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           Abstract   As cross-channel and omni-channel strategies become prevalent among 
retailing practitioners, existing research calls for further investigation about impor-
tant issues in relation to the implementation of cross- and omni-channel strategies 
(Brynjolfsson et al. 2013; Gallino and Moreno 2013; Lewis et al. 2013; Strang 
2013). There is a need for explaining how to go omni-channel and for exploring 
the ways to address challenges faced when implementing an omni-channel strategy 
(Brynjolfsson et al. 2013). This chapter proposes to address this call by investigat-
ing an in-depth single case study of an eyewear retailer  Direct Optic . By observing 
the orchestration of the convergence of bricks and clicks in an omni-channel 
 perspective, this chapter answers the following research questions: ( RQ1 ) What is 
the process of moving towards an omni-channel strategy? ( RQ2 ) What are the chal-
lenges faced in this process? This research provides one of the fi rst in-depth case 
studies on how a multi-channel retailer moves towards an omni-channel strategy. 
This research  contributes in clarifying the differences between multi-channel, cross-
channel, and omni-channel strategies. We also underline that moving from a multi- 
to an  omni- channel strategy fi rst involves organizational changes, then followed by 
 operational evolutions. Omni-channel strategies can be considered as the optimum 
situation of the cross-omni-channel continuum, meaning that all the identifi ed 
 challenges have been overcome when reaching the extreme end of the continuum. 
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