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Abstract 

This review paper examines the evolution of omnichannel retailing and its significant impact on 

consumer behavior. Omnichannel retailing integrates various shopping channels—physical stores, 

online platforms, and mobile applications—creating a seamless sales experience that enhances 

customer satisfaction and loyalty. The paper highlights the shift from single-channel and multi-

channel approaches to a fully integrated omnichannel model, emphasizing the importance of 

understanding consumer preferences, such as convenience and personalization. Key findings 

reveal that consumers increasingly utilize multiple channels to gather information and make 

purchases, necessitating retailers to leverage technology and data analytics to meet evolving 

expectations. The review also addresses challenges in implementing effective omnichannel 

strategies, including data integration, logistics, and consumer privacy concerns. Future research 

directions are proposed, focusing on the role of emerging technologies, the effectiveness of 

omnichannel strategies across different sectors, and the implications of consumer privacy in 

personalized marketing. By synthesizing current literature and identifying key trends and 

challenges, this review provides valuable insights for retailers and marketers aiming to enhance 

customer experiences in a rapidly changing retail landscape. 
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1. Introduction 

1.1 Background of Omnichannel Retailing  

The concept of omnichannel retailing has evolved significantly from its roots in multichannel 

retailing, with the term "omnichannel" originating from the Latin word "omni," meaning "all" or 

"universal." The first academic mention of the term was by Rigby in 2011, who defined 

omnichannel retailing as “an integrated sales experience that melds the advantages of physical 

stores with the information-rich experience of online shopping.” This definition highlights the 

seamless integration of various shopping channels. Prior to this, Parker and Hand (2009) described 

the "omnichannel" shopper as an evolution of the multichannel consumer, who utilizes all available 

channels simultaneously rather than in parallel. Levy et al. (2013) further expanded on this by 

introducing the term "omniretailing," defining it as “a coordinated multichannel offering that 

provides a seamless experience when using all of the retailer’s shopping channels.”  
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The evolution of omnichannel retailing reflects the increasing complexity of consumer behavior 

and the integration of various retail channels, which began to gain traction with the 

commercialization of the World Wide Web. Key milestones in this evolution include Otto and 

Chung's introduction of "cyber-enhanced retailing" in 2000, which focused on combining e-

commerce techniques with traditional retailing, and Burke's 2002 study that emphasized the 

importance of integrating channels to enhance customer experience. The transition to omnichannel 

retailing is characterized by the simultaneous use of various consumer-store interaction channels, 

such as mobile internet access within physical stores. The role of Information and Communication 

Technologies (ICT) is crucial in shaping current business and consumer practices, facilitating a 

seamless shopping experience. The literature review calls for multidisciplinary research 

approaches to further explore the omnichannel phenomenon, emphasizing the need for studies that 

investigate consumer behavior, channel integration, and the impact of technology on retail 

practices7 (Lazaris and Vrechopoulos 2014). 

Single-channel retailing refers to a strategy where retailers operate through only one channel to 

reach customers, such as a physical store or an online platform. This approach limits customer 

interaction options and focuses on a singular point of sale, resulting in a less flexible shopping 

experience for consumers who cannot switch between channels. In contrast, multi-channel 

retailing involves the use of multiple channels, such as physical stores, online platforms, and 

mobile applications, to reach customers. However, these channels operate independently of one 

another, meaning that while customers can choose their preferred shopping method, the experience 

may not be consistent across channels. This lack of integration can lead to discrepancies in pricing, 

promotions, and customer service, making it challenging for retailers to provide a cohesive 

customer experience. 

Omnichannel retailing represents an evolution of the multi-channel approach, where all channels 

are integrated to provide a seamless shopping experience. In this model, customers can interact 

with the brand through various touchpoints—physical stores, online platforms, and mobile 

applications—in a cohesive manner. Integrated channel management ensures that all channels 

work together harmoniously, allowing customers to transition effortlessly between them, such as 

starting a purchase online and completing it in-store. Omnichannel strategies emphasize customer-

centric approaches, focusing on enhancing the overall shopping experience by leveraging data and 

technology. Retailers can gather insights from customer interactions across all channels, enabling 

personalized marketing and improved service. Ultimately, the key differences between these 

approaches lie in the level of integration and the overall customer experience, with single-channel 

retailing offering limited options, multi-channel retailing providing independent channels, and 

omnichannel retailing creating a seamless and cohesive shopping experience for consumers4 

(Iglesias-Pradas, Acquila-Natale et al. 2022). 

The differences between multichannel, cross-channel, and omnichannel retailing are significant 

and revolve around the level of interaction and integration between channels. In multichannel 

retailing, channels coexist independently, meaning that customers cannot trigger interactions, nor 

can retailers control the integration of these channels. Each channel operates autonomously, 

leading to a lack of interaction between them. In contrast, cross-channel retailing allows for partial 

interactions, where customers can initiate some level of integration, such as placing an order online 

and picking it up in a physical store. This indicates a shift towards a more interactive customer 

experience. 

