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ABSTRACT

Purpose: The purpose of this paper is to investigate the future of Omni-channel marketing by examining the
integration of online and offline data for eliciting better customer insights. This study aims to illuminate the synergies
generated from blending various channels and their implications for optimizing marketing strategies, improving

customer experiences, and responding to evolving consumer behavior in a rapidly digitizing marketplace.

Design/methodology/approach: To achieve these objectives, a mixed-methods approach was employed. The study
utilizes qualitative case studies, such as the examination of frameworks across different sectors, including retail
environments, and e-commerce sectors to gather rich data on best practices and innovative strategies in Omni-
channel marketing. Quantitative analysis was also performed using statistical modeling techniques to assess the
influence of integrated marketing approaches on consumer decision-making and sales performance. Notably,
literature from various research streams, including marketing science, distribution management, and empirical

consumer behavior studies, informs the analysis.

Findings: The findings underscore the critical role of integrated channel strategies in enhancing consumer insights
and driving customer engagement. Research reveals that Omni-channel marketing significantly improves visibility,
coherence, and interaction across touchpoints, thereby facilitating tailored marketing efforts. Noteworthy synergies
arise from effectively integrating customer data, leading to enhanced targeting, personalized communications, and
ultimately more effective sales conversions. However, challenges remain, including technological integration and the

necessity of a coherent Omni-channel framework.

Practical implications: For practitioners, this paper suggests that adopting a comprehensive Omni-channel strategy
is vital for adapting to current market trends. Businesses must prioritize investments in technology that facilitate

robust data integration and analytics capabilities. By aligning online and offline marketing efforts, firms can foster
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seamless consumer experiences, utilize customer data effectively, enhance loyalty, and maximize competitive

advantage.

Originality/value: This paper contributes original insights by providing a cohesive understanding of the future
landscape of Omni-channel marketing. By synthesizing existing literature and empirical findings, this study
emphasizes the potential of integrated strategies and their implications for achieving a deeper understanding of
customer behaviour across digital and physical environments. Keywords: Omni-channel marketing, customer

insights, data integration, consumer behaviour, marketing strategy, retail management. Paper type: Research paper.
A. INTRODUCTION

A.i Background factors necessitating the project

1. SITUATIONAL ANALYSIS

The evolution of Omni-channel marketing has emerged as a critical response to changing consumer behaviours, where
customers increasingly expect a seamless shopping experience across both online and offline channels. The integration
of these channels is essential for retailers to meet the demand for convenience and flexibility in shopping. Current
trends indicate that consumers prefer engaging with brands through multiple platforms, including physical stores,
mobile applications, and social media, highlighting the need for retailers to adopt comprehensive omni-channel
strategies (Othman & Zeebaree, 2025).

Additionally, the rise of e-commerce has led to a significant increase in online sales, which has also resulted in higher
return rates compared to traditional retail (Bernon et al., 2016). This situation necessitates effective returns
management strategies that account for the complexities of omni-channel operations, including the synchronization of
inventories and the management of customer interactions across various platforms (Sarim Nadeem, 2024). Retailers
face challenges such as technological investments, channel conflicts, and the integration of legacy systems, which
complicate their efforts to provide a cohesive customer experience (Linda Staflund, Malin Kersmark, 2015) (Bernon et
al., 2016).

2. LITERATURE REVIEW

Omni-channel marketing is an evolving field that seeks to provide a seamless customer experience by integrating
various online and offline channels. This literature review synthesizes insights from recent studies on the integration of

these channels, focusing on customer engagement, data utilization, and strategic implications.
2.1 Understanding Omni-Channel Marketing:

Omni-channel marketing refers to the strategy of creating a cohesive customer experience across multiple platforms,
including physical stores, online platforms, and mobile applications. This approach addresses the changing consumer
behavior that favours convenience and flexibility in shopping experiences. The integration of online and offline
channels is essential for enhancing customer satisfaction and operational efficiency, thereby driving loyalty and

revenue generation (Othman & Zeebaree, 2025).

