
Old-Time Values Blend With New Technology

Competing with big-box retailers has become par for the course for SMBs. One sports retailer is using a 

retail management system to remain true to its customers and increase sales.

Retail trails behind only cable as the industry with the largest proportion of customers who will stop doing 

business with a company that has poor customer service. In fact, in 2017, 54 percent of consumers stopped 

doing business with a company due to bad service, significantly up from 49 percent in 2016.1

For Omega Sports, a family-run retailer with 14 stores across North Carolina, commitment to community and 

customers has been at the heart of the company since opening in 1978. Craig Carlock, CEO of Omega Sports, 

says that retailers must maintain good customer service and find ways to participate in the evolution taking 

place in the retail sector. Maintaining this balance requires retailers like Omega to remain fluid and find new 

ways to successfully compete. 

Employing 240 full- and part-time associates, Omega’s purpose is to fit customers with the right gear, from 

running shoes to baseball bats. Essential to operating the stores, which range in size from 5,000 to 8,000 

square feet, is good inventory control. But the legacy retail management system (RMS) Omega relied upon 

did not offer insight to help store managers know which items were selling well, which should be reduced for 

sale, and which should not be brought into the store at all. “So from a planning perspective, Omega could not 

effectively compete in today’s marketplace,” says Carlock. 

THE POWER OF DATA

Like any SMB, Omega competes against the area’s big-box retailers. 

Omega does this effectively by retaining its traditional customer 

service values and using technology to seek new avenues of 

opportunity and growth.

“When you have competition, it makes you ask what you can do to 

compete as effectively as possible,” says Carlock. “One way is to use 

all the potential tools available, and data is one of those tools. We 

want to put that data to work.”



 

 

 

 

 

Many SMBs invest in people and product, but as technology improves it is becoming apparent there is 

tremendous opportunity to build the business through better systems and better access to data. Carlock 

understands this, so, in September 2016, Omega implemented the Celerant retail management system, which 

includes both a point of sale (POS) and purchase order system, as well as the ability to monitor inventory 

and maintain and retrieve data. “It was very appealing to us to have one system rather than taking a best-of-

breed approach, purchasing different systems from different vendors and then hoping those systems would 

communicate with each other,” says Carlock. “That sounded laborious, tedious, expensive, and potentially 

ineffective, so we went with one company and one solution.”

All 14 stores, Omega’s main headquarters, and warehouse went live with the Celerant RMS within a few 

months. Using the solution has put data at the center of everything Omega does, according to Carlock. “The 

Celerant retail system is basically Omega Sports’ central nervous system,” he says. “We don’t do anything 

without a set of data — we don’t change a price, we don’t issue a purchase order, we don’t take a refund, we 

don’t bring in a new item, we don’t set up a new vendor without working with Celerant.”

He adds that data related to purchasing behavior, fast- and slow-selling items, and even which items are 

selling in certain parts of the state or on certain days of the week all resides in the RMS. “This is a rich set of 

data that can help a business if it’s thoughtful about using it,” he says.

“It was very appealing to us to have one system rather than 
taking a best-of-breed approach, purchasing different systems 
from different vendors and then hoping those systems would 
communicate with each other,” says Carlock. “That sounded 
laborious, tedious, expensive, and potentially ineffective, so we 
went with one company and one solution.”



BENEFITS TO THE BRICK-AND-MORTAR BUSINESS

That data has had a significant impact on Omega’s 

physical stores. Carlock says he now tracks sales at 

the store level down to the hour, which enables him 

to optimize store hours and increase sales. “That is 

definitely an advantage that has gone straight to our 

bottom line relatively quickly.”  

In addition, Omega has set up email promotions that 

appeal to different consumers on different days of 

the week. The RMS maintains a database of 140,000 

customers who voluntarily signed up to receive email 

communications from Omega. The retailer emails 

them periodically to alert them about new items in 

the stores, seasonal promotions, and even safety tips. 

Carlock says this has yielded substantial sales. 

“Understanding which items are selling, reducing our 

exposure to items that aren’t selling, optimizing our 

hours, and knowing which emails generate sales are 

combining to help us effectively compete against those larger-box retailers,” says Carlock.

THE THREE ES: EMAIL, EDI, E-COMMERCE

Taking its competitive nature to the next level, Omega plans to take full advantage of Celerant’s digital 

marketing system. As customers join Omega’s loyalty program, they are added to the database. Then, the 

sports retailer will send them email offers related to their past purchasing habits. “We can tailor the content 

so customers only get ads and information from us that is relevant to their interests,” he says. “Hopefully, as a 

result, they will engage more with our brand and appreciate the fact that we’ve taken the time to care about 

what they buy and to offer them helpful information.”  

