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Abstract: Omnichannel strategies have become key in enhancing consumer experience by
creating integrated and seamless interactions across multiple channels. This research highlights
the key factors that contribute to the success of omnichannel strategies, including channel
integration, personalization, and experience consistency. Channel integration allows
consumers to seamlessly switch between online and offline channels, while personalization
provides relevant experiences according to individual preferences. Consistency in
communication and offerings across channels plays an important role in building customer trust
and loyalty. Implications for business practice suggest that companies need to invest in
technological infrastructure and human resource training to support effective implementation
of omnichannel strategies. This study also suggests that future research explore the integration
of new technologies and the challenges faced in implementing omnichannel strategies, as well
as their impact on customer loyalty and company profits. Thus, omnichannel strategies not only
improve consumer experience, but also provide a sustainable competitive advantage in the
digital age.

Keyword: omnichannel strategy, consumer experience, retail sector, customer satisfaction,
technological integration

INTRODUCTION

In recent years, the omnichannel strategy has become a focal point in consumer
experience management, particularly within the retail sector. This strategy integrates various
communication and distribution channels, both online and offline, to deliver a seamless and
consistent experience for consumers. In today's increasingly digital world, consumers expect
better integration between the physical and digital realms, enabling them to transition smoothly
between different channels (Sari, 2023; Cakir et al., 2021). Therefore, it is crucial for
companies to understand how to implement omnichannel strategies that not only enhance
convenience but also foster customer loyalty. Research indicates that consumers who
experience smooth and integrated interactions across multiple channels are more satisfied and
exhibit stronger brand loyalty (Riaz et al., 2021). Consequently, consumer experience has
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become a key driver for maintaining competitiveness in an increasingly crowded market. This
study aims to identify and analyze the key elements of consumer experience influenced by
omnichannel strategies.

Omnichannel strategies are not just about combining various channels but also focus
on delivering a more personalized and relevant experience to consumers. Today, consumers
expect experiences tailored to their preferences, whether in the product selection, information
retrieval, or transaction processes. Research shows that leveraging technologies such as data
analytics and artificial intelligence can help companies better understand consumer behavior
(Muchardie, 2023; Ferdianto & Hendar, 2022). By utilizing such data, companies can offer
personalized product recommendations and customer service. Moreover, technology enables
the integration of physical and digital channels, which is essential for creating consistent
experiences across all touchpoints (Verhoef et al., 2020). Therefore, the ability to effectively
integrate technology is a key component in implementing successful omnichannel strategies.
This integration also correlates with how companies maintain consistent service quality across
all channels.

One of the biggest challenges in adopting omnichannel strategies is ensuring a
consistent experience across various channels. Many companies struggle to coordinate the
services and information they provide to consumers across different platforms, such as physical
stores, mobile apps, or websites. Inconsistencies between digital and physical channels can
lead to fragmented experiences, ultimately reducing customer satisfaction (Muchardie, 2023).
Cakir et al. (2021) found that poorly integrated channels can confuse consumers and even lead
to reduced loyalty. Therefore, companies must invest time and resources in creating systems
that better coordinate their channels. One way to achieve this is by using advanced technologies
such as Customer Relationship Management (CRM) systems, which allow consumer
information and transactions to be maintained consistently across all channels. Effective
integration between physical and digital channels improves efficiency and reduces the chances
of customers experiencing negative encounters.

Digital technologies play an essential role in delivering effective omnichannel
experiences. With advancements in technologies, such as big data, artificial intelligence, and
the Internet of Things (IoT), companies can now offer more personalized and relevant
experiences to consumers. Big data allows businesses to analyze consumer preferences and
behavior more effectively, helping them identify patterns and trends that were previously
undetected (Riaz et al., 2021). This technology also enables companies to provide real-time
product information, helping consumers make informed and timely purchasing decisions.
Furthermore, through digital technology, companies can enhance customer interactions by
utilizing chatbots, automated customer services, and more accurate product recommendations
(Verhoef et al., 2020). This increases consumer engagement as they feel more valued and
understood. With the adoption of such technologies, companies not only enhance customer
satisfaction but also boost long-term loyalty.