Omnichannel retailing takes this a step further by providing a fully integrated experience, where 

customers can trigger complete interaction across all channels. In this approach, retailers control 
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the integration of all channels, ensuring a seamless experience regardless of the channel used. The 

focus in multichannel retailing is on maximizing channel-specific performance, while cross-

channel strategies emphasize partial integration during the customer journey. Omnichannel 

strategies, on the other hand, aim to maximize total performance, delivering a consistent message 

and experience across all channels. 

The role of the customer also evolves across these strategies. In multichannel retailing, customers 

are passive recipients of information, whereas in cross-channel retailing, they become more active 

participants. In omnichannel retailing, customers are fully engaged and can navigate seamlessly 

across channels. For retailers, understanding these differences is crucial, as they must evaluate 

their multichannel strategies against consumer value propositions and align them accordingly to 

effectively meet consumer needs and enhance the overall shopping experience6 (Knidiri and Tamer 

2021). 

 

1.2 Importance of Studying Consumer Behavior in Omnichannel Retailing 

Studying consumer behavior in omnichannel retailing is crucial for several reasons. Companies 

are increasingly focused on understanding the paths consumers take to achieve the best buying 

experience, as consumers utilize multiple channels—such as mobile applications, online stores, 

and physical stores—to gather information and make purchases. The omnichannel retail strategy 

significantly impacts consumer behavior by aiming to provide a seamless experience across 

various channels, with research indicating that positive consumer experiences in this context 

enhance their perceived value of products and services. Moreover, consumer preferences play a 

vital role, as studies show that age influences channel choice behavior, with younger consumers 

favouring mobile and internet channels. By understanding these preferences and behaviors, 

companies can tailor their marketing strategies effectively. The quality of channel integration is 

also crucial, as it affects perceived fluidity across channels, which is related to consumers' 

information processing capacity. A seamless experience can enhance customer engagement and 

satisfaction. 

Additionally, consumer empowerment is an important aspect of omnichannel retailing, where 

consumers have more control over their shopping experiences. Factors such as impulsivity and 

personal characteristics influence consumer behavior and their interactions with retailers. The 

omnichannel customer is highly connected and utilizes technology daily, necessitating that 

businesses understand these behaviors to implement effective marketing strategies. Future 

research directions highlight the need to explore how consumer empowerment impacts their 

relationship with retailers and how companies can leverage this for competitive advantage. 

Understanding the factors that influence consumer behavior during their journey is essential for 

improving the overall shopping experience in omnichannel retailing. In summary, studying 

consumer behavior in this context is vital for companies to enhance customer experiences, tailor 

marketing strategies, and effectively integrate various channels to meet consumer expectations6 

(Knidiri and Tamer 2021). 

The impact of digital transformation on shopping experiences is profound and multifaceted, 

fundamentally altering how consumers interact with retailers. Digital technologies have reshaped 

the retail landscape by enabling new forms of market behaviors, interactions, and experiences. As 

consumers increasingly prefer the convenience of digital shopping, traditional brick-and-mortar 

retailers face significant challenges in maintaining their relevance. The rise of e-commerce, mobile 

shopping, and smart technologies has shifted the authority over the customer interface from 

institutional retailers to new players, such as online platforms and brand manufacturers. 
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This transformation has led to the emergence of various sources of value creation, including 

automation, individualization, ambient embeddedness, interaction, and transparency and control. 

Automation simplifies purchasing processes, allowing for features like automated reordering 

through smart devices, which enhances convenience for consumers. Individualization enables 

tailored marketing efforts based on consumer data, creating more relevant shopping experiences. 

Ambient embeddedness integrates retail interactions into consumers' daily routines, making 

shopping more seamless and immediate. Interaction enriches the shopping experience by 

facilitating communication between consumers and brands, while transparency and control 

empower consumers with information, allowing them to make informed decisions. 

As a result, the shopping experience has evolved to prioritize convenience, relevance, and 

empowerment, with consumers increasingly seeking personalized and engaging interactions. 

Retailers must adapt to these changes by leveraging digital technologies to enhance customer 

experiences and maintain competitive advantages in an increasingly digital marketplace. The 

ongoing digital transformation necessitates a revaluation of traditional retail strategies, 

emphasizing the importance of understanding consumer behavior in this new context to effectively 

meet their evolving needs and preferences12 (Reinartz, Wiegand et al. 2019). 

 

1.3 Review Objectives and Scope 

It seeks to define and differentiate omnichannel retailing by providing a comprehensive definition 

and distinguishing it from single-channel and multi-channel approaches. This objective will 

explore the evolution of these retail strategies and their implications for consumer behavior. 

Second, the review will analyze the importance of consumer behavior in omnichannel 

environments, examining why understanding consumer behavior is critical in this context and how 

digital transformation has altered shopping experiences, impacting retailers' adaptation strategies. 

