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§ ComCap is a premier boutique investment bank focused on the intersection of commerce and capital, with key focus 
on B2B SaaS, B2C e-commerce, payments, mobile commerce, marketplaces and B2B services for retail 
technologies (IT and marketing services, in-store, fulfillment, logistics, call center, analytics or personalization).

§ Headquartered in San Francisco with European coverage from London and Moscow, as well as Latin America 
coverage from Sao Paulo. Our firm works with mid-cap public companies on buyside initiatives along with public and 
private growth companies on financing and strategic M&A.

§ In addition to being the only boutique focused on disruptive commerce models, we differentiate by:
‒ Bringing bulge bracket techniques to emerging models;

‒ A strong and uncommon buyside or strategy practice;
‒ Deep understanding of industry drivers and synergy analyses; 

‒ Deep relationships across the sector; and 
‒ Worldwide coverage with closed transactions in the United States, Japan, China, the ASEAN region, Western 

and Eastern Europe, and Latin America

§ Your global ComCap team:

Peter Creech
Associate
M: +1 508-685-1620
E: peter@comcapllc.com

Aron Bohlig
Managing Partner
M: +1 415-235-8270
E: aron@comcapllc.com

Steve Terry
Managing Director
M: +1 415-971-3794
E: steve@comcapllc.com

Fermin Caro
Director
M: +1 650-743-7825
E: fermin@comcapllc.com

Carlos Gonzalez
Director
M: +7 915-413-1911
E: carlos@comcapllc.com

Collin Rice
Senior Associate
M: +1 612-578-7512
E: collin@comcapllc.com

Daniel Radomysler
Associate
M: +55 11 99658-7977
E: daniel@comcapllc.com

Steve Goetz
Advisor
M: +1 415-336-1684
E: sgoetz@comcapllc.com

An introduction to ComCap



CONFIDENTIAL

ComCap’s perspectives on Distributed Order Management Systems 
is shared with hundreds of financial and strategic investors

§ ComCap’s perspectives on various industries, including trends in Distributed Order Management Systems, is being 
shared with our large network of strategic and financial investors globally

§ This facilitates a better understanding of sweet spots for these investors; and ultimately helps to better position a 
mandated client with selected players

§ Unique disruptors are gaining additional global coverage via ComCap’s reach

4
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$740.0

$561.0

$93.0 $87.0 $77.0 $69.0 $55.0 $44.0 $22.0 $16.0

China US UK Japan Germany South Korea France Canada Australia Brazil

Retail Ecommerce Sales Worldwide – 2019 ($US billion)1

5

ComCap – Active in 14 countries, including 9 of the top 10 
global ecommerce markets

1Source: Shopify Plus Ecommerce Playbook

https://www.shopify.com/plus/guides/global-ecommerce?itcat=plusblog&itterm=global-ecommerce-marketplace


CONFIDENTIAL

Theme Description Select Companies

Artificial Intelligence / 
Analytics

Focused on disruptors in the artificial intelligence space that concentrated on ecommerce, 
logistics, retail, predictive, payment, risk and marketing

B2C and Vertical 
Brands (DNVBs)

Digitally native D2C brands harnessing modern technology and business models to reach the 
end consumer, covering clothing, accessories, personal care, home and kitchen, furniture and 
other consumer-focused products

Ecommerce SaaS Emerging and disruptive SaaS businesses in the ecommerce sector

Fintech Retail and commerce-related disruptors in the fintech universe with focus areas that include 
payments, risk analytics, false declines and retail point-of-sale, especially mobile (mPOS)

IoT
The internetworking of physical devices, vehicles, buildings and other items—embedded with 
electronics, software, sensors, actuators and network connectivity that enable these objects to 
collect and exchange data

Logistics
Emerging platforms and providers innovating and optimizing the many facets of the supply 
chain ecosystem

Marketing Suites Emerging platforms in digital marketing that focus on optimization in digital marketing and 
content delivery