The objective of this research is to further understand how omnichannel strategies can
enhance consumer experience, and to identify the key elements that influence it. The main
focus of this study is on the retail sector, where the adoption of omni-channel strategies has
become critical for maintaining competitive advantage. Aspects such as the interaction between
online and offline channels, service quality, and the impact of digital technology on consumer
behavior in making purchasing decisions have been analyzed (Huang et al., 2019; Vichiengior
et al., 2023). This research also explores the consumer perspective in evaluating their
experience across different channels and how these experiences influence their purchase
decisions. By answering these research questions, this study aims to contribute to a deeper
understanding of the role and implementation of omnichannel strategies in retail. Furthermore,
the findings provide practical recommendations for companies seeking to optimize their
omnichannel strategies to improve consumer experience.
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The omnichannel strategy has become increasingly important in consumer experience
management, particularly in the retail sector. This approach integrates various communication
and distribution channels, both online and offline, to provide a seamless and consistent
experience for consumers. As consumers expect better integration between physical and digital
realms, companies must implement omnichannel strategies that enhance convenience and
foster customer loyalty. Research indicates that consumers who experience smooth and
integrated interactions across multiple channels are more satisfied and exhibit stronger brand
loyalty. Consequently, consumer experience has become a key driver for maintaining
competitiveness in an increasingly crowded market.

The implementation of successful omnichannel strategies relies heavily on leveraging
technologies such as data analytics and artificial intelligence. These tools help companies better
understand consumer behavior and offer personalized product recommendations and customer
service. The integration of physical and digital channels is essential for creating consistent
experiences across all touchpoints. However, ensuring a consistent experience across various
channels remains a significant challenge for many companies. Poorly integrated channels can
lead to fragmented experiences and reduced customer satisfaction. To address this issue,
companies must invest in advanced technologies like Customer Relationship Management
(CRM) systems to maintain consistent consumer information and transactions across all
channels. Digital technologies, including big data, artificial intelligence, and the Internet of
Things (IoT), play a crucial role in delivering effective omnichannel experiences by enabling
more personalized and relevant interactions with consumers. These technologies allow
businesses to analyze consumer preferences and behavior more effectively, provide real-time
product information, and enhance customer interactions through chatbots and automated
customer services.

METHOD

This research utilizes a literature study methodology to examine the role of
omnichannel strategies in enhancing consumer experience within the retail sector. This study
focuses on peer-reviewed articles published in Q1 journals over the past five years, ensuring
that the selected sources are both relevant and of high quality. Key themes, such as
technological integration, seamless consumer experiences, and their effects on customer
satisfaction and loyalty, will be explored. Data will be collected from academic databases like
Google Scholar, Scopus, and Web of Science, using search terms such as "omnichannel
strategy," "consumer experience," and "retail." The selected studies will be analyzed based on
their empirical rigor, particularly those employing mixed methods or longitudinal designs. The
findings will be synthesized through thematic analysis to identify recurring patterns, gaps, and
areas for future research. The study also considers the challenges faced by companies in
effectively integrating multiple channels. While relying on secondary data limits the ability to
generate new primary insights, this approach allows for a comprehensive understanding of
omnichannel strategies. This research aims to offer valuable insights for retail businesses
looking to optimize their omnichannel strategies and improve customer satisfaction.
Ultimately, this study contributes to both academic literature and practical applications for the
retail industry.

RESULTS AND DISCUSSION

Omnichannel strategies have been shown to play an important role in improving
consumer experience by creating more consistent and integrated interactions across multiple
channels. One of the key findings from the literature is the importance of consistency in
messages delivered to consumers. Research shows that consistency in communication and
offerings across channels can increase consumer trust and strengthen brand loyalty (Lynch &
Barnes, 2020; Riaz et al., 2021). Consumers who receive uniform and relevant information
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across all touchpoints are likely to feel more valued and connected to the brand, which, in
turn, improves their overall experience (Joshi & Mathirajan, 2021; Joshi & Mathirajan, 2022).
In addition to consistency, personalization is a key factor in an omnichannel strategy. Research
shows that consumers expect experiences customized to their preferences and needs. By
utilizing consumer data, retailers can provide more relevant product recommendations and
engaging experiences (Chen et al., 2022). This not only increases customer satisfaction but
also encourages higher purchase behavior, as consumers feel that brands understand and meet
their needs (Khasanah, 2023). Ease of access is also an important aspect of consumer
experience in the omnichannel era. Research shows that an effective omnichannel strategy
enables a seamless transition between physical and digital channels, so consumers can easily
transition from shopping online to a seamless physical store experience (Suriansha, 2021).
This creates a pleasant and efficient shopping experience that contributes to increased overall
customer satisfaction. For example, consumers can order products online and pick them up
in-store, or vice versa, and try products in-store before making an online purchase (Suriansha,
2021).

