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Stay ahead
of the curve
Subscribe to Omnia's monthly newsletter 
and get the latest e-commerce and retail 
trends delivered directly to your inbox.





Retail complexity has increased

3K PRODUCTS
That fit in a physical store

WEEKLY UPDATE

PHYSICAL STORE

ASSORTMENT

MARKETING 
CHANNELS

STORE FRONTS

20K PRODUCTS ON 
AVERAGE
across Omnia’s customers, 
and growing 20% in the last 2 years

INTRADAY UPDATE

OMNICHANNEL 
EXPERIENCE

Of one marketing channel 
(physical flyer) 

Of over > 50 marketing channels 



Competition more intense

Source: Omnia data (2017-2019)
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Baby Beauty & Health Consumer Electronics

Average % of weekly price changes over total number of products

All categories are starting to behave as CE



Competition more intense
Amazon & Alibaba have seized large e-com market shares

47%
U S

47%
U K

31%
D E



Based on the top 100 Amazon 
Bestsellers in each of 300 categories, we 
see that Amazon has the lowest price in 
27% of the products in Germany. In the 
Netherlands this is 42%



Competition more intense (3/3)
Brands more serious with their D2C channels



Source: Omnia & Twinkle data 2018

12%

5%

12%

4%

Winning Losing

% of products changed in price

Downwards Upwards

Winners are 
more advanced 
in pricing:
They change the prices of their products 
more broadly and frequently

24%

9%



Source: Omnia & Twinkle data 2018

At first glance both winners & others (all products) 
appear to have the same distribution in price ratio

W I N N I N G L O S I N G



Source: Omnia & Twinkle data 2018

At first glance both winners & others (all products) 
appear to have the same distribution in price ratio

W I N N I N G L O S I N G



Source: Omnia & Twinkle data 2018

W I N N I NG L O S I N G

Appearances are deceiving
While being extra aggressive on primary orientation products ( >300 Euro)



Source: Omnia & Twinkle data 2018

Appearances are deceiving

W I N N I NG L O S I N G

Winners use low price-point products to drive profit (<20 Euro)



Source: EY / Parthenon

Pricing strategies 
should result from 
commercial strategy 

‘Avoid insult’ ‘Pick Your Fights’

‘Generate Margin’ ‘Drive Perception’

IMPORTANCE OF PRICE

CO
M

PE
TI

TI
VE

N
ES

S
Low High

Low

High

And be differentiated per category based 
on the role of that category



Markets differ 
significantly 
in pricing
Leverage this by localizing 
pricing per country

UK
103

FR
102

NL
100

DE
92

BE
101



Source: Omnia data 2018

18%
11%

14%

8%

ESL Non-Esl

% Price upwards & downwards

Downwards

Pricing
best practices:
Omnichannel retailers with 
Electronic Shelf Labels (ESLs) are 
much better able to leverage the 
value of frequent price changes

32%

19%



A digital assistant that supercharges
your business with actionable insights
and automated actions



Minimize time spent 
in Omnia

Minimize clicks 
to act

Cross-domain



Based on current 
stock level a 
product is 
likely to go out of 
stock soon
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Next up

B E R E N D   V A N   N I E K E R K

Omnia’s Product Manager

N A T H A N   J O H N S T O N E

Omnia’s Chief Architect



Technical Talk
W I T H   N A T H A N   J O H N S T O N E











Focus



Your morning routine



Our morning routine

8.2~ million

23~ million

50~ million6:00AM



But wait! There’s more

€

~20  M I L L I O N



PRICING DATA

40 GB/DAY
PRICING DATA

1.2 TB/MONTH



Observability
Scalability
Resilience
Agility



Observability



Scalability



Resiliency



Agility



Omnia System Future



Omnia System Observability



Omnia System Scalability



Omnia System 
Resilience



Omnia System 
Agility



Omnia System Foundations



Next up

B E R E N D   V A N   N I E K E R K

Omnia’s Product Manager



The Digital Assistant
W I T H   B E R E N D   V A N   N I E K E R K



A digital assistant that supercharges 
your business with actionable insights
and automated actions.



A digital assistant that supercharges 
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Automated 
Actions



Data Actions



Data Actions

Internal data 
connections



Data Actions

External data 
connections

Price 
comparison 

website 
connections

Google 
Shopping, 
Amazon, 

Ebay

Direct 
Scraping



Data Actions

Commercial 
Strategy



Data Actions

Perform all 
calculations



Data Actions

Exports



Data Actions

Multiple times a day

Full assortment



A digital assistant that supercharges 
your business with actionable insights
and automated actions.



Actionable Insights

Understand the role of 
your user so you can 
tailor your message

Provide relevant insights 
to that role

Enable that user to act 
upon that insight within 
a few click

U S E R
M A N A G E M E N T

D A T A
V I S U A L I Z A T I O N

P E R S O N A L I Z E D  
U X



User Management



User 
Management

01. Pricing access split



User 
Management

02. Multi-portal login



User 
Management

03. Identity management

Single Sign On (SSO)
+

Top level security features



User 
Management

04. Role based access control

ACCESS CONTROL



Data Visualization



Top lists of products Aggregated insights Comparable time 
periods



Personalized UX



I N S I G H T S A D J U S T   S T R A T E G Y

Relevant Minimal amount 
of clicks



Relevant



Minimal amount of clicks

P R I C I N G   
M A N A G E R



Foundations
Front-End

User
Management

Data
Visualization

Personalized
UX



Thank you!


