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Abstract. In today’s retail landscape, digital and physical channels have con-
verged into the new marketing strategy called omnichannel marketing. This
paper delves into the underlying mechanisms behind the customer shopping
experience. It says that an omnichannel strategy that is seamlessly integrated,
consistent, personalized, and convenient everywhere helps enhance the custom-
er’s cognitive, emotional, and behavioural experiences, and that creates more
satisfied customers and customer loyalty and advocates. This paper synthesizes
existing literature into a conceptual model of omnichannel integration, which
consists of four core dimensions: channel transparency, cross-channel service
consistency, integrated customer data management, and unified marketing
communications. It also looks at how these things change different parts of the
customer shopping trip, starting with pre-purchase information search to
post-purchase behaviours. Notably, the key impact mechanisms are the most
important part of the impact process is reduced customer effort and enhanced
perceived value. Four data tables support the thesis, illustrating correlations
between omnichannel integration levels and customer experience metrics, as
well as differences in loyalty between omnichannel and multi-channel envi-
ronments. The results stress the demand on retailers to move beyond a mul-
ti-channel presence towards an actual integrated omnichannel effort to create a
far better customer experience and gain a lasting competitive edge. The article
ends with talking about the major managerial importance of the findings and
offering some concrete ideas for more research about this growing field.

Keywords: Omnichannel marketing, Customer shopping experience, Channel
integration, Customer satisfaction, Personalization, Customer loyalty.

1 Introduction

Digital technologies have advanced rapidly. Consumer behavior has inevitably evolved
with these technologies, changing the retail industry in ways that can never be changed.
The retail historical trajectory has evolved from a one channel approach, with
brick-and-mortar stores being the only option, to a multi-channel approach where
company operated multiple, different and somewhat isolated channels (a physical store,
a catalog, and a very basic web site) [1]. This resulted in a fragmented experience with

© The Author(s) 2025

A. Senadjki et al. (eds.), Proceedings of the 2025 7th International Conference on Economic Management and
Cultural Industry (ICEMCI 2025), Advances in Economics, Business and Management Research 354,
https://doi.org/10.2991/978-94-6463-888-2_97


https://doi.org/10.2991/978-94-6463-888-2_97
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-888-2_97&domain=pdf

The Impact Mechanism of Omnichannel Marketing Integration on ... 1001

a different journey through the brand because of the inconsistency within pricing, deals,
inventories, and service between the different places, leading to a lot of unhappy cus-
tomers. And with more people embracing smart phones, social media, and the Internet
of things, it was time for a more comprehensive strategy. Today’s customers, equipped
with a multitude of devices and platforms, traverse a convoluted landscape of online
and offline channels and expect a shopping experience that is simultaneously conven-
ient and consistent, context-aware and deeply personal. In line with such rising ex-
pectations, the concept of omnichannel marketing has now become a key focus for
companies all around the world. Omnichannel marketing is different from that which
has come before since it aims to create a single and seamless customer experience
throughout all different touch points. This kind of all-encompassing approach
acknowledges that modern consumers don’t see channels as separate entities but as
parts of one brand encounter. The big idea behind Omnichannel marketing is putting
the customer at the center of everything and making sure all channels come together
like parts of an orchestra [2]. The paper will attempt to detail the interactions that occur
when these channels are integrated into an omnichannel strategy, and how they impact
the different areas the overall customer shopping experience [3]. This paper aims to
examine whether a well-executed omnichannel strategy enhances customers’ brand
perceptions, purchase intentions, word-of-mouth, and long-term value.

2 Omnichannel Marketing and Customer Experience Concept
Framework

In order to fully appreciate and understand exactly how integration of omnichannel into
the process can affect customer experience, it is necessary to ground the analysis in an
established theoretical framework. The stimulus-organism-response (S-O-R) model
gives an unusually good point of view from here [4]. And within that system, an inte-
grated omnichannel environment essentially becomes a set of “stimuli”. And those
stimuli are not separate, but rather part of a “gestalt” of consistent brand exposure,
moving seamlessly from channel to channel (like browsing online and picking up the
order in-store), having one unified and shared shopping bag, receiving personalized
promotions when they’re relevant, in the right place, on the right channel and using
fulfillment methods that make it convenient for customers (like “buy online, pick up
in-store” or “ship from store”) [5]. The “organism” is the customer’s internal, per-
ceived and psychological reaction to the stimuli. This forms the core of the experience
at cognitive level: customers perceive that seamlessness and consistency simplify
cognitive processing, making shopping feel natural, effortless, and controllable. From
an emotional standpoint, feelings include satisfaction and joy, stemming from person-
alized and context-aware interactions. Being acknowledged and understood by the
brand creates trust, feelings of contentment, and perhaps even an “in-the-zone” state of
complete involvement in the purchase activity. The “response” is what we can see as a
result of all this happening. These responses are complex and go far beyond just buying
it. Higher purchase frequency, bigger average order sizes, stronger brand loyalty, more
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willingness to give personal info for further tailoring, more good online feedback, and
more people talking and sharing about the brand on their own.