Mobile Focused on mobile solution providers optimizing the mobile experience from desktop-to-mobile 
website conversions, targeted mobile marketing, to simplifying the mobile checkout experience

Personalization Emerging players in the ecommerce personalization space

Retail In-store
technology

Platforms and solutions that enable retailers improve customer experience, productivity and 
operational inefficiencies

Agencies and System 
Integrators

Agencies and systems Integrators implementing retail focused technology spanning the above 
sectors, including large SIs covering multiple platforms, as well as smaller SIs covering just one 
or a handful of platforms

6

ComCap’s current thematic focus areas

Distributed Order Management Systems cut across two of ComCap’s areas of focus
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Distributed Order Management System: A Primer

7
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Logistics: The thorn in the side of e-merchants everywhere

§ Ecommerce worldwide is growing at a whirlwind pace, whilst investments in Logistics is lagging behind comparatively

§ The inconvenience caused by long delivery times far outweighs the cheaper prices offered by ecommerce sites, while 
certain e-commerce sites offer same day delivery, most remain stuck in deliveries for 2-3 days. Its plain and simple: 
“Consumers don’t like waiting.”

23% of shoppers abandon their shopping carts for shipping reasons, customers just don’t like waiting

Source: ecommerce nation 2019

Amazon has in effect made their advanced logistics practices a ubiquitous requirement 
for any digital merchant that wants to remain competitive

Payment

Delivery

Shipping

Fulfilment

Product search

Shopping cart

https://www.ecommerce-nation.com/what-problems-faced-consumers-ecommerce/
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What are distributed order management systems, and why should I 
care?

Source: Pulse Commerce; Softeon DOM; manufacturing.net; ComCap Research

DOM accepts and prioritizes orders from multiple sales channels while optimizing multi-channel fulfillment

§ Order Management is the capture and processing of a customer order, followed by the assignment of that order to a fulfillment center or 
3PL to pack and ship the item, it also includes reverse logistics (returns).

§ Distributed Order Management Systems (“DOM” or “DOMS”) processes orders from multiple sales channels and intelligently routes 
them to the ideal fulfillment center. This concept was born out of challenges that arose as ecommerce grew more complex, with channel 
proliferation and rising expectations, many online-only businesses started selling through multiple channels (e.g. their own storefronts plus 
multiple marketplaces)

§ If a merchant intends to deliver consistent delivery experiences across all channels, and to put all of their inventory to work (e.g. an online 
order can be shipped from a store), complexity increases exponentially. Siloed systems can’t possibly keep up

§ Using DOM, orders are turned around faster and more accurately, inventory turns increase, and shipping costs decrease. When correctly 
implemented, the Order Management System squeezes more out of prior commerce technology investments, unifying them to orchestrate 
streamlined operations, optimized inventory, faster order turnaround, and better cross-channel customer support

DOM

STORE

Inbound orders

Parcels out for delivery

We expect the adoption of DOM platforms to increase as global supply chains increase in complexity

Telesales Mobile

Cashier

Fulfilment

DeliveryLast mile 
delivery

Store

Webstore

https://www.pulse-commerce.com/definitive-guide-distributed-order-management/
https://www.imageworkscreative.com/sites/default/files/softeon/pdf/Softeon-infographic.pdf
https://www.manufacturing.net/article/2018/09/distributed-order-management-mission-accomplished-not-so-fast
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$5M

$50M

$15M

$10M

$100M

$150M

$200M+

Seed

3PL Warehouse / Fulfilment 
and Tech

Logistics Software & 
Big Data New Technology1 Others2On-Demand Delivery DOMS /

Supply Chain
AcquiredSource: Capital IQ, and Crunchbase

Notes: 1 trucking, crowd shipping, freight services, platform services, moving; the above chart is not exhaustive and is an indicative set
2 drone delivery, IoT, Analytics and artificial intelligence solutions

