 
execute your CX strategy. 
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