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ABSTRACT: Traditional order management systems (OMS) are becoming less useful as retail ecosystems become 

more complicated. This is because they now have to deal with omnichannel operations, worldwide supply chains, and 

higher customer expectations. This study looked at how some of the biggest international retailers have changed their 

OMS systems to deal with these problems. We used a qualitative multiple-case study method to gather data from expert 

interviews, secondary performance measurements, and industry standards. The results showed that using modern, 

cloud-based OMS solutions led to big increases in order accuracy, fulfillment speed, inventory turnover, and customer 

happiness. Real-time inventory visibility, scalable infrastructures, AI-driven decision assistance, and strong change 

management plans were all important for success. The study's conclusion is that a properly designed OMS can help 

make operations more flexible and customer-focused in complicated retail settings. 
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I. INTRODUCTION 

 

The retail business has changed a lot in the last few years because of new technologies, the rise of omnichannel 

shopping, and shifting customer expectations. As retail ecosystems grew more complicated, with physical stores, e-

commerce platforms, mobile apps, third-party marketplaces, and global supply chains all working together, traditional 

order management systems (OMS) couldn't keep up with the need for real-time coordination, visibility, and customer 

responsiveness. These old systems often worked in silos, couldn't be scaled up, and had a hard time working with new 

technology. This led to inefficiencies, delays in fulfilling orders, and broken consumer experiences. 
 

In response, shops all around the world started redesigning their OMS frameworks to make them more flexible, smart, 

and connected. Organizations wanted to make their order processing faster, their inventory more accurate, and their 

customers happier by using cloud-based platforms, artificial intelligence, real-time analytics, and modular system 

architectures. These redesigned technologies made it possible to easily manage orders across many channels, improve 

delivery methods, and increase order lifecycle transparency. 

 

This study looked at how some of the biggest multinational retailers were able to change their order management 

systems to deal with the challenges of the modern retail environment. The research looked at global case studies and 

implementation methodologies to find important lessons, performance outcomes, and strategic practices that helped 

with effective OMS reengineering. These experiences have given us useful ideas that other retailers can use to improve 

their operational flexibility, customer focus, and long-term resilience by modernizing their order management. 

 

II. LITERATURE REVIEW 

 

Knight, Forney, and Mihalick (2019), In their paper Retail Renaissance: A Case paper of Retail Education 

Reimagined, they talked about how technology is changing the way retail works and how people learn. They said that 

modern retail businesses could only be successful if they had both a strong digital infrastructure and the capacity to 

encourage new ideas through flexible operational design and constant learning. Their research showed that retail 
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professionals needed to adopt transformative thinking. This was also true for OMS frameworks, which needed to move 

beyond linear fulfillment models to support services that were real-time, multichannel, and responsive to customers. 

 

Barriball, George, Marcos, and Radtke (2020), A report from McKinsey & Company made it even more clear how 
important it is to rethink how retail works after global disruptions, especially the COVID-19 epidemic. The authors 

called for the quick implementation of operations that are resilient and digitally integrated. They said that current OMS 

solutions were necessary for keeping businesses running, being flexible, and keeping customers happy. They said that 

staggered rollouts, modular platform designs, and predictive analytics were very important for a successful OMS 

transition, especially in retail settings that are complicated and spread out over the world. 

 

Stephens (2017), In his book Reengineering Retail: The Future of Selling in a Post-Digital World, he wrote on the 

future of retail in a way that looked ahead. He talked on how increased customer expectations for quick, personalized, 

and smooth shopping experiences had made traditional ways of managing orders less and less useful. Stephens said that 

adding technology like AI, machine learning, and real-time inventory tracking to OMS was crucial for making retail 

operations more predictive, efficient, and focused on the consumer. His ideas helped move from reactive and siloed 

systems to agile, integrated OMS infrastructures. 

 

Treadgold and Reynolds (2020), In Navigating the New Retail Landscape: A Guide for Business Leaders, we gave 

business leaders strategic frameworks for adjusting to the big changes that are happening in the retail sector. They 

stressed that retail organizations needed to change how they do things to keep up with digital client journeys and the 

ups and downs of the market. Their research showed that order management systems were no longer just backend 

functions; they were now strategic tools that made real-time service delivery, responsiveness, and cross-channel 

fulfillment possible. 