Disruptors in the Logistics Space
CONFIDENTIAL
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Distributed Order Management Systems – Key Themes

11
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BOPIS leaders need to create speedy experiences to keep customers coming back

...And supercharge sales

Multichannel Order Management (MOM) Market is expected to reach ~$2.4B by 2023

DOMS is the need of the hour for omni-channel retailers

Enterprise Grade Order Management: How multinational behemoths are implementing DOMS technology

…And larger, legacy players are beginning to take notice

The clear and present benefits of a DOMS are undeniable…

Logistics and Supply Chain players can enhance their offerings with DOMS capabilities

Beyond logistics: how multichannel merchants are using DOMS platforms as a customer experience 
differentiator…
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Distributed Order Management Systems – Key Themes for 2019
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$1.5

$2.4

2018 2023

($ in billions)

13Source: Gartner, Multichannel merchant; Omni-channel Order Management System  Market Research Report ARC Advisory Group; Multichannel Order 
Management Market by Solution Report (Forecast to 2023) by Markets and Markets

CONFIDENTIAL

Multichannel Order Management (MOM) Market is expected to reach 
~$2.4B by 2023

1

Order Management Market Commentary

§ Multichannel Order Management systems allow organizations to 
capture all information in the order management process across 
all relevant channels, including the entry of the order, sourcing, 
payment and fulfillment information.

§ All fulfillment channels have access to the information, and the 
retailer can appropriately allocate the inventory depending on 
stock levels, demand requirements and timing of fulfillment.

§ As of 2018, the MOM market is valued at ~$1.5B and is expected 
to grow at a CAGR of ~10.8% to ~$2.4B by 2023.

§ This growth is expected to come from today’s increasingly 
complex orders and the options customers desire in terms of 
orders and delivery.

§ As of 2018, North America is the largest market with 39% market 
share. The presence of various developed economies, such as 
the US and Canada, and their focus on innovations obtained from 
R&D and technology is likely to fuel this growth going forward.

§ Key players in the industry include IBM Corporation; Salesforce, 
SAP (Germany), Oracle, HCL Tech, Cloud Commerce Pro, 
ZOHO, FreeStyle Colutions, Brightpearl and ecomdash

MOM Market Forecasts

CAGR ~ 10.8%

Key Players

https://www.arcweb.com/sites/default/files/Documents/study-brochures/study-omni-channel-order-management.pdf
https://www.prnewswire.com/news-releases/multichannel-order-management-market-worth-2-44-billion-usd-by-2023-887537009
https://www.marketsandmarkets.com/Market-Reports/multichannel-order-management-market-162219804.html
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14Source: Gartner, Multichannel merchant
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DOMS: The need of the hour for omni-channel retailers2

Benefits to Merchants of a Distributed Order Management Platform

§ Customers expect their orders to be 
fulfilled on time and in full 

§ Fulfilling customer expectations at 
the lowest cost of order fulfilment

Traditional OMS aren’t flexible enough to support multiple channels, fulfillment methods and return points

§ Omni-channel commerce is now a basic 
competitive requirement. It allows merchants to 
better understand their customers and deliver a 
seamless and personalized experience. 
However, enabling customers to buy from 
anywhere, pick up from anywhere and return to 
anywhere is an operational challenge. So is 
ensuring customers receiving orders on time and 
in full for the lowest possible cost.

§ To overcome the above challenges, merchants 
can either integrate their disparate systems and 
data sources or deploy a Distributed Order 
Management (DOM) system.

https://multichannelmerchant.com/blog/time-right-consider-dom-system/
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15Source: SymphonyretailAI; scdigest “DOM benefits for retailers”; scjunction
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The clear and present benefits of a DOMS are undeniable…3

DOM can enable omni-channel transactions and workflow without a need to modify existing IT Systems

§ Many retailers struggle to manage orders across varied systems and channels—checking forecasts, supplier inventories, 
warehouse stocks, online orders and many other moving parts. This disjointed approach is time consuming and prone to errors

§ DOM facilitates configurable order processing and intelligent order-routing algorithms to deliver efficiencies (minimize shipping 
costs and delivery time) in complex order orchestration.