2.2 Impact of Omni-Channel Strategies on Customer Engagement:
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Research indicates that effective omni-channel strategies significantly enhance customer engagement by breaking
down silos between different communication channels. A study highlighted the importance of channel and message
unity in fostering consumer engagement, suggesting that a harmonious approach across various touchpoints can lead to
improved profitability (Manser Payne et al., 2017). Furthermore, the buy-online-pickup-in-store (BOPS) model has
been recognized as a critical initiative that positively influences both online and offline purchase behaviors,

demonstrating the necessity of integrating offline store characteristics with online strategies (Song et al., 2020).
2.3 Data Integration for Enhanced Customer Insights:

Integrating online and offline data is crucial for gaining better customer insights. A proposed Al-driven framework
utilizes big data analytics and advanced techniques to optimize omni-channel marketing effectiveness. This framework
not only combines diverse data sources but also employs sophisticated algorithms for analysis, leading to significant
improvements in sales revenue and marketing return on investment (ROI) (Si et al., 2025). The ability to leverage real-

time data enhances decision-making processes, allowing retailers to tailor their marketing strategies more effectively.
2.4 The Role of Customer Experience Consistency:

Customer experience consistency across channels is vital for fostering loyalty. Research shows that customers prefer
consistent experiences between online and offline channels, which can significantly enhance satisfaction levels and
repurchase intentions (Gao & Fan, 2021). This highlights the need for brands to carefully manage their omni-channel

offerings to ensure a cohesive customer journey.
2.5 Challenges in Implementing Omni-Channel Strategies:

While the benefits of omni-channel marketing are substantial, challenges remain in its implementation. Issues such as
data synchronization, legacy system compatibility, and channel conflicts can hinder the effectiveness of integrated
strategies (Othman & Zeebaree, 2025). Moreover, high implementation costs and technological complexities pose
significant barriers for retailers seeking to adopt these strategies (Othman & Zeebaree, 2025). Addressing these
challenges through innovative technologies like artificial intelligence (Al) and the Internet of Things (loT) is essential

for achieving seamless integration (Othman & Zeebaree, 2025).
2.6 ldentified Gaps in Omni-Channel Marketing Research:

e Limited Empirical Studies
Despite the growing interest in omni-channel marketing, there is a notable lack of empirical research that fully
comprehends the emerging landscape. This gap highlights the need for more comprehensive studies that can
explore the nuances of omni-channel dynamics, especially in business-to-business (B2B) contexts (Hayes &
Kelliher, 2022).

e Consumer Behavior Insights
While existing literature discusses the integration of online and offline channels, there is insufficient
exploration into how specific consumer behaviors, such as loyalty and preferences, evolve within these
integrated frameworks. Understanding these dynamics is critical for developing effective omni-channel
strategies (Cheng et al., 2023).
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e Technological Adaptability
Future research should also focus on the adaptability of omni-channel marketing frameworks to emerging
technologies such as augmented reality and blockchain. These technologies could further enhance customer
insights and operational efficiencies but are not yet widely addressed in current studies (Othman & Zeebaree,
2025) (Hayes & Kelliher, 2022).

e Privacy Concerns
As businesses increasingly rely on data-driven strategies, addressing privacy concerns related to data
collection and utilization becomes paramount. This aspect remains underexplored in the current literature,

indicating a significant area for future inquiry (Si et al., 2025) (Othman & Zeebaree, 2025).
2.7 Future Directions for Research:

The literature suggests several areas for future research, including the exploration of augmented reality, blockchain
applications, and cross-cultural studies in omni-channel marketing (Othman & Zeebaree, 2025). These emerging
technologies could further enhance the integration of online and offline data, providing deeper insights into customer
behavior and preferences.