 

Talwar, Wells, Whittington, Koury, and Romero (2017), The Future Reinvented: Reimagining Life, Society, and 

Business talked about how new technologies are changing society and business in bigger ways. Even though they didn't 

only work in retail, they had a strong vision for how business systems should work in the future based on being 
flexible, putting the consumer first, and using data to make decisions. Their insights helped us see OMS in the context 

of a bigger change in the organization, where real-time decision-making and connected digital platforms were very 

important. 

 

Sinha and Al Huraimel (2020), In their book Reimagining Businesses with AI, they talked about how AI had changed 

the way businesses used to work. They talked about how AI systems may handle important retail tasks including 

routing orders, predicting demand, and handling exceptions automatically. Their results backed up the claim that OMS 

platforms with AI features might make big increases in speed, accuracy, and customer satisfaction. 

 

III. RESEARCH METHODOLOGY 

 

3.1 Research Design 
The study used a qualitative multiple-case study approach, which made it possible to look at changes in order 

management in different retail environments in detail and side by side. We chose this method because it would help us 

understand the contextual elements and strategic differences that affected each deployment. Adding secondary 

performance data helped triangulation and added measurable results to the qualitative ideas. 

 

3.2 Data Collection Methods 

We used a lot of different data sources to make sure we fully understood the topic. We got secondary data from 

published white papers, company case studies, trade magazines, and peer-reviewed journals that talked about how 

OMS was used. We also did semi-structured interviews with IT leaders, operations managers, and supply chain 

architects from a few global retail organizations. We also looked at industry benchmark studies from companies like 

Gartner and Forrester to see how things were changing and to make sure the performance measures were correct. 
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3.3 Sampling Technique 
We used a purposive selection method to choose five international retail organizations that had recently made big 

changes to their OMS. The criteria for selection were: (i) being present in at least three foreign marketplaces, (ii) 

having completed a documented OMS project in the recent five years, and (iii) having performance statistics available 
after the project was finished. To make sure there was a range of operational scales and levels of difficulty, companies 

from the fashion, food, electronics, and home goods industries were included. 

 

3.4 Data Analysis 
The qualitative data that were gathered were looked at using thematic analysis, which made it possible to find patterns 

and insights that happened over and over again in the case studies. We coded and interpreted the main ideas, which 

included system integration, scalability, improving the client experience, and optimizing fulfillment. We used 

descriptive statistics to look at quantitative performance measures including order cycle time, delivery accuracy, 

inventory turnover, and customer satisfaction ratings to see how OMS modernization activities affected these KPIs. 

 

IV. RESULTS AND DISCUSSION 

 
In this part, we look at the results of an investigation of five global retail organizations that have used advanced Order 

Management Systems (OMS) in the last five years. The results were based on key performance indicators and themes 

that came up in expert interviews and the study of secondary data. The debate looks at these results in light of the 

difficulties of running a retail business, doing business around the world, and adapting to new technology. There are 

comparison tables that show how performance has improved before and after OMS was put in place. 

 

4.1 Performance Improvements Across Key Metrics 
All five case study organizations reported measurable improvements in order management performance post-

implementation. The following table summarizes performance metrics before and after the deployment of the modern 

OMS: 

 

Table 1: Key Performance Metrics Before and After OMS Implementation 

 

Metric Pre-Implementation 

(Avg.) 

Post-Implementation 

(Avg.) 

% Improvement 

Order Accuracy Rate 89.2% 97.5% +9.3% 

Order Fulfillment Time 

(hours) 

48.6 18.2 -62.5% 

Inventory Turnover Ratio 5.8 8.4 +44.8% 

Return Rate 9.1% 5.6% -38.5% 

Customer Satisfaction 

Score 

3.9 / 5 4.6 / 5 +17.9% 

http://www.ijrai.com/
mailto:editor@ijrai.com


 International Research Journal of Innovative Engineering (IRJIE)       
                           | ISSN: 2395-0560 | www.irjie.org |editor@irjie.org| A Bimonthly, Peer-Reviewed, Scholarly Journal| 

    |Volume 5, Issue 2, March- April 2021| 

     DOI:10.15680/IRJIE.2021.0502002 

Copyright © IRJIE                                                           | An ISO 9001:2015 Certified Journal |                                               7847 

 

 