The integration of online and offline communication channels plays an important role
in creating a coordinated customer experience. In an omnichannel context, channel integration
allows consumers to interact with brands through multiple touchpoints, be it through websites,
mobile apps, or physical stores. Research shows that high quality channel integration can
enhance customer experience by providing a seamless and consistent shopping experience
across channels (Lee et al., 2019) (Le & Nguyen-Le, 2020). This creates a greater sense of
connectedness between consumers and brands, which, in turn, can increase customer
satisfaction and loyalty (Geng & Chang, 2022; Barwitz & Maas, 2018). One important aspect
of channel integration is its ability to provide consistent and relevant information to consumers
across all channels. When consumers can access the same product information, promotions,
and customer service across multiple channels, they feel more confident in their purchasing
decisions (Carvalho, 2023). Research by Lee et al. (2019) shows that an integrated shopping
experience not only increases customer satisfaction but also encourages greater engagement
with the brand. Thus, effective channel integration contributes to a better and more
coordinated customer experience. The role of technology in creating more personalized and
relevant experiences cannot be ignored. Technologies such as customer data, artificial
intelligence (AI), and customer relationship management (CRM) systems allow retailers to
collect and analyze consumer behavior data. With this information, retailers can offer
experiences tailored to consumers' individual preferences such as product recommendations
and personalized promotions (Lorenzo-Romero et al., 2020; Berman & Thelen, 2018). For
example, location-based technology can be used to provide special offers to consumers near
a physical store, increasing the likelihood of visits and purchases (Sombultawee &
Wattanatorn, 2022). Furthermore, sophisticated CRM systems allow retailers to track
consumer interactions across multiple channels and manage relationships more effectively.
By leveraging the collected data, retailers can identify patterns of consumer behavior and
preferences, allowing them to design more effective and relevant marketing strategies
(Mahardikaningtyas, 2024; Lynch & Barnes, 2020). Research shows that personalized
customer experiences not only increase satisfaction but also drive repurchase intentions and
brand loyalty (Rahman et al., 2022; Jin et al., 2020). Overall, the effective integration of
communication channels, supported by the right technology, contributes to a more coordinated
and relevant customer experience. By leveraging customer data and advanced technology,
retailers can create a more personalized shopping experience that increases customer
satisfaction and loyalty.

A seamless and integrated experience in an omnichannel strategy has a significant
impact on customer loyalty and extends the long-term relationship between consumers and
brands. Research shows that when consumers experience consistent and seamless interactions
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across multiple channels, they tend to feel more satisfied and attached to Le and Nguyen-Le
(2020) (Lee et al., 2019). Good channel integration not only improves customer experience
but also creates a stronger sense of trust and connectedness, which are important factors in
building long-term loyalty (Geng & Chang, 2022; Mosquera et al., 2018). In this context,
positive customer experiences across multiple channels can encourage consumers to return to
the shop and recommend brands to others, which in turn increases customer retention
(Daugherty et al., 2019). Furthermore, a good omnichannel experience can increase customer
loyalty by providing relevant added value. For example, retailers that can leverage technology
to provide personalized product recommendations based on consumer behavior data can create
more engaging and relevant experiences for customers (Lorenzo-Romero et al., 2020;
Carvalho, 2023). This suggests that personalization in omnichannel experiences not only
increases satisfaction but also contributes to customer loyalty, as consumers feel that brands
understand and meet their needs (Sousa et al., 2021). High customer loyalty has direct
implications for a company’s long-term profits. Loyal customers tend to make repeat
purchases, which increases a company's revenue and profitability (Razak, 2023; Cakir et al.,
2021). Additionally, satisfied and loyal customers are more likely to recommend brands to
others, which can reduce new customer acquisition costs and increase market share (Alsaid
and Almesha, 2023; Salvietti et al., 2022). Research shows that companies that successfully
build customer loyalty through positive omnichannel experiences can enjoy sustainable
competitive advantages, including increased customer lifetime value (Wang et al., 2022; Du,
2021).