Conclusion

The future of omni-channel marketing hinges on the successful integration of online and offline data to deliver
enriched customer experiences and actionable insights. While businesses have made significant strides in unifying
their touchpoints, ongoing challenges related to technology, privacy, and consumer behavior analysis persist.
Addressing these challenges through innovative research and adaptive strategies will ensure omni-channel marketing

continues to evolve in alignment with consumer expectations and technological advancements.
3. EXPLORATORY RESEARCH ON OMNI-CHANNEL MARKETING

Exploratory research in the realm of omni-channel marketing has been addressed through various methods, including
experience surveys, case studies, and secondary data analysis. The following sections summarize relevant findings

from the provided abstracts.
3.1 Case Studies and Empirical Research:

e Buy-Online-Pickup-In-Store (BOPS) Analysis:

One study investigated the impact of the BOPS service on customer purchasing behavior by analyzing 25,724
BOPS instances used by 16,202 unique customers. The research utilized a combination of propensity score
matching and difference-in-difference (DID) methodologies to assess the effects of BOPS on both online and
offline purchase frequencies and amounts. This empirical research highlighted the significant positive effects
of BOPS usage, indicating that offline store characteristics moderated these influences, thus providing
valuable insights into customer behavior and omni-channel strategies (Song et al., 2020).

The buy-online-and-pickup-in-store (BOPS) service has been widely treated by retailers as an important omni-
channel initiative. However, few studies have attempted to quantify the impact of BOPS usage on subsequent

purchase behaviours or examine the critical roles of offline stores in the value generation of BOPS. Thus,
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through 25,724 BOPS instances used by 16,202 unique customers via a hybrid retailer, this study investigated
the impact of customers’ BOPS usage on their online and offline purchase frequency and purchase amount.
The moderating effect of offline store factors was investigated based on data from a focal retailer consisting of
110 stores in four cities. Using a combination of propensity score matching and difference-in-difference (DID)
identification, our research found the significant positive effects of BOPS usage on offline purchase frequency
and online purchase amount. We also found nuanced moderating effects of offline store characteristics (i.e.,
store density, product variety, and competition intensity) in the influence of BOPS usage on purchase
behaviours. Our study thus generates important theoretical and practical implications for omni-channel
operations.

GlobalMart Case Study:

Another study presented a case study involving GlobalMart, which showcased the application of an innovative
Al-driven framework for evaluating and optimizing omni-channel marketing effectiveness. This research
included controlled experiments that demonstrated substantial improvements in key performance indicators,
such as a 23.7% increase in sales revenue and a 27.6% boost in marketing ROI. The findings from this case
study underscore the importance of integrating advanced technologies in omni-channel strategies (Si et al.,
2025).

3.2 Experience Surveys and Consumer Insights:

Customer Experience Surveys:

Conducting surveys from 40 — 60 respondents can provide valuable insights into customer preferences and
experiences across different channels. Research indicates that customers prefer consistent experiences between
online and offline channels, which can be explored through qualitative methods

Understanding Customer Preferences:

A study focusing on effective omni-channel strategies highlighted the need for accessibility and inclusivity in
marketing approaches. By analyzing existing literature and empirical research, it emphasized that catering to
diverse customer demographics enhances customer experience. This exploration into consumer behavior
further supports the development of omni-channel marketing strategies that prioritize customer satisfaction
(Redimano et al., 2024).

3.3 Key Findings from Secondary sources

Impact of Buy-Online-Pickup-In-Store (BOPS) Services::

A study investigated the effects of the BOPS service, revealing that its usage significantly boosts both offline
purchase frequency and online purchase amounts. This suggests that integrating online shopping with offline
fulfillment can enhance overall customer engagement and sales performance (Song et al., 2020).

Al-Driven Framework for Marketing Optimization:

Another study proposed an innovative Al-driven framework that leverages big data analytics and advanced
techniques such as reinforcement learning and graph neural networks. This framework aims to optimize omni-
channel marketing effectiveness by integrating diverse data sources and improving key performance.