While Celerant can offer a full email service from promotion creation to providing reports, Omega handles the 

entire process on its own. Omega is also in the process of opening its first online store this summer. “Having 

an e-commerce site is a way to convenience customers in a way they want to be served,” Carlock says. “And 

that can only help us stay competitive in the evolving retail industry.”

Omega will link its online selling to its loyalty program so customers can accumulate rewards and discounts 

by buying either online or in-store. As part of its e-commerce program, Omega opted for Celerant’s search 

engine optimization (SEO) services. With this ongoing service, a team of digital marketing experts will 

be analyzing both Omega’s website and that of its competitors, making frequent changes to the site and 

ensuring that Omega Sports stays competitive on the web and listed on the first page of Google’s search 

results. 



“Being an SMB retailer, a big factor for us has been to determine how we can handle all of this while staying 

within our budget, which is of course much more conservative in comparison to our big-box competitors,” 

says Carlock. “Our decision to partner with one technology vendor to provide all aspects -- our stores, the 

new website, email marketing, as well as search engine optimization services -- enables us to overcome that 

challenge. Having one software partner also minimizes my team’s back-and-forth and support interactions, 

resulting in more efficiency across the board.” 

Additionally, Omega will rely on electronic data interchange (EDI) connectivity to access products online 

through other vendors, which will ship from these vendors’ warehouses. Carlock says, “Online, we will offer 

customers items we don’t carry in our stores, which means customers will have more products and wider 

product lines to choose from, allowing us to compete with the larger retailers.”

MAXIMIZE INVESTMENTS TO CREATE A BRAND EXPERIENCE

While the big-box stores may have more resources to invest in technology, a smaller company like Omega can 

still make those investments and have similar capabilities to those of the big-box retailers. But Carlock says to 

be shrewd about the investments.  

“There’s a risk of not keeping up with the larger retailers, so we weigh that against our goal, which is to keep 

up but to do so in a measured way to maximize our return on investment,” he says.

Omega is making the most of its investment, whether serving customers in stores or online. Carlock says the 

goal is to create a brand experience and engage with the customer at a level that distinguishes Omega from 

big-box retailers. Combining that customer service with technology enables him to understand purchasing 

patterns and could reasonably increase business by upwards of 10 percent in the next few years, he says.

“We will never stop thinking about technology and how we will use it,” he says. “Using technology to its 

greatest possible extent is one of the smartest things a leader can do. For us, technology and data will be 

important parts of our effort to put distance between ourselves and big-box retailers.”
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Celerant Technology was built from the ground up to help retailers easily manage every component of their 

operation in a single integrated platform. From the first line of code to the most recent system updates, 

Celerant Technology’s retail management solutions put the power of scalable enterprise class technology into 

the hands of mid-market and small retailers alike with user-friendly interfaces at accessible price points.

Easily customizable to the unique needs of specific business models and verticals, Celerant gives retailers the 

best tools to satisfy the most discerning customers throughout their omnichannel shopping journeys. Robust 

back-end reporting capabilities and visibility into centralized inventory levels, provide real-time intelligence 

that empower retailers to make the best decisions that can optimize their operations. 

Celerant Technology gives single and multi-location retailers, access to the same functionalities that easily 

scale with growth. Our technology integrates POS, warehouse, inventory management, sales back office, data 

mining, mail order/catalog and E-Commerce operations with advanced features like abandoned cart recovery, 

channel partner integration, best store fulfillment, loyalty club management, CRM, and mobile POS. 

At Celerant, providing impeccable service is as important as developing industry leading software. That’s 

why we partner with clients to ensure implementations are seamless and customize solutions for retailers 

that have complex needs. Between our award winning system engineers and 24 hour support team, Celerant 

provides all the IT support necessary to keep retailers operating with zero down time. Our continuous 

mission to remain a progressive company that provides outstanding customer support and superior software 

products remains our top priority. Celerant remains steadfast in the delivery of integrated solutions that 

simplify retail and give merchants the tools they need to succeed. 

Founded in 1999, Celerant Technology is a leading provider of enterprise retail management software for 

optimizing operations in store, online and mobile. Our 350+ clients use Celerant’s omnichannel solution that 

combines POS, E-Commerce, CRM, inventory management, fulfillment processing, marketing automation, 

analytics to enhance the shopping experience and accelerate business growth and efficiency. Celerant is 

recognized as a top retail software provider on the RIS Software LeaderBoard and TopCommerce Provider by 

Multichannel Merchant.
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