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Phones4U are a leading independent retail-
er of Mobile Phone services and products. 
Having started life as a high street retailer, 
they rapidly grew to dominate the market as 
the only source of independent advice. 
 
Like most retailers, Phones4U had em-
braced eCommerce as an add-on to show 
their progressive nature and generate a little 
extra income. Many areas of the business 
traditionally viewed it with suspicion as a 
competitor with lower costs lower standards 
of service. 

Just like most retailers I have worked with, 
they implemented a silo rather than look for 
synergy and before long they were helpless 
to serve customers who waltzed form shop 
to website and back ordering and communi-
cations  as suited them, often on the very 
phone we wanted to replace. 
Support, returns, upsell, cross-sell, provi-
sioning, delivery and more had become en-
tangled helplessly in the Hydra like web of 
competing processes and disconnected 
global systems. 
The second phase of development had seen 
SAP replace Oracle and the many home  

.grown systems as a solution to the Silos 
and this began to kick-in once people be-
came accustomed to it and the process had 
been refined. It had however not taken ac-
count of Omni-channel and as you may be 
aware integrating with SAP can be fraught 
with pain, cost and delay. 
 
The first move was a step back to designing 
a single process across the organisation, 
Out win the Silo and in came a single view 
of the customer and the product portfolio. 
After many hours of consideration, we decid-
ed that the only way we would implement 
this new world in months rather than dec-
ades was to implement Hybris alongside of 
SAP. There are other ways, and there’s a 
price attached to this approach, but it suited 
our situation. 
 
The  problems attached to implementing 
eCommerce is the tendency to view it as a 
different business, or a different unit or even 
a different brand.  While it may be deliver 
short term gains , this is living in denial. 
 
eCommerce is not a replacement for, but the 
heart and soul of  the brand you will have 
going forward, if indeed you step-up. 
Recognising the changing proposition, 
adapting it to the brand and vice versa and 
restructuring and energising the organisation 
around this new single view of your custom-
ers and transactions is the key to success. 
The technology you use is not irrelevant, but 
it is surmountable. 
 
The vision of customers discovering, engag-
ing, exploring and interacting with your 
brand and remaining loyal customers and 
referees is paramount to survival in the new 
world of retailing 