Additionally, the review will explore consumer decision-making models relevant to omnichannel 

retailing, focusing on traditional and modern models while emphasizing the role of consumer 

psychology in omnichannel shopping. It will assess the applicability of the Technology 

Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology 

(UTAUT) in understanding consumer adoption of omnichannel experiences. 

Furthermore, the review aims to identify key trends and challenges in omnichannel retailing, 

highlighting emerging trends such as mobile commerce, social media influence, and the use of AI 

and AR/VR technologies, while also addressing challenges like data integration, logistics, 

consumer privacy, and inventory management across multiple channels. Finally, the review will 

evaluate the impact of omnichannel strategies on consumer engagement and sales, assessing how 

various strategies affect consumer interactions and the effectiveness of personalization in driving 

sales. It will also explore the role of data analytics in understanding consumer preferences and 

shaping future innovations in omnichannel retailing. The scope of this review encompasses a 

systematic examination of the current literature on omnichannel retailing and consumer behavior, 

focusing on studies published in the last ten years to ensure relevance and reflect recent trends and 

technological advancements in the retail industry. The review will specifically target research 

addressing consumer behavior in the context of omnichannel retailing, including decision-making 

processes, preferences, and psychological factors influencing shopping behavior. Covering various 

sectors within the retail industry, such as fashion, electronics, and grocery, the review will employ 

a systematic literature review methodology, utilizing academic databases and industry reports to 

gather diverse insights. A thematic analysis of the literature will identify key trends, challenges, 
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and implications for retailers and marketers, providing actionable insights for future research and 

practice in the field of omnichannel retailing. 

 

1.4 Key Trends in Omnichannel Retailing 

The study conducted by Frederik von Briel, which involved a four-stage Delphi method with 

eighteen international retail experts, identified several key trends in omnichannel retailing that are 

expected to emerge over the next decade. Here are the detailed insights and factual information 

regarding these trends: 

1. Omnichannel as the New Normal: Experts unanimously agreed that omnichannel retail will 

become the standard practice in the industry. One expert noted that "the line between [channels] 

will blur to the point where no distinction is made," emphasizing the need for retailers to adapt to 

this integrated approach. 

2. Shift from Channels to Points of Contact: Retailers will transition from focusing solely on 

individual channels to recognizing each point of contact with consumers as a vital interaction. This 

shift is crucial for enhancing customer engagement and satisfaction. 

3. Personalization Across Channels: Personalization is highlighted as a significant trend, with 

experts predicting that consumer experiences will be tailored across all channels. One participant 

stated, "If you are shopping in bricks-and-mortar stores, those experiences and preferences will 

follow you home and on social media." This indicates a seamless flow of consumer data and 

preferences across different platforms. 

4. Role of Digital Mobile Devices: Digital mobile devices, including smartphones and wearables, 

will play a pivotal role in creating seamless consumer experiences. Retailers will utilize these 

devices for better access to consumer data and personalized location-based marketing. Experts 

noted that these technologies will help retailers identify individual customers in physical stores, 

allowing for tailored in-store offerings. 

5. Reinventing Physical Stores: Physical stores are expected to evolve into key destinations for 

unique sensory shopping experiences. Experts emphasized the need for retailers to "reinvent 

physical stores with digital technologies" to enhance consumer experiences and enable 

omnichannel fulfilment. This includes integrating augmented reality and other digital tools to 

create engaging in-store environments. 

6. Empowerment of Store Associates: The role of store associates will change significantly as they 

become empowered through digital devices. Experts indicated that store associates will need 

access to omnichannel inventory and customer data to provide personalized services effectively. 

One expert remarked that "store associates will be empowered through digital devices," 

highlighting their importance as customer touchpoints. 

7. Operational Productivity: Omnichannel retailing is expected to improve operational 

productivity by facilitating real-time inventory management and integrated brand management 

across channels. Experts noted that "cross-channel integration will increase operational 

productivity," allowing retailers to respond more efficiently to consumer demands. 

8. These insights reflect the collective opinions of the retail experts involved in the study, 

providing a comprehensive overview of the anticipated trends in omnichannel retailing over the 

next decade. The findings underscore the importance of adapting to changing consumer 

expectations and leveraging technology to create a cohesive and personalized shopping 

experience16 (Von Briel 2018). 
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2. Theoretical Framework 

2.1 Consumer Decision-Making Models in Omnichannel Retailing 

In the context of omnichannel retailing, traditional consumer decision-making models have 

evolved significantly to accommodate the complexities introduced by modern digital shopping 

environments. Traditional models often focused on linear processes where consumers moved 

through distinct stages of awareness, consideration, and purchase. However, the omnichannel 

landscape necessitates a more dynamic approach, as consumers frequently engage with multiple 

channels simultaneously, leading to a more fluid decision-making process. The cognitive-

affective-conative (CAC) model, as discussed in the literature, provides a framework for 

understanding this evolution. It emphasizes the interplay between cognitive processes (thoughts 

and understanding), affective responses (emotions and feelings), and conative actions (behaviors 

and intentions) in shaping consumer behavior. 