Integrated Marketing Communications (IMC) Framework:
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Research into integrated marketing communications (IMC) emphasizes the importance of understanding how
various customer touchpoints impact consumer engagement and profitability in an omni-channel environment.
The findings indicate a need for further research into the operationalization of consumer-brand engagement
across different channels (Manser Payne et al., 2017)
An exploration of multi-channel strategies highlights the necessity of seamless integration between online and
offline channels to provide a cohesive shopping experience. This integration not only increases accessibility
but also enhances service quality, customer loyalty, and overall sales (Sarim Nadeem, 2024
The implementation of omni-channel strategies faces challenges like data synchronization and legacy system
compatibility. However, emerging technologies such as loT and predictive analytics are crucial for
overcoming these hurdles, enabling real-time data integration and personalized marketing approaches
(Othman & Zeebaree, 2025)
e Customer Loyalty through Multi-Channel Integration:
Research focusing on multi-channel integration (MCI) found that it positively affects both online and offline
customer loyalty through improved customer satisfaction. This highlights the importance of aligning online
and offline offers to enhance customer retention (Frasquet & Miquel, 2017)
e Consumer Behavior Insights:

A study examining online-offline channel integration (OOCI) revealed that customer perceptions regarding the
usefulness and risks associated with online channels significantly influence their loyalty. This underscores the
need for retailers to manage perceptions effectively to foster loyalty in omni-channel environments (Ma et al.,
2022).

Conclusion:

The future of omni-channel marketing hinges on effectively integrating online and offline data to gain deeper

customer insights. The findings from recent studies underscore the importance of leveraging advanced technologies,

understanding consumer behavior, and ensuring consistency across channels to enhance customer experiences and

drive loyalty. As retailers navigate this complex landscape, ongoing research will be essential to address challenges

and explore innovative strategies in omni-channel marketing.

A.ii Further Explanation if required of Research Topic

Omni-channel marketing is evolving rapidly as businesses seek to create seamless customer experiences by integrating
online and offline channels. This approach not only enhances customer engagement but also provides valuable insights

that can drive strategic decision-making.
1. OMNI-CHANNEL MARKETING

Omni-channel marketing refers to the integration of various retail channels—both digital and physical—to deliver a
cohesive shopping experience. This integration allows customers to interact with brands through multiple touchpoints,
including websites, social media, and brick-and-mortar stores. The goal is to provide a unified experience that

enhances customer satisfaction and loyalty.
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2. IMPORTANCE OF DATA INTEGRATION

The integration of online and offline data is crucial for gaining comprehensive insights into customer behavior. By

analyzing data from various sources, retailers can better understand how consumers interact with their brand across

channels. This understanding is essential for optimizing marketing strategies and improving overall performance.

Customer Insights: The combination of online and offline data enables retailers to develop a more nuanced
understanding of customer preferences and behaviors. For instance, integrating data from online purchases
with in-store visits can reveal patterns in shopping habits that inform targeted marketing efforts.

Enhanced Customer Engagement: Effective omni-channel strategies can increase customer engagement
significantly. Research indicates that businesses utilizing integrated marketing communications (IMC)
frameworks can enhance consumer engagement and profitability by leveraging diverse customer touchpoints
(Manser Payne et al., 2017). This means that understanding how different channels interact can lead to more
effective marketing campaigns.

Operational Efficiency: The merging of online and offline channels not only improves customer experience
but also enhances operational efficiency. For example, implementing systems like click-and-collect allows
customers to purchase items online and pick them up in-store, streamlining the shopping process and

increasing sales opportunities (Othman & Zeebaree, 2025).

3. Challenges and Considerations

While the benefits are clear, integrating online and offline data comes with challenges:

Data Synchronization: Ensuring that data from various channels is synchronized in real-time is critical for
delivering relevant marketing messages. Technologies such as artificial intelligence (Al) and big data analytics
are essential for overcoming these challenges by enabling predictive analytics and personalized marketing
(Othman & Zeebaree, 2025).

Privacy Concerns: As businesses leverage more data to enhance customer insights, they must also navigate
privacy concerns. Future research should address how retailers can balance data utilization with customer
privacy (Si et al., 2025).

4. Ethical Considerations in Omni-Channel Marketing

This integration raises several ethical considerations that marketers must address to ensure responsible practices.