§ DOM also supports processes that handle numerous edge-case order scenarios including recurring orders, preorders and 
back orders, partial shipments, drop shipments, digital or service items and order splitting.

§ All of this benefits retailers by drastically improving order accuracy, substantially reducing order processing time, and 
optimizing operational costs, leading to considerably margin improvements.

§ Retailers are able to provide significantly better customer service that in turn leads to an increase in customer retention.

DOM
POI, POF, POR, 

Enablement, 
Optimal Sourcing, 

ATP, Order/
Inventory 
Visibility

Points of Fulfilment 
(POF)

DC

Store

Vendor

Fulfilment 
Center

3PL

Third party
logistics

New POF

Points of Interaction 
(POI)

Store Web

KioskMobile

Call Center New POI

Web

Points of Return (POR)

Store Call Center

Mobile New POR

3PL

Third-party
Logistics

The flexible approach a DOMS offers omni-channel merchants help dynamize existing supply chains

https://offers.symphonyretailai.com/hubfs/Whitepaper/SymphonyRetailAI-5-Min-Guide-Distributed-Order-Management.pdf
http://www.scdigest.com/assets/reps/Seven_DOM_Benefits_for_Retailers.pdf
https://www.scjunction.com/hubfs/RES139935.pdf
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Kibo

Magento

TecSys / 
OrderDynamics

Radial

Oracle

Manhattan Associates

IBM

16Source: Gartner, Multichannel merchant
Note: 1. Retailers with annual revenue under $750 million

…And larger, legacy players are beginning to take notice…
CONFIDENTIAL

Aptos

IDC MarketScape Distributed Order Orchestration for Midmarket Retailers1

Leaders

Major 
Players

Contenders

Participants

STRATEGIES
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4

Traditional technology leaders and major players have either built their own or bought distributed order 
management systems to serve midmarket merchants

ComCap advised OrderDynamics on its sale to TecSys
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…creating a competitive environment in which current offering 
and strategy are key to fight for market presence

17Source: 2018 Forrester Research, Inc.

CONFIDENTIAL

4

Key players in the omnichannel order management systems space are constantly increasing their offerings 
and reviewing their strategy to be the preferred vendor for their clients
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Case Study: With efficient supply chain and DOMS in place, retailers 
can deliver on the need for speed to keep customers coming back

§ In the modern retail climate, consumers have tended to 
stray away from shopping exclusively online or in-store.

§ Using a DOMS, retailers with BOPIS1 programs can provide 
customers with speed in order processing, readiness, and 
notifications that alert customers in real time. This not only 
proves a retailer’s care for a customer’s needs but also 
earns their loyalty in the process.

§ Today’s retailers must accept the fact that “embracing omni-
channel culture isn’t an option anymore.”

Leading retailers must explore the option of letting shoppers buy items online and physically pick up orders

4 Lessons Retailers Must Adapt to in order to Thrive in Omni-channel Journeys

Place Pickup Desks at the front of the store
§ Research reveals that in-store pickup use with shoppers older than 55 drops up to 75% when pickup desks are at the back of a store and 8/10 

retailers observed pickup locations at the front of the store.

Create well-staffed collection locations
§ Research showed that lowest-scoring retailers had collection desks staffed only 57% of the time. Thus, staffed pickup desks speed up the process 

when no self-service pickup options are offered. Also, staff can answer customer queries improving overall customer experiences.

Ensure fast pickup with no lines
§ To meet customers’ expectation for fast pickup, avoiding pickup lines altogether is ideal. Technologies like “pickup automation’ can help eliminate 

pickup lines and enable pickup in seconds, not minutes.