Consumer psychology plays a crucial role in omnichannel shopping, influencing how individuals 

perceive and interact with various retail channels. Factors such as hedonic and utilitarian 

motivations significantly impact consumer engagement. Hedonic motivations relate to the 

enjoyment and pleasure derived from shopping experiences, while utilitarian motivations focus on 

the practical benefits of using specific channels. Additionally, social influences and perceived risks 

associated with different shopping environments can affect consumer attitudes and behaviors. The 

integration of these psychological aspects into omnichannel strategies is essential for retailers 

aiming to enhance customer satisfaction and loyalty. By understanding the psychological drivers 

behind consumer decisions, retailers can tailor their omnichannel approaches to better meet the 

needs and expectations of their customers, ultimately leading to improved10 (Mishra, Singh et al. 

2021). 

 

2.2 Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of 

Technology (UTAUT) 

The Technology Acceptance Model (TAM) is a prominent framework developed to understand 

the factors influencing users' acceptance and rejection of technology. Originating from the 

psychological theories of Reasoned Action (TRA) and Planned Behavior (TPB), TAM posits those 

two primary variables—perceived ease of use and perceived usefulness—play a mediating role in 

the relationship between system characteristics and actual technology usage. Since its introduction 

by Fred Davis over 25 years ago, TAM has evolved significantly, becoming a key model in the 

field of technology acceptance research. A comprehensive literature review conducted from 1986 

to 2013 identified 85 scientific publications related to TAM, categorized into three main areas: 

literature reviews, development and extension of TAM, and modification and application of the 

model. Despite the progress made in identifying new factors that influence TAM's core variables, 

there remain unexplored areas that could enhance the model's predictive validity. Future research 

directions include examining the moderating role of individual variables, incorporating additional 

factors into the model, investigating the relationship between actual usage and objective outcomes, 

and focusing on older adults as a target group for technology acceptance studies. Overall, TAM 

continues to be a vital tool for understanding technology acceptance in various contexts, 

particularly as technology becomes increasingly integrated into both personal and professional 

lives9 (Marangunić and Granić 2015). 

The Unified Theory of Acceptance and Use of Technology (UTAUT) was introduced as a 

comprehensive framework to understand the factors influencing the acceptance and use of 

information technology. It consolidates various models and theories of technology acceptance, 
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including the Theory of Reasoned Action (TRA), the Technology Acceptance Model (TAM), and 

the Theory of Planned Behavior (TPB), among others. UTAUT is built upon four primary 

constructs: Performance Expectancy, Effort Expectancy, Social Influence, and Facilitating 

Conditions, which serve as determinants of users' intention to use technology. Additionally, 

UTAUT incorporates moderating factors such as Gender, Age, Experience, and Voluntariness of 

use, which influence the relationships between the constructs and the intention to use technology. 

Over the past decade since its introduction, UTAUT has undergone extensive validation and 

development through numerous empirical studies across different cultural contexts. Research has 

shown that while UTAUT effectively predicts technology acceptance, there are variations in its 

applicability based on cultural differences and specific settings. The theory has also been extended 

by introducing new constructs and moderators, as well as integrating it with other models to 

enhance its explanatory power. For instance, constructs like Trust, Hedonic Motivation, and Price 

Value have been added in various studies to address specific contexts such as mobile banking and 

e-government services. Overall, UTAUT has proven to be a valuable tool in understanding 

technology acceptance, providing insights into how different factors interact to influence users' 

intentions and behaviors regarding technology use. The ongoing research continues to refine and 

expand the theory, ensuring its relevance in the rapidly evolving landscape of information 

technology1 (Ahmad 2015). 

 

2.3 Retail Theories and Strategies for Omnichannel Success 

The transition to omnichannel retailing is significantly influenced by digitalization, which reshapes 

consumer behavior and the retail landscape. Retailers are increasingly integrating physical, online, 

and mobile channels to create a seamless customer experience. This integration is essential for 

addressing contemporary shopping behaviors, such as "showrooming" and "webrooming," where 

customers utilize multiple channels during their purchasing journey. Successful omnichannel 

strategies hinge on three critical dimensions: a seamless customer experience, an integrated 

analytics system, and an effective supply chain and logistics. To achieve a seamless customer 

experience, retailers must leverage technology to enhance interactions across channels, such as 

implementing in-store digital kiosks and mobile payment options. An integrated analytics system 

is vital for understanding customer behavior and preferences, allowing retailers to personalize 

offerings and improve service delivery. Additionally, an effective supply chain and logistics 

framework is necessary to support the omnichannel model, ensuring that inventory management 

and fulfilments processes are synchronized across all channels. 