 
 

Figure 1: Key Performance Metrics Before and After OMS Implementation  

 

The performance measurements show that using current Order Management Systems (OMS) made a big difference in 
how well things ran and how well customers were served in complicated retail settings. The accuracy of orders went up 

from 89.2% to 97.5%, which cut down on mistakes and made customers trust the company more. The time it took to fill 

an order went down by 62.5%, which shows that automation and access to real-time data made processing and delivery 

faster. The inventory turnover ratio went up by 44.8%, which means that stock management is better and sales cycles 

are faster. The return rate was down from 9.1% to 5.6%, which means that orders are more accurate and customers 

have greater knowledge about product availability. Customer satisfaction also went up from 3.9 to 4.6 out of 5, 

showing how these changes made the buying experience better overall. All of these data show that new OMS 

frameworks make global retail ecosystems far more efficient and focused on the customer. 

 

4.2 Thematic Insights From Global Implementations 

Five important elements that affected how well modern Order Management System (OMS) deployments worked in 

complex retail ecosystems were found by analyzing qualitative data from expert interviews and organizational case 
documents. These themes showed not just technology parts, but also strategic, operational, and organizational variables 

that affected the results of the OMS transition. 

A. Scalability and System Integration 
One of the most important things that came up in all five case studies was how important it is for systems to be able to 

grow and work together without problems. Organizations said that their old systems were typically rigid and separate 

from each other, which made it hard to grow during busy times or work with new technology. The new cloud-based 

OMS platforms, on the other hand, had flexible and scalable architectures that let firms add new features as their needs 

changed. This was especially important during busy times like holidays or sales events, when the number of orders 

could suddenly go up. The ability to connect OMS with key business systems like Enterprise Resource Planning (ERP), 

Warehouse Management Systems (WMS), and Customer Relationship Management (CRM) platforms made it possible 

to see everything from start to finish and set up automated workflows across different business functions. These 
linkages cut down on the need for human work, sped up processing, and made the fulfillment process more responsive 

overall. 
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B. Real-Time Inventory Visibility 
Another common finding was the necessity for all nodes of the retail network to be able to see inventory in real time. 

When managing distributed inventory across numerous countries and channels, traditional inventory systems typically 

caused delays, stock inconsistencies, or stockouts. Companies may see their inventory in warehouses, retail stores, 
partner hubs, and in transportation all at once thanks to the adoption of modern OMS platforms. Several companies 

used technology like RFID tagging, barcode scanning, and IoT sensors to keep track of their inventory's status, 

location, and availability at all times. This real-time visibility made it easier to route orders intelligently, cut down on 

overselling and underselling, and speed up restocking plans. Because of this, companies had faster inventory turnover 

and more accurate order fulfillment, which made customers happier and cut down on waste in the business. 

C. Omnichannel Fulfillment Capabilities 
The survey also found that omnichannel fulfillment, or the capacity to fill orders from numerous nodes, was a third 

important trend. Retailers said that today's shoppers demand the same experience no matter where they shop: online, in-

store, or through a mobile app. Companies could use flexible fulfillment models including "Buy Online, Pick Up In 

Store" (BOPIS), "Buy Online, Return In Store" (BORIS), curbside pickup, and ship-from-store alternatives thanks to 

advanced OMS platforms. These features not only made things easier for customers, but they also helped companies 

make better use of their inventory by letting them use their physical locations as micro-fulfillment centers. Companies 
used distributed order management logic to save logistical costs, cut down on delays in last-mile delivery, and keep 

service levels up even as demand changed in different parts of the country. Being able to offer flexible fulfillment 

alternatives became a vital way to stand out in competitive markets, especially during times of trouble like the COVID-

19 epidemic. 

D. AI-Driven Decision Support 
Three out of the five case studies found that AI-driven decision-making capabilities were added to the OMS ecosystem. 

These businesses used AI for many things, such as predicting demand, finding fraud, grouping customers, and changing 

the way they allocate inventory. Companies used predictive analytics to figure out how people would buy things and 

then put stock closer to where they thought people would want it. We also used machine learning algorithms to find 

unusual patterns in order behavior, which helped us spot possible fraud or logistical mistakes before they got worse. 