The implementation of omnichannel strategies in companies is often faced with
various obstacles that can hinder the success of its implementation. One of the main challenges
is the limited technology infrastructure. Many companies, especially smaller ones, may not
have adequate technological systems to support the integration of online and offline channels.
This includes the need to develop integrated inventory management systems, robust e-
commerce platforms, and analytics tools that can assist in understanding consumer behavior
(Liu & Xiong, 2023; Berman & Thelen, 2018). The high costs associated with developing and
maintaining this infrastructure are also a significant obstacle, especially for companies
operating within a limited budget (Lianardo, 2022). In addition, the need for human resource
training is a challenge that should not be overlooked. Employees need to be trained to use new
technologies and understand complex omnichannel processes. Without adequate training,
employees may not be able to provide a consistent and high-quality customer experience,
which may result in customer dissatisfaction (Amir, 2023). Research shows that companies
that do not invest in employee training and development are likely to experience difficulties
in effectively implementing omnichannel strategies (Riaz et al., 2021). However, consumers
also face perceived risks in the omnichannel experience. One of the major concerns is the
issue of data privacy. With the increasing use of technology to collect and analyze customer
data, consumers are often concerned about how their personal information is used and
protected (Liu & Xiong, 2023; Njuabe, 2022). Uncertainty in the shopping experience is also
an issue, where consumers may feel confused or frustrated if they do not obtain a consistent
experience across different channels. For example, if consumers encounter differences in price
or product availability between websites and physical stores, this may reduce their trust in a
brand (Yang et al., 2019). These risks can affect purchase decisions and customer loyalty. If
consumers feel that their shopping experience is unsafe or inconsistent, they may choose to
switch to another brand that offers a better and more reliable experience (Zhang et al., 2022;
Mainardes et al., 2020). Therefore, it is important for companies to not only focus on
developing infrastructure and technology, but also to address consumers' concerns regarding
privacy and consistency of experience.

In recent years, omnichannel strategies have undergone a significant transformation
driven by technological advancements and changes in consumer behavior. One of the latest
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trends in this strategy is the use of artificial intelligence (AI) to improve the customer
experience. Al allows retailers to deeply analyze customer data so that they can provide a
more personalized and relevant experience (Calvo, 2023). For example, Al can be used to
optimize product recommendations based on previous shopping behavior, which not only
increases customer satisfaction but also drives loyalty (Katembo, 2024). In addition to Al the
use of chatbots is becoming increasingly common in omnichannel strategies. A chatbot serves
as a virtual assistant that can provide real-time customer support through various channels,
including websites, mobile apps, and social media platforms (Ghosh, 2024). With the ability
to interact with customers in their natural language, chatbots can help answer questions,
process orders, and provide product recommendations, thereby improving customer service
efficiency and responsiveness (Ghosh, 2024). Research shows that the use of chatbots in
omnichannel experiences can increase customer satisfaction and strengthen the relationship
between brands and consumers (Ghosh, 2024). Social media integration is also an important
aspect of the omni-channel strategy. Social media not only serves as a platform for marketing
but also as a channel for direct interaction between brands and customers. By utilizing social
media, retailers can reach consumers where they spend time and create a more interactive and
engaging shopping experience (Halibas et al., 2023). For example, marketing campaigns that
incorporate interactive elements on social media can increase customer engagement and
encourage customers to transact both online and offline (Church, 2024). In addition,
showrooming and webrooming trends are growing in the omnichannel context. Showrooming
refers to the behavior where consumers visit physical stores to view products in person before
deciding to buy online, while webrooming is the opposite, where consumers conduct online
research before buying in physical stores (Halibas et al., 2023). Both behaviors demonstrate
the importance of channel integration in providing a seamless and consistent experience for
customers and highlight the need to effectively manage inventory and product information
across channels (Taylor et al., 2019).