Data Privacy and Security

With the collection of vast amounts of customer data from multiple channels, ensuring data privacy is
paramount. Customers are increasingly concerned about how their personal information is being used and
shared. Retailers must implement robust security measures to protect sensitive data from breaches and
unauthorized access. This concern is especially relevant given that omni-channel strategies often involve big
data analytics and advanced technologies like Al and 10T, which can amplify the risks associated with data
misuse (Si et al., 2025).
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Transparency in Data Usage

Consumers expect transparency regarding how their data is collected, stored, and utilized. Ethical omni-
channel marketing should include clear communication about data practices, allowing customers to understand
what data is being gathered and for what purposes. This transparency can foster trust and enhance customer
loyalty, as customers are more likely to engage with brands that respect their privacy (Si et al., 2025).

Consent and Control

Obtaining explicit consent from customers before collecting or using their data is vital. Marketers should
provide customers with options to control their data preferences, including the ability to opt-out of data
collection or targeted marketing efforts. This aligns with ethical marketing practices that prioritize consumer
autonomy and informed decision-making (Manser Payne et al., 2017) (Si et al., 2025).

Avoiding Manipulative Practices

As omni-channel marketing strategies evolve, there is a risk of employing manipulative tactics that exploit
consumer behavior. Ethical considerations dictate that marketers should avoid using data insights to create
overly aggressive or misleading marketing campaigns that may misrepresent products or services. Instead, the
focus should be on providing genuine value and enhancing the customer experience (Si et al., 2025).

Equity in Access

The integration of online and offline channels should not create disparities in access to services or products.
Ethical omni-channel marketing requires that all customer segments, regardless of their technological
proficiency or access to digital platforms, receive equitable treatment. This consideration is crucial in ensuring
that omni-channel strategies do not inadvertently marginalize certain groups of consumers (Sarim Nadeem,
2024)

4. Future Directions

The future of omni-channel marketing lies in continued innovation and adaptation. Retailers should focus on:

Leveraging Emerging Technologies: Exploring advanced technologies like augmented reality and
blockchain can further enhance the omni-channel experience by providing customers with richer interactions
(Othman & Zeebaree, 2025).

Understanding Consumer Behavior: Ongoing research into consumer behavior in an omni-channel context
will help businesses refine their strategies. For instance, understanding the relationship between online-offline
channel integration (OOCI) and customer loyalty can provide insights that drive engagement (Ma et al., 2022)
Developing Comprehensive Frameworks: The creation of robust frameworks that integrate various aspects
of omni-channel marketing will be essential for guiding future research and practical applications (Manser
Payne et al., 2017)

In conclusion, the integration of online and offline data in omni-channel marketing presents a significant opportunity

for retailers to enhance customer insights, improve engagement, and drive sales. As technology evolves, the focus will

be on overcoming existing challenges while embracing innovative solutions to meet changing consumer expectations.
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FOUR PILLARS OF OMNI-CHANNEL RETAIL: The four key pillars that define the foundation of successful

omni-channel retail strategies

Commerce

everywhere Convenience

Omnichannel
retail

Personalization Sustainability

Fig.3: Omni-channel Retail — Core Components

A.iii Research Questions and Hypotheses

1. GENERAL RESEARCH QUESTIONS

GRQ1: How familiar are professionals and consumers with the concept of omni-channel marketing?

— Ql& Q2
e Q1. What is your current occupation

e Q2. How familiar are you with the concept of Omni-Channel marketing?

GRQ2: How important is integrating online and offline customer data for enhancing customer insights?

— [ 03,012, Q15

e Q3. 0n ascale of 1to 5, how important do you think integrating online and offline data is for creating better

customer insights?
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e Q12. How important is it for you as a customer that a brand remembers your preferences from both online and

offline interactions?

e Q15. How do you see the role of customer data evolving in omni-channel marketing over the next five years?

GRQ3: How do consumers perceive the convenience and trust of online Vs offline marketing channels?

— Q4, Q5, Q8, Q11
e Q4. Which marketing channel do you find more trustworthy?
e Q5. How do you feel when a brand offers a good experience between online and offline interactions?
e Q8. Which of the following do you find more convenient when shopping?

e Q11. What makes you feel more connected to a brand or product?

GRQ4: What are the perceived benefits and challenges of omni-channel marketing for businesses?