This understanding is further enriched by the Unified Theory of Acceptance and Use
of Technology 2 (UTAUT?2), which is an extension of the original Technology Ac-
ceptance Model (TAM). While TAM emphasizes perceived usefulness and ease of use,
UTAUT?2 brings in further drivers that are particularly relevant to customer contexts
such as omnichannel shopping experiences. UTAUT?2 also includes hedonic motiva-
tion (the pleasure or satisfaction gained from using it), price value (the consumer’s
mental estimate of the value-to-price tradeoff between the channels), and habit (how
much people are inclined to do these things without even thinking about doing them).
An effective omnichannel strategy directly addresses these factors. For instance, cre-
ating a visually appealing and interactive mobile app enhances hedonic motivation.
Giving special deals or showing prices clearly on different channels enhances per-
ceived price value. Above all else, by having such a smooth and pleasurable
cross-channel experience, brands cultivate a habit of engaging with the brand’s inte-
grated ecosystem — turning to the brand to shop becomes a default for the customer. The
synergy among these ideas shows that a good omnichannel strategy is not just about
technology, it creates a seamless, enjoyable, and engaging journey that shapes con-
sumer perceptions and behaviors.

3 Omnichannel Integration Key Dimension

The success of an overall strategy and achieving its benefits depends on the control
over a few key aspects of integration. These dimensions collectively work together to
produce a seamless experience framework for Customers. The most fundamental
dimension is channel transparency. It means that the shopper should be able to clearly,
consistently see what the brand is offering, primarily inventory availability and pricing
information across all channels. Technologically it’s possible because the usage of
advanced real time inventory management systems and API (Application Program-
ming Interface) which ensure that stock levels across warehouses, distribution centers,
and physical stores align as a single source of truth. For the customer, this can eliminate
the great source of frustration for having a product available online but out of stock
in-store or the opposite. This increased transparency brings more certainty into play,
letting the buyer decide based on factual information (like “Only 3 left in stock at your
nearby store”) which adds up to forming a base level of trust by proving the brand can
run things effectively and honestly. This empowerment makes the shopping a more
cognitive experience, and also makes the whole shopping process more controllable by
the customer.

Building on this is the cross-channel service consistency dimension. That way, the
qualitative aspect of how brands interact with our customers is consistently high quality
at all points. It goes beyond just return policies and is about the entire service ecosystem
for example a customer’s interactions with a support agents should all flow seamlessly
regardless of whether they initiate it via web chat, phone call, or in-person with a store
associate. Customers' loyalty status and benefits should be recognized and valid both
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online and offline. Brand voice, branding and problem-solving protocols need to be the
same in order but adaptable for difference quals of channels. An inconsistency in
service results in very harsh friction points that erodes brand equity quickly. A superb
in-store experience can be undone by an awful phone call experience. So, in order to get
service consistency, one needs to break down these internal silos within the organiza-
tion and institute a shared training program for all of the customer facing staff, as well
as utilize a single integrated CRM (Customer Relationship Management) system where
every agent has a complete history of the customers prior interaction regardless of the
channel in which those interactions took place. A company’s message must be con-
sistent in order to cultivate long term brand trust and ensure that the Customer has a
positive emotional connection with the brand.

Third - and potentially the most impactful — is customer data. This is the nerve center
of a modern omnichannel strategy. To be specific, it means collecting and uniting all
kinds of customer data from every corner such as clicking on a brand’s website, using
our mobile app, shopping at stores, interacting with us through social media, and con-
tacting us via the customer service hotline. The main enabling technology here is the
CDP (Customer Data Platform) that creates a single and persistent customer profile of
each person. And that 360-degree view of each customer is what it takes in order to
actually do one-to-one personalization. But there is one challenge: data privacy. Re-
tailers have to navigate complex regulations such as GDPR (General Data Protection
Regulation) and CCPA (California Consumer Privacy Act), making sure that the in-
formation is gathered and used properly and ethically, all the time with the customers’
agreement. When done right, this combination of data lets a brand go beyond broad
categories of people to create customized, predictive ones. This means anticipating a
customer’s needs, offering appropriate product suggestions, fitting the marketing
words to their tastes, making the buying trip feel like it is being made specially for just
them. This high level of personalization makes the customer feel understood and valued
and changes the relationship from being purely transactional to being relational.