CONCLUSION

Omnichannel strategies play an important role in enhancing consumer experience by
creating more integrated and seamless interactions across multiple channels. Key factors, such
as channel integration, personalization, and consistency of experience, are key pillars in
creating a positive shopping experience. Channel integration allows consumers to switch
seamlessly between online and offline channels, whereas personalization provides experiences
that are relevant and suited to individual preferences. Consistency in communication and offers
across channels also contributes to customer trust and loyalty. The implications for business
practices are significant. Companies need to invest in a technology infrastructure that supports
channel integration and leverages customer data to create personalized experiences. In addition,
human resource training is important to ensure that employees can deliver consistent, high-
quality services across all channels. By adopting an effective omnichannel strategy, companies
can increase customer satisfaction, drive loyalty, and ultimately increase profitability.
Suggestions for future research include further exploration of how new technologies, such as
artificial intelligence and chatbots, can be integrated into omnichannel strategies to improve
customer experience. In addition, research on the challenges faced by companies in the
implementation of omnichannel strategies, as well as the perceived risks felt by consumers,
could provide deeper insights for the development of more effective strategies. Further research
can also explore the long-term impact of omnichannel experiences on customer loyalty and
company profits. Thus, omnichannel strategy serves not only as a tool to improve consumer
experience, but also as a strategic approach that can provide sustainable competitive advantage
for companies in today's digital era.

1991 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS Vol. 6, No. 3, February 2025

REFERENCES

Alsaid, K. N., & Almesha, S. A. (2023). Factors Affecting the Omnichannel Customer
Experience: Evidence From Grocery Retail in Saudi Arabia. International Journal of
Management & Information Technology, 18, 1-12.
https://doi.org/10.24297/ijmit.v18i.9373

Amir, M. P. (2023). Crafting the Customer’ Positive Affect Experience and Loyalty Towards
the Omni-Channel Banking Sector in Pakistan: A Two-Staged Classical-Sem and
Artificial Neural Network (ANN) Approach. Pakistan Journal of Humanities and Social
Sciences, 11(4). https://doi.org/10.52131/pjhss.2023.v11i4.1870

Barwitz, N., & Maas, P. (2018). Understanding the Omnichannel Customer Journey:
Determinants of Interaction Choice. Journal of Interactive Marketing, 43(1), 116—133.
https://doi.org/10.1016/].intmar.2018.02.001

Berman, B. L., & Thelen, S. T. (2018). Planning and Implementing an Effective Omnichannel
Marketing Program. International Journal of Retail & Distribution Management, 46(7),
598-614. https://doi.org/10.1108/ijrdm-08-2016-0131

Cakir, G., Iftikhar, R., Bielozorov, A., Pourzolfaghar, Z., & Helfert, M. (2021). Omnichannel
Retailing: Digital Transformation of a Medium-Sized Retailer. Journal of Information
Technology Teaching Cases, 11(2), 122-126.
https://doi.org/10.1177/2043886920959803

Calvo, A. V. (2023). The Role of Artificial Intelligence In improving the Omnichannel
Customer Experience. International Journal of Retail & Distribution Management,
51(9/10), 1174-1194. https://doi.org/10.1108/ijrdm-12-2022-0493

Carvalho, G. J. d. (2023). Omnichannel and Consumer and Retailer Perceived Risks and
Benefits: A Review. International Journal of Retail & Distribution Management, 52(3),
295-311. https://doi.org/10.1108/ijrdm-03-2023-0180

Chen, X., Su, X., Lin, W., Xu, A., Chen, J., & Zheng, Q. (2022). The Effect of Omnichannel
Integration on Fresh Food Customer Engagement From the Viewpoint of Flow
Experience. Sustainability, 14(21), 13914. https://doi.org/10.3390/su142113914

Church, N. J. (2024). Maintaining Your Marketing Competitiveness Through Marketing
Innovations. Mercados Y Negocios, 51, 3-30. https://doi.org/10.32870/myn.vi51.7713

Daugherty, P. J., Bolumole, Y. A., & Grawe, S. J. (2019). The New Age of Customer
Impatience. International Journal of Physical Distribution & Logistics Management,
49(1), 4-32. https://doi.org/10.1108/ijpdlm-03-2018-0143