Retailers like OVS, Luxottica, and ePrice exemplify these strategies by focusing on customer 

needs, utilizing data analytics for insights, and optimizing their supply chains to facilitate returns 

and deliveries across channels. By adopting these theories and strategies, retailers can enhance 

customer satisfaction, loyalty, and overall performance in an increasingly competitive 

market5(Jocevski, Arvidsson et al. 2019) 

 

3. Review of Literature 

Sunil Chopra (Supply Chain Management and Omnichannel Retailing) stated that omnichannel 

retailing enhances supply chain efficiency by integrating online and physical channels for cost-

effective fulfilment. His study emphasizes that retailers must adapt to changing consumer 

behaviors by leveraging supply chain innovations and seamless inventory management. The 

conclusion highlights that strategic supply chain integration is crucial for omnichannel success. 
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Mohammad Ibraheem Ahmad (Technology Acceptance in Omnichannel Retailing: A UTAUT 

Approach) analyzed the Unified Theory of Acceptance and Use of Technology (UTAUT) model, 

stating that technology acceptance remains a key factor in omnichannel adoption. He concluded 

that consumer adoption of new retail technologies depends on perceived ease of use, usefulness, 

and moderating factors such as experience and trust. 

Chris Lazaris et al. (The Evolution of Omnichannel Retailing: Consumer Engagement and 

Integration Challenges) reviewed multichannel and omnichannel retailing strategies and their 

impact on consumer experience. They stated that while omnichannel retailing improves customer 

engagement, integration challenges persist. The study concludes that future research should focus 

on overcoming technological and operational barriers. 

Zach W.Y. Lee et al. (Customer Engagement in Omnichannel Retailing: The Role of Channel 

Integration Quality) conducted an empirical study on customer engagement through channel 

integration quality. They stated that a well-integrated omnichannel strategy significantly enhances 

customer loyalty and repurchase intentions. The study concludes that retailers should invest in 

seamless integration across all platforms to build long-term customer relationships. 

Susana Costa e Silva et al. (Consumer Acceptance of Omnichannel Strategies: Determinants and 

Implications) explored factors affecting consumer acceptance of omnichannel strategies. They 

found that perceived usefulness, ease of use, and prior brand experience significantly influence 

customer adoption. The study concludes that retailers must focus on user-friendly omnichannel 

experiences to gain consumer trust. 

Sara Momen & S. Ali Torabi (A Data-Driven Approach for Omnichannel Fulfilment Services) 

proposed a data-driven distributionally robust approach for omnichannel fulfilments services. 

They stated that pricing and delivery decisions are affected by demand uncertainty. The study 

concludes that robust optimization models can help retailers manage risk and enhance fulfilment 

strategies. 

L’houssaine Mounaim et al. (Marketing Perspectives on Omnichannel Retailing: A Systematic 

Review) conducted a systematic review of omnichannel retailing from a marketing perspective. 

They stated that integrating marketing strategies across online and offline channels improves brand 

loyalty. The study concludes that customer-centric omnichannel approaches enhance business 

performance. 

Milan Jocevski et al. (Business Model Transitions Towards Omnichannel Retailing) studied 

transitions towards omnichannel retailing strategies from a business model perspective. They 

stated that analytics-driven decision-making and supply chain efficiency are key to successful 

omnichannel strategies. The study concludes that businesses must adapt their models to evolving 

consumer preferences. 

Werner Reinartz et al. (Digital Transformation in Retail: Shifting Power from Stores to 

Platforms) analyzed the impact of digital transformation on the retailing value chain. They stated 

that power is shifting from traditional stores to online platforms, forcing retailers to innovate. The 

study concludes that firms must embrace digital transformation to remain competitive. 

Santiago Iglesias-Pradas et al. (Omnichannel Retailing Across Industries: A Sectoral Analysis) 

conducted a sectoral analysis of omnichannel retailing in clothing, grocery, and furniture 

industries. They found that retailers face varying challenges in implementing omnichannel 

strategies. The study concludes that industry-specific approaches are needed for successful 

integration. 

Fanjuan Shi (Challenges and Opportunities in Omnichannel Retailing) reviewed challenges and 

opportunities in omnichannel retailing. They stated that retailers must leverage each channel’s 
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strengths to enhance customer experience. The study concludes that seamless omnichannel 

execution requires investment in technology and infrastructure. 

Ruchi Mishra et al. (Consumer Decision-Making in Omnichannel Retailing) explored consumer 

decision-making in omnichannel retailing. They stated that existing research lacks a deep 

understanding of consumer behavior in omnichannel environments. The study concludes that 

future research should investigate cognitive, emotional, and behavioral factors affecting decision-

making. 

Olli Rusanen (Competitive Advantages and Implementation Barriers in Omnichannel Strategy) 

studied competitive advantages and implementation barriers in omnichannel strategy. He stated 

that organizational silos and lack of integration hinder success. The study concludes that breaking 

down structural barriers is essential for a competitive omnichannel approach. 

