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Omni-Plus Digital Portal

Digital links will evolve with the consumer: what is trending with them will trend with us.
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Omni-Plus Digital Portal

Digital links will evolve with the consumer: what is trending with them will trend with us.
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Our Propriatary Modeling, Multi-Industry
Experience — Make it Viable

Our proprietary modeling enables the platform to work — internally and externally

Our modeling is retailer-specific and transforms each retailer’s customer traffic information into
standardized and usable planning and forecasting estimates that enable operational distribution on a
local, regional and national basis as well as providing media and promotional planning and buying
systems which are consistent with advertising, media and promotional industry standards.
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