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ABSTRACT
The chapter examines how omnichannel retail is becoming a popular tactic 
used by modern merchants to successfully target customers and capture a 
sizable portion of the market. The chapter identifies the critical elements 
influencing effective omnichannel strategies by examining customer 
behavior and preferences. It emphasizes the significance of technology, data 
analytics, and personalized marketing in creating individualized experiences. 
Additionally, it looks at how in-store technology, social media integration, 
and mobile commerce may increase consumer involvement and loyalty. The 
chapter provides useful ideas for creating flexible omnichannel frameworks 
across a range of retail industries through case studies and industry best 
practices. In the end, it emphasizes how crucial it is to tackle omnichannel 
retail holistically in order for merchants to forge stronger bonds with their 
target customers and take up a healthy market share in a cutthroat retail 
environment.
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Omnichannel Retailing

INTRODUCTION

The term “omnichannel retail” describes a company strategy that offers clients 
a completely integrated online and physical buying experience across several 
channels or platforms. Customers can engage with a retailer across a variety 
of touchpoints, including websites, mobile applications, social media, and 
physical stores, in an effort to establish a smooth and consistent customer 
journey. Delivering a unified and seamless experience—where customers can 
easily switch across channels while receiving consistent product information, 
price, and customer service—is the main goal of an omnichannel retail strategy 
(Abadie et al. 2011). In order to maximize customer happiness and loyalty, it 
is important to cater to the demands and preferences of the consumer while 
offering ease and flexibility throughout the whole buying experience.

Evolution and Importance of Omnichannel Strategy

Technology breakthroughs and shifting customer behavior have had a 
significant impact on the development of the omnichannel approach. 
Traditional retail used to be primarily centered on physical storefronts and 
offered few ways for consumers to engage with brands. But as e-commerce 
has grown and people use digital devices more frequently, they have come 
to anticipate a more streamlined and customized purchasing experience. In 
response to the changing needs of contemporary consumers, merchants have 
developed and implemented omnichannel strategies (Angrist et al. 2008) . 
A number of crucial criteria make the implementation of an omnichannel 
strategy imperative:

Improved customer experience: Omnichannel retail gives consumers a 
consistent and tailored experience by enabling them to interact with a business 
across a variety of channels. This method satisfies a variety of consumer 
inclinations and habits, which boosts client happiness and loyalty.

Increased brand exposure and reach: Retailers may reach a larger 
audience and engage with more people by creating a presence across a 
variety of media. By capturing potential consumers at several touchpoints 
and increasing brand awareness, this enhanced visibility promotes better 
brand recognition and customer acquisition.

Smooth integration of online and offline channels: Omnichannel 
strategies help merchants combine their online and offline businesses to 
give customers a unified online and offline buying experience. Customers’ 
convenience and flexibility are enhanced by this connection, which makes 



 

 

15 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/omnichannel-retailing/341023

Related Content

An Interactive Space as a Creature: Mechanisms of Agency Attribution and

Autotelic Experience
Ulysses Bernardet, Jaume Subirats Aleixandriand Paul F.M.J. Verschure (2017).

International Journal of Virtual and Augmented Reality (pp. 1-15).

www.irma-international.org/article/an-interactive-space-as-a-creature/169931

Bunker-Room Mnemonics for Second-Language Vocabulary Recall
Alexia Larchen Costuchen, Larkin Cunninghamand Juan Carlos Tordera Yllescas

(2022). International Journal of Virtual and Augmented Reality (pp. 1-13).

www.irma-international.org/article/bunker-room-mnemonics-for-second-language-vocabulary-

recall/304899

Adoption of ICT in Implementing Primary Health Care: Achievements of the

Twenty-First Century
Quazi Omar Faruqand Arthur Tatnall (2020). Virtual and Mobile Healthcare:

Breakthroughs in Research and Practice  (pp. 437-447).

www.irma-international.org/chapter/adoption-of-ict-in-implementing-primary-health-care/235324

Mobile Virtual Communities of Commuters
Jalal Kawash, Christo El Morr, Hamza Tahaand Wissam Charaf (2008). Encyclopedia

of Networked and Virtual Organizations (pp. 950-956).

www.irma-international.org/chapter/mobile-virtual-communities-commuters/17711

Thinking in Virtual Spaces: Impacts of Virtual Reality on the Undergraduate

Interior Design Process
Elizabeth Poberand Matt Cook (2019). International Journal of Virtual and Augmented

Reality (pp. 23-40).

www.irma-international.org/article/thinking-in-virtual-spaces/239896

http://www.igi-global.com/chapter/omnichannel-retailing/341023
http://www.igi-global.com/chapter/omnichannel-retailing/341023
http://www.irma-international.org/article/an-interactive-space-as-a-creature/169931
http://www.irma-international.org/article/bunker-room-mnemonics-for-second-language-vocabulary-recall/304899
http://www.irma-international.org/article/bunker-room-mnemonics-for-second-language-vocabulary-recall/304899
http://www.irma-international.org/chapter/adoption-of-ict-in-implementing-primary-health-care/235324
http://www.irma-international.org/chapter/mobile-virtual-communities-commuters/17711
http://www.irma-international.org/article/thinking-in-virtual-spaces/239896