Finally, the dimension within integrated marketing communications requires brand
narration and advertising to fit and sound right with each other all around all sorts of
media. And this constitutes the storytelling component of an omnichannel strategy.
This means that a campaign launched on TV must have a cohesive visual identity and
messaging and a clear call to action on social media, in the email newsletters, on the
website’s homepage and in store displays. The promotion is to be coordinated, for
example, a customer might receive an email with an exclusive offer that they can
redeem when they showed a QR code in the shop. This incorporation reduces customer
confusion, strengthens brand recollection and personality. It assures that no matter
where a customer runs into the brand, they're receiving a piece of a bigger, more
comprehensive tale. This is key to building a good brand and making sure the com-
pany’s spending is good, with each channel supporting the other, creating a significant
impact like money in the bank, but a single channel marketing way doesn’t do this. The
result of these intertwined communications is a brand that is more present, real, and
united in consumers’ minds.
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4 Impact of Omnichannel Integration on Customers Shopping
Experience: An Empirical Perspective

The theoretical framework and the concept dimensions that have been explained so far
become clearer from an empirical perspective. The following tables present data that
illustrates the observable changes that happens when using an omnichannel integration.
It shows the impact on the key parts of the custom's buying experience.

Table 1. Correlation between Omnichannel Integration Level and Customer Experience Met-
rics.

. Customer Effort Customer Satisfac-
Level of Omni- Net Promoter .
channel Integration Score (1-5, 1=Very Score (NPS) tion (CSAT) Score

& Low Effort) (1-5)
Low (Siloed Chan- 42 15 23
nels)
Moderate (Some
Cross-Channel 3.1 20 3.7
Coordination)
High (Seamlessly
1.8 55 4.6

Integrated Channels)

As shown in Table 1, there is a strong positive correlation between the degree of
omnichannel integration and important customer experience measures. As organiza-
tions have moved away from their siloed, multichannel operations and started to
adopted highly integrated omnichannel strategy, the Customer Effort Score has
dropped from 4.2 to 1.8. This drastic change in the score is a direct result of the cus-
tomers having a much perceived lower 'ease of use' as indicated by TAM/UTAUT2,
making it so the customer finds it now much easier to interact with the brand and
complete their shopping goals. At the same time, NPS, an indicator of customer loyalty,
has improved dramatically, increasing from a negative number to a strong 55. It shows
that the effortless experience turns detractors into promoters. Similarly, it’s the CSAT
score that shoots up with high degree of integration. These results give a lot of support
to the idea that having a smooth, joined-up, and low-effort experience is what makes
customers happy and want to keep coming back. In connection with the reduction of the
cognitive loads and frictions which are the immediate results of good channel integra-
tion seems a key mediating factor here and confirms the "Stimulus -> Organism (pos-
itive cognitive/affective processing)-> Response (Satisfaction/Loyalty)" pathway.
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Table 2. Influence of Integrated Customer Data on Personalization and Purchase Intention.

Use of Integrated Perceived Personal- Average Order Purchase Con-
Customer Data ization Score (1-5) Value (AOV) version Rate

No Integrated Data
. 1.5 55 1.5%

(Generic Offers) $ ’

Partially Integrated

Data (Segmented 3.2 $78 3.2%

Campaigns)

Fully Integrated
Data (Real-time 4.8 $112 5.8%
Personalization)

Table 2 points out the great impact of integrated customer data—the core driver of
personalization—on purchasing behavior: When customer data is not integrated,
marketing messages are highly generic, and the perception of personalization is ex-
tremely low (1.5), resulting in a moderate AOV and low conversion. As retailers utilize
the fully integrated data provided by a CDP (Customer Data Platform) to drive re-
al-time, one-to-one personalization, the “personalization score” rises to 4.8. The feeling
of heightened personalization is associated with positive affect in the “organism” stage
according to the S-O-R model, giving rise to feelings of being known and valued.
Positive affective response directly produces the corresponding behavior 'response' of
greater spending, AOV nearly doubling and the conversion rate almost quadrupling in
comparison to non-integration. This data shows that CDPs and other data integration
technologies deliver tangible benefits. It provides evidence that personalization ena-
bled by data integration isn’t just a “nice to have” feature but a strong approach to
increase customer value and drive sales by making the shopping experience more
engaging and appealing.

Table 3. Impact of Cross-Channel Service Consistency on Customer Satisfaction.

