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This article analyzes the current trends in retailers who have added online commerce in addition to their existing brick and mortar locations. Specifically it explains why they may have developed different and contradictory policies for in-store and online purchases. The author explains how this can lead to dissatisfied customers. 

Even though this is a relatively short article, it stood out to me as quite insightful. The author begins by describing video footage that was shot by a behavior researcher who consults for retail executives, and manages to quickly show some of the problems that can arise when a stores policies are different from their online counterparts.

The article also highlights the importance of reaching out to customers who shop at multiple channels of the same retailer. It makes the point that these customers spend on average 25% more than customers who only shop with one channel. 

The author seems to imply that most retail executives haven't really figured out how much this is costing them in dissatisfied customers, but he does sympathize with them when he points out that most online braches of brick-and-mortar retailers began as separate business units or even different companies, and this could lead to conflicts for resources between the different units. But he does site some specific examples of stores that have managed to become "channel agnostic", and have found that customers who shop with them are much more likely to come into the store. He also shows that it is possible to integrate separate business units when he explains the decisions that Cabela's had to make when figuring out how to reconcile an online inventory that contains more than twice as many items as the retail store
