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 uccessful marketers, the thinking went, would create 
experiences that were consistent at all touch points—in the 
store, online, on the phone, in print. While a multi-channel 
approach is critical, the strategy will remain theoretical, rather 
than practical, if all functions across the organization are not 

connected and in sync with each other.

That’s why a connected enterprise approach is paramount today. To 
become truly customer centric organization and deliver experiences that 
create value for both the customer and the company—you need to get 
connected. That means providing customers differentiated value, clear 
opportunities and personalized interactions. It also means connecting 
an organization’s front, middle and back office to be able to deliver 
seamless commerce experiences. 

There was a time, way back around 2010, 
when the omnichannel concept seemed  
to be the new North Star of commerce.

S

1  A study conducted by Forrester Consulting on 
behalf of KPMG, July 2016.

2X
It pays to 
become a 
connected 
enterprise.

Organizations with a 
customer first outlook 
are 2X more likely to see 
greater overall success.1

Click for more information
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Developing a seamless 
experience
Many retailers struggle with determining how to invest not only 
at the channel level, but all the way back through the entire 
distribution process. More than ever, the delivery of a product 
when, where, how and at the price the customer wants it is a 
critical component of the overall customer experience.

It’s not just about an exceptional product, it’s also about an exceptional 
purchasing process. And that requires an exceptional supply chain, which 
is made possible by deploying a connected enterprise approach. 

Why the need for change? The supply chain has evolved over the past 
decade. Clearly, there are more channels than ever—physical stores, 
the web, telephone, mail order, television, catalogs, wholesalers, 
affiliates—more personalization and ever-increasing customer demands. 
Serving these channels seamlessly, with the same voice, standards, and 
experience, has a direct impact on every function from front office to 
back. Hence, the need to get connected. 

Establishing connections across the enterprise

When we talk about seamless commerce, it all starts with a connected 
enterprise approach that aligns the front, middle and back office functions. 
Considering the global nature of so many businesses today, regional, 
time, and language barriers can be quite challenging. So, the connections 
must be grounded in the way companies communicate with each other 
around sales, service, marketing, operations, technology, HR, finance—
everything. Why? Because the experiences that companies create for 
their customers are going to continue to evolve, and the expectations 
those experiences provoke will increase accordingly. 
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With a connected enterprise, front, middle and back office functions work 
together to address customer expectations consistently. A big advantage of 
the connected enterprise approach is the ability to share data throughout the 
organization while leveraging new enabling technologies. In this regard, Chief 
Information Officers (back office) must assume more of a leading role in 
these discussions with the Head of Sales (front office), the Chief Marketing 
Officer (middle office) and other senior leaders. 

But there is currently a bit of a dichotomy at the company level. According 
to the 2017 Harvey Nash/KPMG CIO Survey, 51 percent of retail Boards are 
looking to IT specifically to offer new solutions for driving revenue growth, 
but only 23 percent of CIOs are actively leading innovation across the 
business. 

Surely, that will need to change. And a connected enterprise approach can 
help. It will be essential to the ongoing performance of the overall business, 
whether that’s connecting with the end customer, business partners, 
suppliers, manufacturers, or collecting and analyzing customer data in a 
world increasingly powered by the internet of things.
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 Product, pricing and customer 
strategy: Delivering relevant, valuable, 
consistent and targeted products, 
services, experiences, pricing and 
offers 

 Experience centricity: Delivering 
a seamless and personal customer 
experience that continually meets 
evolving expectations across channels 

 Seamless commerce: Delivering a 
convenient, secure, integrated and 
consistent transaction experience 
across channels

 Advanced data and analytics: Using 
data insights to engage and execute 
across all touch points while also 
protecting privacy and security

Technology architecture and 
enablement: Leveraging technology 
systems and expertise to deliver cross-
channel experiences, enable employees, 
and synchronize with the broader digital 
ecosystem

 Organizational alignment and people 
capability: Marrying the vision, culture, 
organizational structure and performance 
management approach to customer 
needs and perspectives

Responsive supply chain: Leveraging 
advanced, analytics-driven demand 
planning, inventory management and 
distribution to enable customers to 
select, receive and return products and 
services conveniently

 Partnerships, alliance and vendor 
management: Leveraging third-parties to 
increase speed to market, reduce costs 
or deliver on the customer promise

Eight key capabilities of 
connected enterprises
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Tearing down walls,  
building up value
A connected enterprise approach also assists with the real-world cost 
as of driving traffic and ultimately acquiring, satisfying and retaining 
customers.