Du, Q. (2021). An Overview on Omnichannel Inventory Strategy Under Uncertain Demand.
American Journal of Industrial and Business Management, 11(05), 525-535.
https://doi.org/10.4236/ajibm.2021.115033

Ferdianto, R. & Hendar. (2022). Role of Perceived Usefulness and Perceived Ease of Use in
Increasing Repurchase Intention in the Era of the Covid-19 Pandemic. Research Horizon,
2(2), 313-329. https://doi.org/10.54518/rh.2.2.2022.313-329

Geng, L., & Chang, Y. (2022). The Effects of Utilitarian Value On omnichannel Continuance
Intention: The Moderating Role Of product Involvement. Baltic Journal of Management,
17(4), 484-500. https://doi.org/10.1108/bjm-09-2021-0332

Ghosh, S. (2024). The Role of Al Enabled Chatbots in Omnichannel Customer Service. Journal
of Engineering Research and Reports, 26(6), 327-345.
https://doi.org/10.9734/jerr/2024/v26161184

Halibas, A. S., Nguyen, A. T. V., Akbari, M., Akram, U., & Hoang, M. H. (2023). Developing
Trends in Showrooming, Webrooming, and Omnichannel Shopping Behaviors:
Performance Analysis, Conceptual Mapping, and Future Directions. Journal of
Consumer Behaviour, 22(5), 1237-1264. https://doi.org/10.1002/cb.2186

Huang, E. Y., Lin, S.-W., & Cheng, K.-T. (2019). How Does Omnichannel Integration Quality
Affect Consumers’ Stickiness Intention. https://doi.org/10.24251/hicss.2019.573

1992|Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.24297/ijmit.v18i.9373
https://doi.org/10.52131/pjhss.2023.v11i4.1870
https://doi.org/10.1016/j.intmar.2018.02.001
https://doi.org/10.1108/ijrdm-08-2016-0131
https://doi.org/10.1177/2043886920959803
https://doi.org/10.1108/ijrdm-12-2022-0493
https://doi.org/10.1108/ijrdm-03-2023-0180
https://doi.org/10.3390/su142113914
https://doi.org/10.32870/myn.vi51.7713
https://doi.org/10.1108/ijpdlm-03-2018-0143
https://doi.org/10.4236/ajibm.2021.115033
https://doi.org/10.54518/rh.2.2.2022.313-329
https://doi.org/10.1108/bjm-09-2021-0332
https://doi.org/10.9734/jerr/2024/v26i61184
https://doi.org/10.1002/cb.2186
https://doi.org/10.24251/hicss.2019.573

https://dinastipub.org/DIJEMSS Vol. 6, No. 3, February 2025

Jin, D., Caliskan-Demirag, O., Chen, F., & Huang, M. (2020). Omnichannel Retailers’ Return
Policy Strategies in the Presence of Competition. International Journal of Production
Economics, 225, 107595. https://doi.org/10.1016/.ijpe.2019.107595

Joshi, K., & Mathirajan, M. (2022). A Structural Model for Adoption of Omnichannel Apparel
Retailing in India. https://doi.org/10.46254/eu05.20220179

Karnowati, N. B., & Astuti, H. J. (2020). Effect of Consumer Value, Consumer Experience and
Service Quality of Customer Loyalty Through Consumer Satisfaction (Case Study on
Beauty Care in Cilacap). https://doi.org/10.4108/eai.5-8-2020.2301221

Katembo, A. (2024). Effectiveness of Omnichannel Marketing on Customer Loyalty in Congo.
International Journal of Marketing Strategies, 6(2), 13-23.
https://doi.org/10.47672/ijms.2133

Khasanah, U. (2023). Tinjauan Ekonomi Syariah Terhadap Strategi Pemasaran Dalam
Meningkatkan Loyalitas Konsumen Di Duta Swalayan Pondok Pesantren Ngalah
Purwosari Pasuruan. ljmst, 1(3), 238-243. https://doi.org/10.31004/ijmst.v1i3.189