Ensure goods are ready for customers
§ It was observed that on a scale from 0 to 5, the pickup experience averaged 4.6 when merchandise was available at the counter upon arrival. 

However, this average dropped to 3.7 when the item wasn't ready.

Note: 1. BOPIS - Buy Online, Pick up in-Store

5

https://www.mytotalretail.com/article/bopis-leaders-create-speedy-experiences-to-keep-customers-coming-back/
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Enterprise Grade Order Management: How multinational behemoths 
are implementing DOMS technology
Case Background

§ Sony DADC, a subsidiary of Sony Corporation is a leading disc and digital solution provider for the entertainment, education and information 
industries. Their network includes service offices, optical media production, distribution and digital facilities in 19 countries worldwide.

§ The company planned to differentiate and gain competitive advantage in the physical and digital supply chain industries with an immediate 
objective of improving supply chain operations for their own products and a long term goal of becoming a contract logistics provider for other 
companies and, meanwhile, also offering supply chain services a la carte.

§ To achieve this, Sony DADC needed the ability to onboard new clients in the shortest time possible (< 90 days), optimize the use of 
distribution and manufacturing network nodes to achieve exceptional customer service. All this was required within the current application 
framework with no major capital investment and disruption.

Softeon Solution

1 Selection of Softeon supply chain platform to minimize integration and enable Sony DADC to grow

2 Implementation of Distributed Order Management (DOM) to optimize new revenue from faster onboarding by enabling rapid 
integration of heterogeneous systems

3 A new Warehouse Management System (WMS) replacing Sony DADC’s existing system, providing additional functionality including 
reverse logistics

Key Results
Onboarding 

new customers

from 270 days 
to 90 days

Improved order 
fulfilment

by 
99.4%

Increased customer 
satisfaction

by 
99.6%

Better visibility and 
transparency

throughout the 
supply chain

Using reusable 
components

to achieve IT 
framework flexibility

6

https://www.softeon.com/Sony-Case-Study
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20Source: symphonyretailai.com/customer-success-stories/heinens
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Case Study: Heinen’s Grocery Store improves product availability to keep customers smiling

Case Background

§ Heinen’s was founded in 1929 and is a 3rd generation family-
owned grocery retailer with 23 neighborhood stores throughout 
Northeast Ohio and the Greater Chicago area. 

§ Heinen’s has a self-distribution system consisting of two 
distribution centers and has its own manufacturing facility that 
supplies prepared foods and cuts meat.

§ Historically, Heinen’s struggled to give executives up-to-date 
information on operations. Without an integrated inventory 
management system, the organization was ineffective in 
delivering high levels of product availability, e.g. often the 
managers would see empty shelves in stores even though the 
erstwhile systems suggested that the product is in stock in 
warehouses.

Key Results
Increased in-

stock position

in warehouses 
and stores

Lowered

on hand 
Inventory

Full visibility 
into

inventory at the 
warehouses

Greater 
efficiency

across the entire 
supply chain

Reduction in man 
hours needed

to manage 
inventory

Solution and Testimony by Heinen’s CIO

§ Heinen’s selected Symphony RetailAI’s solutions to help 
manage their end-to-end supply chain more efficiently.

§ Heinen’s currently uses the following Symphony RetailAI
solutions across its entire supply chain: Inventory Management, 
Demand Forecasting, Store Operations and Mobility, Warehouse 
Management and Vendor Management.

§ A revamped inventory management system was used to gain 
greater inventory visibility and to improve fill-rate performance on 
both advertised and everyday items.

“We’re really focused on efficiencies and where we can
drive value inside our operation. We’re focused primarily on
the stores. Symphony RetailAI has provided various
improvements throughout our entire business.”