Customer Satisfac- Likelihood to Brand Trust

1 ti ith Ret
Scenario ion with Return Shop Again (1-5) Score (1-5)

Process (1-5)

Inconsistent Policy
(Online Purchase
Cannot Be Returned
In-Store)

1.8 2.1 23

Partially Consistent 3.5 3.8 3.9
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Customer Satisfac-
Scenario tion with Return
Process (1-5)

Likelihood to Brand Trust
Shop Again (1-5) Score (1-5)

Policy (In-Store Credit
for Online Returns)

Fully Consistent Pol-
icy (Seamless In-Store
Returns for Online
Purchases)

4.9 4.7 4.8

The significance of cross-channel service consistency is highlighted through the
product returning procedures in Table 3, being a key moment of truth for customers.
When return policies are inconsistent, clear friction emerges: customers are very un-
happy, their satisfaction drops to 1.8. This will have devastating effects on their future
purchasing intentions, because they’ll have 2.3 levels of trust in your brand, which is
really bad. If you’re just partially consistent, it gets better. However, fully consistent
policies—a clear indication of proper omnichannel integration—achieve the highest
scores across all metrics. For a smooth return process, it produces near-perfect satis-
faction (4.9) and it greatly increases the likelihood of repeat purchases and strengthens
brand trust. It emphasizes that the post-purchase experience is equally important as
pre-purchase and purchase experiences in shaping the customer perception. Con-
sistency in service is a strong hygiene factor, without consistency there would be great
dissatisfaction, with it there is a foundation of reliability and trust that reinforce the
brand promise and foster long-term customer relationships. It builds the affective
component of the customer experience, which leads to more conative loyalty.

Table 4. Comparative Analysis of Customer Loyalty in Omnichannel vs. Multichannel Envi-

ronments.
Repeat Purchase Customer Advocacy Rate
Customer Segment Rate (within 6 Lifetime Value (Referrals per
months) (CLV) Customer per Year)
Multichannel Cus-
t Use Multi-
omers (Use Multi 35% $280 0.2

ple, Siloed Chan-
nels)

Omnichannel Cus-
tomers (Engage with 65% $550 1.5
Integrated Channels)
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Fourthly, Table 4 offers a clear high-level comparison of customer loyalty over the
long term, comparing those who experience a brand’s fragmented, multichannel of-
ferings vs. those who benefit from an integrated, omnichannel ecosystem experience.
According to the data, this shows that omnichannel customers are significantly more
loyal and valuable. Their repeat purchase rate is much higher (65% vs 35%), showing
far greater loyalty from behavior. This increase in purchase frequency, in addition to
the higher AOV from Table 2, leads to a nearly doubled CLV for omnichannel cus-
tomers in comparison to multichannel customers Furthermore, omnichannel customers
become active brand ambassadors instead of passive customers. Their advocacy rate is
more than 7 times, meaning that the superior, seamless experience will make them
share positive experiences through word-of-mouth and referrals. This reflects the final
"Response” in the S-O-R framework: not merely a transaction, but true loyalty, re-
flected through enduring patronage and word of mouth marketing. This data is a
business case in favor of an omnichannel transformation, one which creates a cycle of a
better experience, more loyalty and growth from customers.

5 Conclusion

A move from a multichannel model to one predicated on omnichannel represents more
than just a shift in retail practices— it means rethinking where a customer stands among
us. This kind of integration has an impact on customers' shopping experience, and the
effect itself is both great and various. As this paper has argued and the data illustrates, a
channel-transparent, seamless omnichannel offering, characterized by cross-channel
service delivery, smart integration of customer data, and coordinated marketing
communications, offers a powerful driving force for improving the customer’s cogni-
tive, emotional, and behavioral responses throughout the customer journey. Reduction
of customer effort, creation of a sense of personalization and value generation as well
as the development of trust by means of consistency will contribute to the development
of a better shopping experience that is not limited to a specific channel. The tangible
outcomes of this improved experience go past just momentary customer satisfaction,
these include visible and calculable business results like greater customer satisfaction,
loyalty, and active advocacy.

And the managerial implications one can draw from these findings are also clear and
urgent. Top leaders have to be champions of a top-down vision of omnichannel
transformation involving the breaking down of entrenched organizational silos between
e-commerce, marketing, and store operations teams. Putting investment into funda-
mental technologies, Customer Data Platforms (CDPs), and real-time stock control
systems isn't optional, as it's a must if you want to compete. Second, companies will
need to meticulously map out the whole customer experience end to end, looking for
and fixing any friction points and always asking themselves how each step fits with the
rest. It calls for relentless customer focus where every worker understands their roles in
making an excellent experience. However, it is more conceptual and uses limited
empirical data, so limitations do exist. It gives a framework rather than an empirical
truth. Therefore, it is necessary to verify the framework through strict empirical means
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in the future. Longitudinal studies following groups of customers, along with the
businesses’ development of omnichannel capabilities, would produce very useful
information about the causal connection between any given efforts at integrating and
long client lifetime value. Cross cultural studies would look at how people around the
world expect the omnichannel retailing experience to be. And research on new tech-
nologies like AR for virtual try-ons, loT for automating personalized in-stores, etc. will
also be needed. As the retail scene keeps on evolving constantly, having a profound and
nuanced understanding of the omnichannel customer will remain the foundation of
success and key to building brands that not only survive but thrive.
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