Le, A. N. H., & Nguyen-Le, X.-D. (2020). A Moderated Mediating Mechanism of
Omnichannel Customer Experiences. International Journal of Retail & Distribution
Management, 49(5), 595-615. https://doi.org/10.1108/ijrdm-02-2020-0054

Lee,Z. W. Y., Chan, T. K. H., Chong, A. Y., & Thadani, D. R. (2019). Customer Engagement
Through Omnichannel Retailing: The Effects of Channel Integration Quality. Industrial
Marketing Management, 77, 90—101. https://doi.org/10.1016/j.indmarman.2018.12.004

Lianardo, S. (2022). Omnichannel Marketing on Integrated Retail Store in Indonesia. Journal
of Research on Business and Tourism, 1(2), 148. https://doi.org/10.37535/104001220215

Liu, J., & Xiong, H. (2023). Information Disclosure, Consumer Returns, and Operational Costs
in Omnichannel Retailing. Naval Research Logistics (Nrl), 70(4), 376-391.
https://doi.org/10.1002/nav.22101

Lorenzo-Romero, C., Andrés-Martinez, M.-E., & Mond¢jar-Jiménez, J. (2020). Omnichannel
in the Fashion Industry: A Qualitative Analysis From a Supply-Side Perspective.
Heliyon, 6(6), €04198. https://doi.org/10.1016/j.heliyon.2020.¢04198

Lynch, S., & Barnes, L. (2020). Omnichannel Fashion Retailing: Examining the Customer
Decision-Making Journey. Journal of Fashion Marketing and Management, 24(3), 471—
493. https://doi.org/10.1108/jfmm-09-2019-0192

Mahardikaningtyas, R. (2024). The Effectiveness of Omnichannel as a Digital Marketing
Medium in the Economy After the Covid-19 Pandemic. Jurnal Indonesia Sosial
Teknologi, 5(01), 331-341. https://doi.org/10.59141/jist.v5101.887

Mainardes, E. W., Carlos Anderson de Moura Rosa, & Nossa, S. N. (2020). Omnichannel
Strategy and Customer Loyalty in Banking. The International Journal of Bank
Marketing, 38(4), 799-822. https://doi.org/10.1108/ijbm-07-2019-0272

Mosquera, A., Pascual, C. O., Ayensa, E. J., & Murillo, Y. S. (2018). The Role of Technology
in an Omnichannel Physical Store. Spanish Journal of Marketing - Esic, 22(1), 63—82.
https://doi.org/10.1108/sjme-03-2018-008

Muchardie, B. G. (2023). Omnichannel Shopping Intention in Indonesian Online-to- Offline
Grocery Retailers. E3s Web of Conferences, 426, 02023.
https://doi.org/10.1051/e3sconf/202342602023

Njuabe, M. T. (2022). A Note on Omnichannel in Healthcare Market: An Exploratory
Roadmap. American Journal of Biomedical Science & Research, 15(5), 531-536.
https://doi.org/10.34297/ajbsr.2022.15.002148

Rahman, S. M., Carlson, J., Gudergan, S. P., Wetzels, M., & Grewal, D. (2022). Perceived
Omnichannel Customer Experience (OCX): Concept, Measurement, and Impact. Journal
of Retailing, 98(4), 611-632. https://doi.org/10.1016/].jretai.2022.03.003

Razak, I. (2023). Omnichannel Marketing: Connecting Consumer Experiences From Online to
Offline. Esaprom, 2(02), 89-95. https://doi.org/10.58471/esaprom.v2i02.3999

1993 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.1016/j.ijpe.2019.107595
https://doi.org/10.46254/eu05.20220179
https://doi.org/10.4108/eai.5-8-2020.2301221
https://doi.org/10.47672/ijms.2133
https://doi.org/10.31004/ijmst.v1i3.189
https://doi.org/10.1108/ijrdm-02-2020-0054
https://doi.org/10.1016/j.indmarman.2018.12.004
https://doi.org/10.37535/104001220215
https://doi.org/10.1002/nav.22101
https://doi.org/10.1016/j.heliyon.2020.e04198
https://doi.org/10.1108/jfmm-09-2019-0192
https://doi.org/10.59141/jist.v5i01.887
https://doi.org/10.1108/ijbm-07-2019-0272
https://doi.org/10.1108/sjme-03-2018-008
https://doi.org/10.1051/e3sconf/202342602023
https://doi.org/10.34297/ajbsr.2022.15.002148
https://doi.org/10.1016/j.jretai.2022.03.003
https://doi.org/10.58471/esaprom.v2i02.3999