Ya-Jun Cai et al. (Technological Gaps in Omnichannel Retailing: A Citation Network Analysis) 

conducted a systematic review using Citation Network Analysis. They stated that omnichannel 

retailing lacks research on AI, blockchain, and supply chain integration. The study concludes that 

new technologies should be further explored for omnichannel advancement. 

Frederik von Briel (The Future of Omnichannel Retailing: A Delphi Study) conducted a Delphi 

study on the future of omnichannel retail. He stated that future success depends on holistic 

customer experiences, store transformation, and operational efficiency. The study concludes that 

omnichannel retailing will continue evolving with technological innovations. 

Marco Savastano et al. (Technology Adoption for Online–Offline Purchasing Integration) 

analyzed technology adoption for online–offline purchasing integration. They stated that in-store 

technology enhances shopping experiences and strengthens brand loyalty. The study concludes 

that early adoption of omnichannel technology provides a sustainable competitive advantage. 

 

4. Research Methodology 

4.1 Research Design 

The research design for this review employs a systematic literature review approach, which is 

essential for synthesizing existing knowledge on omnichannel retailing and consumer behavior. 

This method allows for a comprehensive examination of the relevant literature, ensuring that all 

pertinent studies are considered. By systematically identifying, evaluating, and integrating 

findings from various sources, this approach provides a robust framework for understanding 

emerging trends and challenges in the field. The systematic review will focus on peer-reviewed 

journal articles, conference papers, and relevant studies that contribute to the discourse on 

omnichannel strategies and consumer behavior in the retail industry. 

 

4.2 Data Sources 

The data sources for this review will include a range of academic databases such as Google 

Scholar, Scopus, and Web of Science, which are known for their extensive collections of scholarly 

articles. These databases will provide access to high-quality research studies that explore various 

aspects of omnichannel retailing and consumer behavior. Additionally, industry reports and case 

studies from reputable consulting firms like McKinsey and Deloitte will be utilized to gain insights 

into practical applications and real-world implications of omnichannel strategies. These sources 

will enrich the review by providing a blend of theoretical and empirical perspectives. 
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4.3 Inclusion and Exclusion Criteria 

To ensure the relevance and quality of the literature included in this review, specific inclusion and 

exclusion criteria will be established. The time frame for the selected studies will be limited to the 

last 10 years, allowing for a focus on the most current trends and challenges in omnichannel 

retailing. Furthermore, the review will prioritize studies that specifically address consumer 

behavior within the retail industry, ensuring that the findings are directly applicable to the topic at 

hand. Studies that do not meet these criteria, such as those focusing on unrelated industries or 

outdated practices, will be excluded from the analysis. 

 

4.4 Analytical Framework 

The analytical framework for this review will involve a thematic analysis of the literature findings, 

which will facilitate the identification of key themes and patterns related to omnichannel retailing 

and consumer behavior. This approach will allow for a nuanced understanding of the various 

factors influencing consumer decisions in an omnichannel context. Additionally, a comparative 

review of trends and challenges will be conducted to highlight the evolving landscape of retailing 

and the implications for businesses. By synthesizing the findings from different studies, this 

framework aims to provide a comprehensive overview of the current state of research and identify 

areas for future exploration in the field of omnichannel retailing. 

 

5. Data Analysis 
 

Table No. 1 

Title Author(s) Methodology Findings/Conclusion 

Unified Theory of 

Acceptance and Use of 

Technology (UTAUT): A 

Decade of Validation and 

Development 

Mohamma

d Ibraheem 

Ahmad 

Literature 

review and 

theoretical 

analysis of IT 

adoption 

models 

UTAUT remains a robust 

model for technology 

acceptance, with new 

constructs and moderating 

factors influencing adoption. 

From Multichannel to 

"Omnichannel" Retailing: 

Review of the Literature and 

Calls for Research 

Chris 

Lazaris et 

al. 

Literature 

review and 

conceptual 

framework 

development 

Omnichannel retailing 

enhances customer 

experience, but research is 

needed on integration 

challenges and consumer 

behavior shifts. 

Customer Engagement 

Through Omnichannel 

Retailing: The Effects of 

Channel Integration Quality 

Zach W.Y. 

Lee et al. 

Empirical 

study using 

structural 

equation 

modelling 

(SEM) with 

survey data 

from Apple and 

Kroger 

customers 

High-quality channel 

integration boosts customer 

engagement, leading to 

increased repurchase 

intentions and positive word-

of-mouth. 
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Omnichannel Approach: 

Factors Affecting Consumer 

Acceptance 

Susana 

Costa e 

Silva et al. 

Empirical 

study with 

survey-based 

data collection 

and statistical 

analysis 

Perceived usefulness, ease of 

use, and brand experience 

strongly impact consumer 

acceptance of omnichannel 

strategies. 

Omni-Channel Retailing: A 

Data-Driven Distributionally 

Robust Approach for 

Integrated Fulfilment 

Services 

Sara 

Momen, S. 