Also, AI-assisted route optimization helped prioritize delivery paths based on things like how close they are, how much 
they cost, how fast they can be delivered, and what the customer wants. These smart systems added a level of flexibility 

and responsiveness that older OMS frameworks didn't have. This meant that businesses could quickly make smart 

decisions when market conditions changed or the supply chain broke down. 

E. Change Management and Training 
Even though modern OMS has made a lot of progress in technology, the people and organizations involved were very 

important in making these implementations work. A lot of companies said that not being ready internally, not wanting 

to change, and not getting enough training were big problems during their first rollout phases. On the other hand, 

organizations who put money into full change management plans, such as training programs for employees, workshops 

for stakeholders, and planning for cross-functional integration, said that their transitions went more smoothly and they 

got their money back faster. Change champions were typically chosen from within departments to get people to use the 

new system and explain how it would help the company reach its goals. Also, getting frontline staff involved in pilot 

testing and feedback loops made sure that the system design met the needs of real-world operations. These results 
showed that updating OMS needed more than just being ready with technology. It also needed cultural alignment and 

proactive organizational planning. 

 

4.3 Comparative Industry Benchmarks 

To put the performance improvements seen in the five case study enterprises into context, benchmark data were 

gathered from top industry research firms including Gartner and Forrester. These benchmarks showed how the average 

performance metrics of worldwide retailers who had adopted modern OMS solutions compared to each other. This 

made it possible to see how the case study organizations measured up to industry norms as a whole. 

 

The key metrics compared included order accuracy, fulfillment time, inventory turnover, and customer satisfaction. As 

illustrated in the table below, the case study organizations consistently outperformed the industry averages in each 
category: 
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Table 2: Industry Benchmarks for OMS Performance (2019–2020) 

 

Metric Industry Average Case Study Average 

Order Accuracy 96.1% 97.5% 

Order Fulfillment Time (hrs) 21.4 18.2 

Inventory Turnover Ratio 7.2 8.4 

Customer Satisfaction (out of 5) 4.3 4.6 

 

Comparing the case study results to industry averages shows that the stores that used advanced Order Management 

Systems (OMS) did far better. The case study organizations had 97.5% accurate orders, which was higher than the 
industry average of 96.1%. This means that they processed orders more accurately and had fewer mistakes. The time it 

took to fulfill an order went down from 21.4 hours to 18.2 hours, which shows that the delivery operations are now 

more flexible and efficient. The inventory turnover ratio was also higher in the case studies (8.4 vs. 7.2), which shows 

that the inventory was used better and moved more quickly. Finally, the customer satisfaction score was 4.6 out of 5, 

which is higher than the industry average of 4.3. This means that the OMS implementations made the customer 

experience more reliable and gratifying. All of these distinctions show that properly reinvented OMS systems can 

produce better results than typical industry procedures. 

 

4.4 Lessons Learned and Strategic Implications 
The study found that a number of strategic elements were necessary for the successful use of contemporary Order 

Management Systems (OMS). Retailers could adjust to changing market conditions over time using modular OMS 

solutions. They could also expand up without having to completely change their infrastructure. Early-stage pilot testing 
and staggered rollouts helped lower the risks of making the switch by finding problems in controlled settings before the 

complete rollout. Seamless data connectivity across all retail touchpoints made it possible to see everything in real time 

and fulfill orders based on what the consumer wanted, which improved accuracy and service quality. Also, working 

together across areas like logistics, IT, marketing, and operations made ensuring that OMS implementations met both 

technical and strategic business goals. Overall, merchants who want to rethink their OMS should make sure that 

technology is in line with business goals, implement strong data quality governance, and encourage divisions to work 

together to achieve long-term operational and customer success. 

 

V. CONCLUSION 

 

The results of this study show that redesigning order management systems (OMS) in complicated retail environments 
made operations run more smoothly, made customers happier, and made the business more flexible overall. The study 

of global implementations showed that sophisticated OMS solutions, especially those that use cloud-based 

infrastructure, real-time inventory tracking, and AI-driven decision-making, made a big difference in the accuracy of 

orders, the speed of fulfillment, and the turnover of inventory. Also, these changes would only work if they were 

managed well, integrated into the system, and aligned with the organization's goals. These findings show how useful 

current OMS platforms can be for dealing with the problems of global, omnichannel retail and provide a useful 

framework for future use in similarly complicated settings. 
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