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Fulfillment center designs are impacted by evolving omnichannel requirements 

Introduction 

Design Requirements 

eCom 

Retail 

Wholesale  

Same-day Fulfillment 

Value Added Services Customer Experience 

Pack and Hold 
Seasonal Launches 

Promotions 

Regional Pricing 



7 Lessons from Designing 

Omnichannel DCs 



#1  Inventory Sharing Is Not Always Seamless 

• New planning processes 

• Channel-specific packaging 

• Rules for constrained inventory 
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#2  Some Synergies Come Easy…Others Are Difficult 

• Shared equipment, labor, management 

• Peaks offset 

• Ability to shift peaks 

• Channels sometimes peak at once 

• Change from push to pull 
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#3  The Importance of Flow Management 

• Emphasis on overall facility 

productivity vs. specific areas  

• Competing priorities have to be 

reconciled 

• Preparing leadership to manage in 

complex new environment 

• Tools and visibility required to 

manage complexity of flow 

 

 



#4  Skills Required for Omnichannel DC Are Different 

• Requires flexible operators/supervisors 

• Simplify and standardize processes for 

cross-training 

• Operators as on-the-fly problem solvers 

• Communication in a constantly changing 

environment 

• Overcoming resistance to change 

 



#5  It’s More Than Alignment Around a  

Common Set of KPIs 

• Alignment of stakeholders across 

business units and functions 

• Traditional reporting and costing 

metrics don’t apply 

• Expectations and incentives 

have to be aligned to strategy 
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#6  Trade-off Decisions Are Intensified 

• Budget decisions have greater 

impact when operation runs at 

peak for longer periods of time 

• Multi-phase implementations make 

it harder to flow and cross-train 

• Project deadlines drive decisions to 

short-cut testing and training 

 



#7  Don’t Underestimate the Systems  

Investment Required 

• Multi-year projects require a 

roadmap 

• Enabling systems can take 

longer than anticipated 

• Difficult decisions about 

systems capabilities and 

where certain functionality 

should reside 

 



Substantial value to justify investment 

Omnichannel Distribution Is Hard, but Worth the Effort 

• Revenue 

• Costs 

• Service levels 

• Platform for growth 
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