With an eye toward ensuring all aspects of the supply chain communicate 
with each other more effectively, marketing departments are now starting 
to ask their operational counterparts for greater access to data. As a result, 
the connected enterprise help tear down walls that have traditionally 
existed between the front, middle and back office are starting to dissolve as 
companies think more holistically about the collective economic value of their 
customer base.

As promising as this sounds, it’s amazing how many companies don’t have a 
handle on their true cost-to-serve or on supporting an e-commerce fulfillment 
strategy versus the traditional retail-based manufacturing strategy. This 
confusion makes its way right to top: According to KPMG’s 2017 CEO Outlook, 
56 percent of CEOs are concerned about the data on which they are basing 
decisions and 45 percent day the depth of customer insight their organizations 
have is hindered by a  
lack of quality data.

That’s telling. Not surprisingly, many retailers are now also pursuing data aimed 
at measuring customer lifetime value to get a better sense of their customers’ 
broader economic value, as well as customer acquisition metrics to understand 
not only why some people become customers, but—and this is perhaps even 
more valuable—why others do not. 

Connected enterprises sharing data can apply the right combination 
of analytics—cost-related information, financial information, customer 
demographics—to help organizations figure out their cost-to-serve. Therefore, 
they can make better, more informed decisions about how they are going to 
profitably manufacture, market, sell and fulfill.

Connecting the enterprise this way is a new line of thinking for retail and CPG 
marketing, advertising and customer engagement professionals. We’ve never 
seen companies look to collect these metrics that far back in the supply chain, 
which suggests that the silos are breaking down and we’re witnessing the 
organic connection of the industry from front office to back.
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A matter of trust
Both retail and CPG companies are working to solve the challenges 
of connecting their enterprises by creating efficiencies and 
establishing a shared understanding powered by data. 

In short, they are sharing information and trusting each other. For example, 
we see many retail and CPG companies working together on single-
forecast programs and direct-to-shelf replenishment models where they 
actually connect what’s happening at the point of purchase all the way back 
through the supply chain to the manufacturing process, taking out as much 
inefficiency as possible so they can be more responsive to customer needs.

When it comes to business model innovation on the front end, many 
companies are working to create both a digital channel that works with 
their brick-and-mortar stores. They are also looking at new ways of 
transacting business, such as subscription-based models that enable 
much more effective predictive capabilities and demand forecasts. That’s 
why a connected enterprise approach is so important. For non-connected 
enterprises, their entire supply chain can be thrown off, especially in the 
area of fulfillment. As a result, these organizations will struggle to find 
success making digital and physical channels co-exist efficiently and 
profitably. 
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To create seamless commerce experiences, many retail and CPG 
companies are realizing the benefits of the connected enterprise 
journey. And there’s a natural, inherent impatience with most major brands, 
a desire to jump right in and get started. Where are they starting to place their 
first bets? Enhanced data? White-glove service? Flawless fulfillment? While all 
interesting questions, a critical question focuses on how do you govern these 
activities? Organizations need to be sure that there is oversight and controls in 
terms of data, operations, product management, risk, and every other critical 
function along the supply chain to truly benefit. 

That sweet spot of delivering the right experience to the right customers 
in a profitable way is not only a core tenet of the connected enterprise, 
specifically, but also to our general belief for overall organizational success 
in the prevailing business environment. Think about it. If you are operating 
against a connected, capability-based model versus the traditional disengaged 
silos, it’s easier to collect and employ critical customer-centric metrics because 
they aren’t based on arcane organizational factors, they’re based on real-world 
knowledge.

The connected enterprise approach provides a new way to view the expanse 
of the enterprise. Technology enablement and innovation is at the core and 
getting out of the traditional front, middle and back office silos is a natural 
progression. But to get out of the realm of theoretical and make it happen in 
a practical manner companies must change the organizational mindset. This 
entails establishing buy-in from leadership, investing in the right enabling 
technologies, and ensuring the front-line workforce is aligned with the middle- 
and back-office functions to address evolving business challenges.