Ali Torabi 

Mathematical 

modelling 

using Nash-

Stackelberg 

game theory 

and 

distributionally 

robust 

optimization 

Omni-channel strategies 

improve demand attraction 

and profitability, but demand 

uncertainty affects pricing 

and delivery decisions. 

The Evolution of Omni-

Channel Retailing and its 

Impact on Supply Chains 

Sunil 

Chopra 

Conceptual 

framework and 

case study 

analysis on 

supply chain 

integration 

Omni-channel retailing 

enhances supply chain 

efficiency by leveraging 

online and physical channels 

for cost-effective fulfilment. 

Omnichannel Retailing: A 

Systematic Review from a 

Marketing Perspective 

L’houssain

e Mounaim 

et al. 

Systematic 

review using 

bibliometric 

analysis 

Omnichannel retailing 

enhances customer 

experience, requiring 

strategic marketing 

integration across channels. 

Transitions Towards Omni-

Channel Retailing 

Strategies: A Business Model 

Perspective 

Milan 

Jocevski  et 

al. 

Qualitative 

study using 

surveys and 

interviews with 

retail managers 

Seamless customer 

experience, integrated 

analytics, and supply chain 

efficiency are key to 

successful omnichannel 

strategies. 

The Impact of Digital 

Transformation on the 

Retailing Value Chain 

Werner 

Reinartz et 

al. 

Conceptual 

framework and 

industry 

analysis 

Digital transformation is 

shifting retail power from 

traditional stores to online 

platforms, requiring retailers 

to adapt. 

Omnichannel Retailing: A 

Tale of Three Sectors 

Santiago 

Iglesias-

Pradas et 

al. 

Empirical 

study using 

mystery 

shopping and 

comparative 

sector analysis 

Retailers struggle with 

channel integration, with 

varying levels of success 

across clothing, furniture, and 

grocery sectors. 
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Omni-Channel Retailing: 

Knowledge, Challenges, and 

Opportunities for Future 

Research 

Fanjuan 

Shi 

Literature 

review with a 

focus on 

technological 

impacts 

Retailers must maximize each 

channel’s strengths and 

integrate them to ensure a 

seamless consumer 

experience. 

Consumer Decision-Making 

in Omnichannel Retailing: 

Literature Review and 

Future Research Agenda 

Ruchi 

Mishra et 

al. 

Structured 

literature 

review with 

cognitive-

affective-

conative model 

Consumer behavior in 

omnichannel retailing is 

underexplored, requiring 

more research on decision-

making patterns. 

Crafting an Omnichannel 

Strategy: Identifying Sources 

of Competitive Advantage 

and Implementation 

Barriers 

Olli 

Rusanen 

Workshops 

with retail 

managers and 

literature 

review 

Competitive advantage in 

omnichannel retailing 

depends on internal 

resources, integration 

strategies, and overcoming 

silos. 

Omni-Channel Management 

in the New Retailing Era: A 

Systematic Review and 

Future Research Agenda 

Ya-Jun 

Cai, Chris 

K.Y. Lo 

Citation 

Network 

Analysis and 

literature 

review 

Omnichannel retailing 

requires better technology 

adoption, supply chain 

integration, and customer 

experience optimization. 

The Future of Omnichannel 

Retail: A Four-Stage Delphi 

Study 

Frederik 

von Briel 

Delphi study 

with expert 

panel insights 

Future omnichannel success 

depends on holistic customer 

experiences, store 

transformation, and improved 

operational productivity. 

Technology Adoption for the 

Integration of Online–

Offline Purchasing: 

Omnichannel Strategies in 

the Retail Environment 

Marco 

Savastano, 

Francesco 

Bellini, 

Fabrizio 

D’Ascenzo

, Marco De 

Marco 

Multiple-case 

study with 80 

in-depth 

interviews 

In-store technology enhances 

shopping experiences and 

strengthens brand loyalty, but 

early adoption is crucial for 

competitive advantage. 
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6. Discussion and Findings 

6.1 Impact of Omnichannel Strategies on Consumer Engagement 

Omnichannel strategies significantly enhance consumer engagement by integrating online and 

offline channels, leading to improved brand interaction and customer retention3Chopra (2018). 

highlights that a seamless supply chain allows for real-time inventory updates, reducing stockouts 

and enhancing the shopping experience3 (Chopra 2018). Lee et al. (2021) found that channel 

integration quality directly influences customer engagement, with a well-integrated system 

boosting consumer satisfaction and repurchase intent8 (Lee, Chan et al. 2019). Furthermore, a 

unified shopping experience across multiple touchpoints ensures consistency and convenience, 

leading to stronger brand loyalty1 (Ahmad 2015). 

 

6.2 Effectiveness of Personalization in Driving Sales 

Personalized recommendations and AI-driven interactions have been found to increase consumer 

purchase intent and overall sales performance12 (Reinartz, Wiegand et al. 2019). Mounaim et al. 

