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Estimated number of boot and shoes (by pairs) manufactured in St. Louis 
for the United States Army industry during World War I (1914 – 1918)

International Shoe Company

Name of Company 1916 1917 1918

Brown Shoe Company 100,000 910,000 100,000

Hamilton-Brown Shoe Co. 0 150,000 75,000

International Shoe Co. (ISC) 90,000 500,000 200,000

Total Contract Amounts $665,000 $3,385,000 $2,579,400

Source: St. Louis Post-Dispatch (see footnotes #60-66/bibliography). Prices paid by the 

Army are as follows: 1916 = $3.50 per pair; 1917 = $4.65 per pair; 1918 (based on shoe 

type) = $6.45 and $7.15 per pair



ISC was Profitable through the Great Depression by managing cash and  
focusing on labor and … growth

International Shoe Company

Year Rate of Return

1929 19.29%

1932 9.72%

1935 13.53%

ISC did well enough in 1939 to divide $600,000 in bonus money among 

workers earnings less than $50 per week.



ISC Alone Produced 50 Million Pairs of Boots 
United States Forces During WWII

International Shoe Company



Diversification of Brands, Channels, Advertising, 
and Distribution…domestic and international

International Shoe Company



Apparel, Marketplaces, and Furniture

International Shoe Company



Omnichannel is not an option, it’s an imperative.
Shoppers are discovering and buying products across diverse channels

67% of $7.3T
marketplaces share of global retail 

ecommerce GMV in 2025

>50% of branded ecommerce sales 
sourced from search engines, social, 
paid ad and content channels
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Source: eMarketer 2022 Source: BigCommerce global merchant sales by last-click traffic source, Feb 2022

Retail Ecommerce Sales, 2022 (US) Sales by traffic source



Omnichannel is not an option — it’s an imperative.

U.S. ecommerce ad channel 

spending was ~$19 BN, 

or 12%, of total digital ad 

spending in 2020

>$41 BN and 15% of total 

digital ad spending by 20241

Marketplaces

&

Social Commerce

1 Source: eMarketer, March 2021

U.S. retail marketplace sales 

$270 BN in 2020, 34% of 

total retail ecommerce 

>$420 BN by 20233

Digital 

Advertising

3 Source: eMarketer, February 2021

20%+ of merchants’ GMV on BigCommerce is sourced 

through paid digital channels2

2 Source: BigCommerce internal
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In our privacy-focused, post-Covid world, the global channels are all launching 
features to deliver seamless, integrated, omnichannel shopping experiences

MarketplacesAdvertising

Social Commerce
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Ads and Listings on Google



More than half of U.S. consumers (52%) now say their online 
purchasing journey most often starts on ecommerce/retailer website.

52%

D2C
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Amazon customers are almost equally likely to use the site for each stage of their 
journey, from inspiration and research through to purchase and repeat purchase.

The same is true, on a much smaller scale, for retail sites such as BestBuy, eBay and Costco.
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Almost half (47%) say they’re now more likely to buy directly from 
social media sites, rising to almost two-thirds (63%) of ages 18-34. 

This younger age group is also much more likely to be swayed by social influencers.
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Midwest Region: Growth Toward Major Channels

REGIONAL INSIGHTS
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Where Midwest Sees Regional Opportunity

REGIONAL INSIGHTS



Shoppers consider these factors 
anywhere they discover products:

Is this the product I want?

Is this product available near me? 

When will it be delivered?

How much will it cost?
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The Omnichannel Opportunity



Merchant success requires fulfilling 
shopper expectations across these key areas:

Catalog

Pixel/Signal

Ads

Creative / Creators / AR / VR

Repricing and Reviews

Payments/Tax /Fraud

Inventory and Order 
Management, In-store and 
Online

Shipping, Fulfillment
Returns, Refunds and 
Exchanges

Analytics, Audience 
and Targeting

Messaging/Support
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Every major channel is 

focused on delivering this 

set of features natively, or 

via integrated partners.

The Omnichannel Opportunity



Merchants have different levels of omnichannel maturity

Multi-channel 5-20+ channels

D2C + marketplaces + ads + social

B2C + B2B

Global integrated online + offline

Unified inventory & order routing 

Across all channels

2-5 channels

D2C + marketplaces

Integrated online / offline

ERP as system of record

Owned fulfillment + 3PL

+ custom shipping rates

Inventory within 2-day delivery of 

all major global markets

Single channel

Single D2C + ads

Single fulfillment location

Off the shelf shipping rates

B U I L D

I N N O V A T E

G R O W

Global omnichannel

Omnichannel Personality Types



Merchants need to develop an omnichannel strategy based 
on their maturity, but not all merchants have the same traits. 

Almost like a personality test…

No Inventory Holds Inventory

Single Brand Multi-brand

Small Business Enterprise Business

Small Catalog Large Catalog

Omnichannel Personality Types



If we apply a “personality test” methodology to mapping these traits, 
we can derive some interesting similarities, insights and opportunities.

Ok, let’s build our grid.

No Inventory Holds Inventory

Single Brand

Multi-brandSmall Business

Enterprise Business

Small Catalog

Large Catalog

Omnichannel Personality Types



Ok, let’s translate.

When we plot the permutations of these traits, 
we start to see some interesting patterns and groupings.