- Louis Penny, CIO of Heinen’s Grocery Store

7 How multichannel merchants are using DOMS as a CX differentiator…

https://www.symphonyretailai.com/customer-success-stories/heinens/
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Case Study: Online sales at Jigsaw soar by a third thanks to DOMS technology

“Shipping from store has greatly strengthened our omni-channel capabilities, Online shoppers benefit from access to stock
wherever it sits, while our stores have more room to display new collections. We've seen a cultural shift within the business from
shop floor versus online to working together to do what’s best for our customers.”

- Sonja Cavor, Head of Ecommerce at Jigsaw

“Omni-channel retailers face the challenge of multiple points of stock which can result in items being unavailable to online
shoppers. By implementing a distributed order management system, Jigsaw is seeing benefits both online and in-store. It’s able to
sell stock more efficiently at full price, avoiding excessive seasonal markdowns and stockouts.”

- Romulus Grigoras, CEO of OneStock

§ Online transactions at Jigsaw increased by 
32% in 11 months following the  British high 
street retailer's implementation of ship-from-
store technology

§ Through partnering with Omni channel order 
management specialist OneStock, Jigsaw has 
unified its web and in-store inventory, 
meaning ecommerce orders can now be 
shipped directly from stores if the items are 
unavailable online

§ As a result, each of its stores now sends an 
average of 100 products a month, with 36% of 
the extra web sales being fulfilled by a store. 
Conversion rates were also up by 29%

8 …And supercharging sales

https://fashionunited.uk/news/fashion/online-sales-at-jigsaw-soar-by-a-third-thanks-to-ship-from-store-technology/2019042342785
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Ecommerce Logistics Crowd Shipping

Warehousing & Storage

Trucking

Freight Services 

Platform Services

ERP/Logistics/Software

Big data 
Inventory Management

22

Last Mile Delivery

Fulfilment & Tech

Moving

Source: news sources, CB Insights, logos from company website; note: the landscape is indicative and does not represent all players in a particular category

Logistics and supply chain landscape
CONFIDENTIAL

9
ComCap is the undisputed leader in the distributed order management system space

sale to

Sole Advisor to Order 
Dynamics

Sole advisor to 
Symphony Commerce

sale to

ComCap deals closed in 2018

Project Viking
Dual track process 

for logistics 
fulfilment SaaS

Exclusive advisor

Project Hexagon
Sale process 

for DOMS

Exclusive advisor

ComCap deals currently in the market
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§ Distributed Order Management System is en vogue: Almost every “next year’s retail trends” article 
includes omni-channel commerce as one of the potential saviors of non-Amazon commerce as we know it:
− Prevailing wisdom dictates that the multichannel merchants’ only chance of surviving in an Amazon-

dominated world is to take advantage of their biggest assets, their stores, to deliver services that 
Amazon cannot.

− The only way siloed commerce systems and logistics processes transform into a unified platform to 
deliver Amazon-like experiences is by using a Distributed Order Management System.

− Omni-channel Commerce and the Distributed Order Management System is a match made in heaven. 
A DOM enables Omni-channel Commerce to flourish.

§ Capital Market Dynamics: Distributed Order Management System assets couldn’t be more favorable
− Many strategic parties are waking up to the fact that they need a DOMS to fulfill the demands of their 

customers, no matter the size.
− This dynamic has substantially increased the interest of large strategic parties, and many are actively 

looking to acquire differentiated assets for premium multiples.

§ ComCap is at the forefront of the Distributed Order Management System industry: We…
− Advised a DOMS platform (OrderDynamics) on its sale to a multimillion dollar software company 

(Tecsys)
− Are in constant dialogue with strategic parties looking to bolster their logistics capabilities via 

acquisition

§ And we stand ready to help: Whether you’re looking to bolster your logistics capabilities, raise capital, or 
evaluate strategic alternatives—we are the only boutique investment banking advisor that intimately 
understands the DOMS sector—and how it fits into the broader digital retail ecosystem.

ComCap is uniquely situated to assist you as you evaluate your capital/strategic needs, and we look forward 
to connecting with you!

23

Why should you care?
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