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Critical Omni-Channel Service Elements 
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Wanmo Koo, Western Illinois University, USA

ABSTRACT

Tomeet the expectationsof recent consumerswhousemultiple channels fordifferentpurposes
throughout their shopping journey, omni-channel retailers try to offer additional services that
provideconsumerswithaseamlesslyconnectedshoppingexperienceacrossmultiplechannels.After
identifyingomni-channelservices,thestudyfindsthreecoreomni-channelservices(i.e.,shipping
fromstore,integratedbranding,andsocialmediaoperation)thataffectloyaltyviasatisfaction.Omni-
channelretailerscanprioritizetheirinvestmentbasedontheresults.Specificwaystoimprovethe
coreomni-channelservicesarealsodiscussed.
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INTROdUCTION

Shoppingpracticeshaverecentlybecomemuchmorecomplexintheretailenvironmentduetothe
increasednumberofretailchannelsandadventofnewdevices.Beyondthedesktopandbrick-and-
mortar channels,mobile andnewcommunity-basedonlineplatforms through socialmediahave
skyrocketed (Juaneda-Ayensa, Mosquera, & Murillo, 2016; Kaplan & Haenlein, 2010). Mobile
commerce (m-commerce) sales reached $1.80 trillion in 2018 and are expected to reach $3.56
trillionby2021(Loesche,2018).Theincreasednumberofsmartphoneusershavemadeasignificant
contributiontothegrowthofm-commercebecauseofadditionalfunctionsofsmartphones,suchas
fullInternetbrowsing,Wi-Ficonnectivity,andapplications,whichhavemadeubiquitoustransactions
available(Abowd,Iftode,&Mitchell,2005).Smartphonecommercetransactionvolumeincreasedby
approximately13%in2017comparedto2016,and67%oftotalonlinetransactionswerecompleted
inmobileappsandwebsitesinNorthAmerica(Ho,2018).Inaddition,newmobiledevicessuchas
AppleiPadsandAndroidtabletshaveacceleratedthegrowthofnewchannels(Beck&Rygl,2015).

Consumers increasinglyuseadditionalchannels topurchaseproductsandservices(Susanto,
Sucahyo,Ruldeviyani,&Gandhi,2018),andtraditionalmulti-channelretailersinitiallyfocusedon
addingthesenewchannelstomaximizethenumberofconsumersreachedthroughthem(Yrjölä,
Saarijärvi,&Nummela,2018).However,multi-channelretailershavenotpushedaheadwithchannel
integration,andmarketingmixelements(e.g.,product,price,andpromotion)areuseddifferently
across channels. Thus, consumers using multi-channel retailers can recognize the clear division
acrosschannels(Juaneda-Ayensa,Mosquera,&Murillo,2016).Forinstance,merchandisecarriedby
multi-channelretailersisdifferentacrosschannels.Multi-channelconsumersshouldthereforechange
channelstobuyitemsthatwereunavailableinthepreviouschannel.Taskscompletedintheprevious
channelcannotbetransferredtootherchannels,whichforcesconsumerstobegintheirshoppingtasks
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againinadifferentchannel.Forthisreason,consumersshouldcompletetheirshoppinginachannel
becausetheirongoingshoppingtaskswillnotbesharedacrosschannels.Asforsalespromotions,
multi-channelretailersexecutechannel-specificpromotionsthatcannotbeusedindifferentchannels
(Yrjölä,Saarijärvi,&Nummela,2018).

However,consumersdonotuseonechanneltostartandfinishtheirshoppingjourney;rather,
theyusedifferentchannelsfordifferentpurposes(e.g.,informationsearch,producttryout,purchasing
decision,andpost-purchasebehavior)(Yurova,Rippé,Weisfeld-Spolter,Sussan,&Arndt,2017).
For example, after receivingapromotionalmessage thatgenerates aneed for a certainproduct,
consumersvisitacompanywebsitetoobtaindetailedinformationabouttheproduct.Theycanthen
gotoaphysicalstoretoviewandtrytheactualproductandorderitviaamobileapp.Retailershave
thusfocusedonofferinganintegratedretailmixacrosschannelstosatisfytheseconsumers(Neslin
etal.,2006;Oh,Teo,&Sambamurthy,2012).Theactofsellingproductsandservicesbyproviding
seamlessandinterchangeablemultiplechannelsisknownasomni-channelretailing,andtraditional
multi-channelretailersaretryingtoevolveintoomni-channelretailers(Verhoef,Kannan,&Inman,
2015).

Omni-channelretailerscanprovidetheirtargetconsumerswithadditionalservicesviaamixof
integratedchannelsandmarketing,includingintegratedprice,integratedinformation,cross-return,
cross-promotion,buyingonlineandpickingupinthestore,integratedbranding,integratedtransaction
informationmanagement,etcetera(Goersch,2002;Ohetal.,2012;Radial,2019).Fullyimplementing
the additional services in omni-channel retailing is difficult, however, because it requires costly
investmentininformationtechnologies,operations,andlogistics(Ohetal.,2012).Duetothelevel
ofdifficulty,businesspractitionersmustunderstandthecriticalserviceelementsinomni-channel
retailingthatcanensureconsumerloyaltytoprioritizetheirinvestment.Thus,thepurposeofthis
studyistoidentifythecriticalservicesinomni-channelretailingthataffectconsumersatisfaction,
whichcan,inturn,leadtoconsumerloyalty.

LITERATURE REVIEw

Omni-Channel Retailing
Theomni-channelconceptisconsideredtobethenextleveloftraditionalmulti-channelretailing
(Juaneda-Ayensaetal.,2016).Thus,comparingmulti-channelandomni-channelretailingisthebest
waytoclarifytheomni-channelconcept.Thefirstaspecttocompareisthescopeofthechannels.
Comparedtothethreemajorchannels(i.e.,physicalstores,onlinewebsites,anddirectmarketing)
inmulti-channelretailing,omni-channelretailinginvolvesawidervarietyofchannelchoicessuch
asphysicalstores,onlinewebsites,directmarketing,mobilechannels,socialmedia,andallpossible
customertouchpoints(Verhoefetal.,2015).Thenextaspecttocompareisbrand-focusedchannel
operation.Multi-channelretailingfocusesontheoperationofmultiplechannelswithoutconsidering
branding.Omni-channelretailing,however,aimstoprovideaconsistentatmosphereandcreateclear
brandimagesacrossallchannels(Neslinetal.,2014).Thelastandmostimportantdifferenceisthe
levelofintegrationacrosschannels.Multi-channelretailersdonotcontrolchannelintegration(Beck
&Rygl,2015),whereasomni-channelretailersofferintegratedchannelsandamarketingmixthat
provideaseamlessretailexperience(Cook,2014).Insum,omni-channelretailingsellsproducts
orservicesbyprovidingseamlesslyconnectedchannelsandtouchpointstofacilitatetheconsumer
decision-makingprocess.

Services in Omni-Channel Retailing
Thereareavarietyofadditionalservicesthatomni-channelretailerscanofferthroughseamlessly
connectedchannelsandtouchpointsthatconsumersshouldbeabletouseduringtheirdecision-making
process.Previousliteratureonomni-channelretailinghasidentifiedtheservicesthatconsumersuse
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