https://dinastipub.org/DIJEMSS Vol. 6, No. 3, February 2025

Riaz, H., Baig, U., Meiduté-Kavaliauskiené, 1., & Ahmed, H. (2021). Factors Effecting
Omnichannel Customer Experience: Evidence From Fashion Retail. Information, 13(1),
12. https://doi.org/10.3390/info13010012

Salvietti, G., Ziliani, C., Teller, C., Ieva, M., & Ranfagni, S. (2022). Omnichannel Retailing
and Post-Pandemic Recovery: Building a research Agenda. International Journal of
Retail & Distribution Management, 50(8/9), 1156—1181. https://doi.org/10.1108/ijrdm-
10-2021-0485

Sari, D. (2023). The Relationship Between Customer Shopping Experience With Customer
Loyalty at Alfamart Store in Bandung City. Prosiding Seminar Nasional FMI, 1, 786—
804. https://doi.org/10.47747/snfmi.v1i.1555

Sombultawee, K., & Wattanatorn, W. (2022). The Impact of Trust on Purchase Intention
Through Omnichannel Retailing. Journal of Advances in Management Research, 19(4),
513-532. https://doi.org/10.1108/jamr-06-2021-0196

Sousa, P. R. d., Barbosa, M. W., Oliveira, L. K. d., Resende, P. D., Rodrigues, R. R., Moura,
M. T., & Matoso, D. (2021). Challenges, Opportunities, and Lessons Learned:
Sustainability in Brazilian Omnichannel Retail. Sustainability, 13(2), 666.
https://doi.org/10.3390/su13020666

Suriansha, R. (2021). Omnichannel Marketing. Journal of Economics and Business Ubs, 10(2),
95-1009. https://doi.org/10.52644/joeb.v10i2.71

Taylor, D., Brockhaus, S., Knemeyer, A. M., & Murphy, P. (2019). Omnichannel Fulfillment
Strategies: Defining the Concept and Building an Agenda for Future Inquiry. The
International Journal of Logistics Management, ahead-of-print(ahead-of-print).
https://doi.org/10.1108/ijlm-09-2018-0223

Vichiengior, T., Ackermann, C.-L., & Palmer, A. (2023). Consumer Anticipation as a
Performative Experience. FEuropean Journal of Marketing, 57(11), 3005-3039.
https://doi.org/10.1108/ejm-09-2021-0729

Wang, H., Zhang, W., & He, Y. (2022). Optimal Ordering Decisions for an Omnichannel
Retailer With Ship-to-store and Ship-from-store. International Transactions in
Operational Research, 31(2), 1178—1205. https://doi.org/10.1111/itor.13181

Yang, S.-W., Zhou, Y., Yao, J., Chen, Y., & Wei, J. (2019). Understanding Online Review
Helpfulness in Omnichannel Retailing. Industrial Management & Data Systems, 119(8),
1565-1580. https://doi.org/10.1108/imds-10-2018-0450

Zhang, Z., Jiang, H., Zhou, C., Zheng, J. Y., & Yang, S. (2022). Predicting Review Helpfulness
in the Omnichannel Retailing Context: An Elaboration Likelihood Model Perspective.
Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.958386

1994 |Page


https://dinastipub.org/DIJEMSS
https://doi.org/10.3390/info13010012
https://doi.org/10.1108/ijrdm-10-2021-0485
https://doi.org/10.1108/ijrdm-10-2021-0485
https://doi.org/10.47747/snfmi.v1i.1555
https://doi.org/10.1108/jamr-06-2021-0196
https://doi.org/10.3390/su13020666
https://doi.org/10.52644/joeb.v10i2.71
https://doi.org/10.1108/ijlm-09-2018-0223
https://doi.org/10.1108/ejm-09-2021-0729
https://doi.org/10.1111/itor.13181
https://doi.org/10.1108/imds-10-2018-0450
https://doi.org/10.3389/fpsyg.2022.958386