(2021) emphasize that tailored promotions and dynamic pricing strategies lead to better customer 

retention and satisfaction6 (Knidiri and Tamer 2021). Cai et al. (2020) state that AI-driven 

personalization, through behavioral analysis and predictive analytics, enhances conversion rates 

by providing real-time, customized offers2 (Cai and Lo 2020). Retailers leveraging machine 

learning algorithms for personalized marketing see improved engagement and higher order 

values10 (Mishra, Singh et al. 2021). 

 

6.3 The Role of Data Analytics in Understanding Consumer Preferences 

Big Data analytics helps retailers understand consumer behavior patterns, preferences, and 

spending habits, leading to better-targeted marketing strategies13 (Rusanen 2019). Savastano et al. 

(2019) discuss how blockchain and AI can enhance data-driven insights by providing accurate, 

real-time consumer analytics14 (Savastano, Bellini et al. 2019). Jocevski et al., found that 

businesses adopting data-driven decision-making experience increased profitability and 

operational efficiency12 (Reinartz, Wiegand et al. 2019). The use of predictive analytics allows 

retailers to anticipate customer needs, optimize inventory, and offer personalized experiences that 

drive engagement11 (Momen and Torabi 2021). 

 

6.4 Future Prospects and Innovations in Omnichannel Retailing 

AI and automation are expected to play a crucial role in next-generation omnichannel retailing, 

enhancing customer experience through chatbots, virtual assistants, and smart recommendations2 

(Cai and Lo 2020). Blockchain technology is being explored for supply chain transparency, 

ensuring better tracking, fraud prevention, and enhanced consumer trust14 (Savastano, Bellini et 

al. 2019). Sustainability-focused omnichannel strategies are emerging, with retailers adopting eco-

friendly logistics, green supply chains, and ethical sourcing to appeal to environmentally conscious 

consumers6 (Knidiri and Tamer 2021). Augmented Reality (AR) and Virtual Reality (VR) are 

gaining traction in omnichannel retail, enabling virtual try-ons, 3D shopping experiences, and 

immersive customer engagement15 (Silva, Martins et al. 2018). Von Briel  suggests that the future 

of omnichannel retail will be shaped by hyper-personalization, real-time analytics, and AI-driven 

customer experiences, requiring retailers to invest in advanced technologies and omnichannel 

optimization strategies16 (Von Briel 2018). 
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7. Conclusion and Recommendations 

7.1 Summary of Key Findings 

The review of omnichannel retailing reveals a significant transformation in consumer behavior and 

retail strategies, driven by the integration of various shopping channels. Key findings indicate that 

omnichannel retailing enhances the customer experience by providing seamless interactions across 

physical stores, online platforms, and mobile applications. The evolution from single-channel and 

multi-channel approaches to a fully integrated omnichannel strategy allows consumers to engage 

with brands in a cohesive manner, leading to increased customer satisfaction and loyalty. 

Additionally, the study highlights the importance of understanding consumer preferences and 

behaviors, as factors such as convenience, personalization, and the quality of channel integration 

play crucial roles in shaping shopping experiences. The impact of digital transformation on retail 

practices is profound, necessitating that retailers leverage technology to meet evolving consumer 

expectations and maintain competitive advantages. 

 

7.2 Implications for Retailers and Marketers 

The implications for retailers and marketers are substantial, as they must adapt to the omnichannel 

landscape to effectively engage consumers. Retailers are encouraged to invest in integrated 

analytics systems that provide insights into consumer behavior across channels, enabling 

personalized marketing strategies that resonate with individual preferences. The focus should be 

on creating a seamless customer experience that transcends channel boundaries, ensuring 

consistency in messaging, pricing, and service quality. Furthermore, retailers should embrace 

technological innovations, such as mobile applications and in-store digital tools, to enhance 

customer interactions and streamline operations. By prioritizing customer-centric approaches and 

leveraging data analytics, retailers can improve customer engagement, drive sales, and foster brand 

loyalty in an increasingly competitive market. 

 

7.3 Future Research Directions 

Future research directions in the field of omnichannel retailing should focus on several key areas 

to further enhance understanding and application. First, there is a need for studies that explore the 

psychological factors influencing consumer behavior in omnichannel environments, particularly 

how emotions and cognitive processes affect decision-making. Additionally, research should 

investigate the effectiveness of various omnichannel strategies across different retail sectors, 

identifying best practices and innovative approaches that can be adopted. Another important area 

for future research is the examination of the role of emerging technologies, such as artificial 

intelligence and augmented reality, in shaping consumer experiences and driving engagement. 

Finally, understanding the implications of consumer privacy concerns and data security in the 

context of personalized marketing will be crucial for building trust and maintaining customer 

relationships in the omnichannel landscape. By addressing these areas, future research can provide 

valuable insights that inform retail strategies and enhance the overall shopping experience. 
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