SMB SMB ENT ENT

Large Catalog Large Catalog Large Catalog Large Catalog

No Inventory Holds Inventory No Inventory Holds Inventory

Multibrand Multibrand Multibrand Multibrand

SMB SMB ENT ENT

Small Catalog Small Catalog Small Catalog Small Catalog

No Inventory Holds Inventory No Inventory Holds Inventory

Multibrand Multibrand Multibrand Multibrand

SMB SMB ENT ENT

Large Catalog Large Catalog Large Catalog Large Catalog

No Inventory Holds Inventory No Inventory Holds Inventory

Single brand Single brand Single brand Single brand

SMB SMB ENT ENT

Small Catalog Small Catalog Small Catalog Small Catalog

No Inventory Holds Inventory No Inventory Holds Inventory

Single brand Single brand Single brand Single brand

SMB Multi-brand

SMB Single brand

ENT Single brand

ENT Multibrand

S Small Business

E Enterprise

C Small Catalog

L Large Catalog

H Holds Inventory

N No Inventory

B Single Brand

M Multi Brand

KEY

Omnichannel Personality Types



Merchant Models

.Niche Boutique ◢ SLHM.
Strengths:

◿ Experts in multi-brand curation

◿ Trusted advisors in niche categories

◿ Tastemakers 

◿ Product experts

◿ Loyalty and lifetime value (LTV)

Opportunities:

◿ Online to offline, buy online, pickup in-store (BOPIS), buy online, return in-store 

(BORIS)

◿ Use product experts to build curated community of loyalists (social channels)

◿ How-to content (how to use, how to wear, how to style, etc.)

◿ Holiday and event curation

Channel Recommendations:

◿ Online to Offline

◿ Community creation through a relevant social channel (e.g. Instagram, Facebook, 

TikTok and Pinterest)

Solution Recommendations:

◿ Direct-to-consumer (DTC) integration with point of sale (POS) for good BOPIS and 

BORIS

◿ Catalog integration for shopping via relevant social channels

◿ Customer relationship management (CRM) and loyalty programs

https://www.bigcommerce.com/articles/omnichannel-retail/social-commerce/
https://www.bigcommerce.com/resources/sell-more/facebook/
https://www.bigcommerce.com/resources/sell-more/facebook/
https://www.bigcommerce.com/dm/tiktok-ads/
https://www.bigcommerce.com/articles/omnichannel-retail/social-commerce/


http://www.youtube.com/watch?v=A0cN8-0cvlM


Merchant Models

.Big Brand ◢ ELHB.

Strengths:

◿ Strong brand team

◿ Marketing and awareness

◿ Product focused on delighting customers with details

Opportunities:

◿ Brand campaigns on new channels with outsized ROI

◿ Influencer collaborations

Channel Recommendations:

◿ International expansion and multi-storefront (languages, currencies and regions)

◿ DTC, wholesale, marketplaces (first- and third-party)

◿ Selling on social channels

Solution Recommendations:

◿ Choose platforms that have the social integrations you need

◿ Invest in paid media on channels that deliver outsized ROI

◿ Multichannel feed management is critical

◿ Invest in affiliate, influencer and distribution relationships that deliver the highest margin

https://www.bigcommerce.com/articles/omnichannel-retail/social-commerce/
https://www.bigcommerce.com/solutions/omnichannel/






http://www.youtube.com/watch?v=4w8vlYpXIuo


Merchant Models

Cool Kid / CPG ◢ ECHB.

Strengths:

◿ Strong brand team

◿ Marketing and awareness

◿ Product focused on delighting customers with details

Opportunities:

◿ Brand campaigns on new channels with outsized ROI

◿ Influencer collaborations

Channel Recommendations:

◿ DTC, wholesale, marketplaces (first- and third-party)

◿ Expansion across ads and social selling

◿ International expansion and multi-storefront (languages, currencies and regions)

Solution Recommendations:

◿ Choose platforms that have the ads and social integrations you need

◿ Invest in paid media on channels that deliver outsized ROI

◿ Multichannel feed management is critical

◿ Invest in affiliate, influencer and distribution relationships that deliver the highest margin

https://www.bigcommerce.com/articles/omnichannel-retail/online-marketplaces/
https://www.bigcommerce.com/resources/sell-more/cross-border/
https://www.bigcommerce.com/solutions/omnichannel/


Success Stacks & Stories

Spiceology

Cool Kid / CPG ◢ ECHB.
Goals: Be everywhere your shoppers buy.

◿ Optimize their product listings across existing channels and expand 

into new channels. Keep cohesive brand identity while finding unique 

ways to start conversations about their brand and products. 

Channel Opportunities:

◿ Google Shopping

◿ Facebook, Instagram, TikTok, and Pinterest

◿ Walmart 1P & 3P

◿ Enhance Catalog Data across channels (Feedonomics) 

Strategy & Tactics: 

◿ Expand across D2C (consumers) and B2B (chefs)

◿ Expand across key Marketplace Channels

◿ Drive influencer collaboration across key Social 

& Discovery commerce channels (eg. A cook named Matt)
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I N   S U M M A R Y

Omnichannel selling is imperative to business success. 

Merchant Type and Maturity should guide your channel strategy. 

Merchant Type can help inform omnichannel solutions 
to drive business growth.
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2022 Guide to Omnichannel Commerce
Learn how to create a comprehensive omnichannel strategy
that allows customers to convert anywhere and everywhere.