One key aspect that seems obvious, but which many companies still have not 
fully grasped, is that all of this business transformation has to be considered 
in the context of a digital world. Digital transformation will likely determine 
how well companies compete and whether they succeed or fail. A connected 
enterprise will facilitate access to customers, provide deep, data-driven 
customer insights, and offer a palette for creating differentiating customer 
experiences, which combined, inspires customer satisfaction and loyalty.  
And that is what competitive commerce is all about.

Making it happen

7

© 2018 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent 
member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. 
© 2018 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent 
member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. 



Today’s customers are better informed, better connected and more 
demanding than ever before. Customer experience is overtaking 
price and product as the number-one brand differentiator. 
Organizations are investing record amounts on customer-related 
initiatives, but not all are seeing a credible return on investment.

KPMG combines expertise in strategy and implementation—as well as 
far-reaching industry and functional knowledge—to create better customer 
outcomes that produce better business returns. That means looking beyond 
the front office to a wholesale transformation of functions such as marketing, 
sales, and service—and linking them to the middle and back office. The 
resulting organization is closer to customers and can deliver interactions that 
are seamless, responsive, relevant and consistent, helping companies build 
greater loyalty and share of wallet. From ambition to implementation, KPMG 
works alongside organizations on their journey to become customer-centric, 
balance cost against customer satisfaction, and maximize opportunities to 
increase revenue.

Why work with KPMG?
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KPMG can help your organization evolve into a connected enterprise 
that meets the demands of today’s informed, connected consumers.  
Focused on helping make the right investments and maximizing 
return, we work alongside organizations across their entire 
journey to become customer-centric: from strategy to design to 
implementation to improvement to governance. We help them 
reshape people, operations, systems and processes to connect entire 
enterprises more closely to their customers, employees, partners and 
products—and realize the value.

Why us? We know how your business works and we know how to get 
things done. Our global network of talented professionals combine technical 
expertise with practical business experience in consumer-facing industries, 
helping your organization address each capability across the connected 
enterprise—down to the detail—in the right context for your business 
functions.

KPMG is a market leader on evolving into a connected enterprise: 

– Forrester Wave™: Business Transformation Consultancies, Q3 2017

–  HfS Blueprint Report: Digital Technology Strategy and Consultancy 
Services, 2017

–  IDC MarketScape: KPMG a leader in digital transformation consulting 
and systems integrations services

Get connected now!

Is your business a connected enterprise? 

Try our free diagnostic tool to find out.
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Connect with us to find out how we can help 
you build a customer-centric organization with 
a connected enterprise approach: 

Julio Hernandez, Principal
Head of Global Customer Center of Excellence
US Customer Solutions Practice Lead
KPMG Advisory 
juliojhernandez@kpmg.com 

Duncan Avis, Principal
Customer Solutions
KPMG Advisory
davis@kpmg.com 

Rob Barrett, Principal  
Product Operations & Procurement
KPMG Advisory
rhbarrett@kpmg.com 

Sam Ganga, Principal
Product Operations & Procurement
KPMG Advisory
sganga@kpmg.com 

Todd Cullen, Managing Director
Customer Solutions
KPMG Advisory
tcullen@kpmg.com 

Some or all of the services described herein may not be permissible for KPMG audit clients 
and their affiliates or related entities.

The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or 
entity. Although we endeavor to provide accurate and timely information, there can be no guarantee that such information is accurate as 
of the date it is received or that it will continue to be accurate in the future. No one should act upon such information without appropriate 
professional advice after a thorough examination of the particular situation.

© 2018 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent member 
firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. Printed in the US.

The KPMG name and logo are registered trademarks or trademarks of KPMG International.

kpmg.com/socialmedia

Contact

https://www.linkedin.com/company/kpmg
https://www.facebook.com/KPMGUS/
https://www.youtube.com/user/KPMGMediaChannel
https://twitter.com/KPMG_US
https://plus.google.com/+KPMGUSA/posts