— 4 Q9, Q10, Q13, Q16
e Q9. What challenges do you face as a business owner when integrating online and offline data?
e Q10. What technologies do you believe will play a major role?
e Q13. In your opinion, what is the biggest advantage of a brand using omni-channel marketing?

e Q16. What are the biggest opportunities for businesses?

2. SPECIFIC RESEARCH QUESTIONS (HYPOTHESES)

H1: Integration of online and offline customer data significantly enhances the accuracy of customer behaviour

predictions.

— M Q3,Q12, Q15

e Q3. 0On ascale of 1to 5, how important do you think integrating online and offline data is for creating better

customer insights?

e Q12. How important is it for you as a customer that a brand remembers your preferences from both online and

offline interactions?

e (Q15. How do you see the role of customer data evolving in omni-channel marketing over the next five years?
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H2: Personalized marketing strategies derived from integrated data lead to higher customer engagement levels.

— Q6, Q13, Q14
e Q6. Which of the following factors makes you more likely to engage with a brand?
e Q13. What is the biggest advantage of a brand using omni-channel marketing?
e Q14. How would your loyalty to a brand change if brand connects both online and offline marketing?

H3: Businesses that implement omni-channel strategies with data synchronization experience improved

customer retention.

— Q5, Q7,0Q11, Q14
e Q5. Good experience between online and offline
e Q7. Influence of offline marketing on online purchase
e Q11. Feeling connected to brand
e Q14. Change in loyalty

H4: Effective data integration contributes positively to operational efficiency in omni-channel retail.
— Q8, Q9, Q10, Q16

e Q8. Which of the following do you find more convenient when shopping?
e Q9. What challenges do you face as a business owner when integrating online and offline data?
e Q10. What technologies do you believe will play a major role?
e Q16. What are the biggest opportunities for businesses?
3. EXPECTED RELATIONSHIPS BETWEEN VARIABLES (WITH TYPE OF RELATIONSHIP)

TABLE:1

Integration of online and | Accuracy of customer | Positive More data points and cross-
offline data behavior predictions channel tracking improve
accuracy in understanding

customer behavior.

Personalized  marketing | Customer engagement Positive Personalized content is more

(via integrated data) relevant, driving higher

engagement across channels.
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Omni-channel  strategy | Customer retention / | Positive A consistent and seamless
with data synchronization | Brand loyalty experience builds trust and

encourages repeat

interactions.

Effective integration of | Operational efficiency | Mixed While integration typically
customer data and omni- | & customer | (mainly improves efficiency,
channel tech convenience positive) challenges like data silos or

privacy issues may arise.

4. EXPANDED LOGIC CONNECTING GENERAL RESEARCH QUESTIONS WITH HYPOTHESES
¢ General Research Question 1:
How familiar are professionals and consumers with the concept of omni-channel marketing?
e Connection to Hypotheses:
o Understanding user familiarity (Q2) helps justify the relevance of hypotheses like H1 & H2.

o If users are already aware of omni-channel strategies, the study can logically explore advanced effects
like personalized marketing outcomes.

o Conversely, low awareness highlights a gap and supports the need to examine its benefits (H1-H3) to

increase adoption.
¢ General Research Question 2:
How important is integrating online and offline data for enhancing customer insights?
e Connection to Hypotheses:
o This directly leads to H1 and H2.

o You are investigating whether integration of multi-channel data (online + offline) results in better

behavioural insights (H1) and engagement through personalization (H2).

o Importance ratings (Q3, Q12, Q15) provide quantitative evidence to support or reject the claims in

these hypotheses.
¢ General Research Question 3:
How do consumers perceive the convenience and trust of online vs offline marketing channels?
e Connection to Hypotheses:

o Links closely with H3 and partially H4.
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o If customers prefer a seamless experience across channels, and feel connected when data syncs

properly, it supports H3 — that synchronization enhances loyalty.

o Exploring Q4, Q5, Q8, and Q11 helps you understand how trust, satisfaction, and convenience

influence retention.
¢ General Research Question 4:
What are the perceived benefits and challenges of omni-channel marketing for businesses?
o Connection to Hypotheses:
o Naturally progresses to H4.

o Questions about technical infrastructure, synchronization issues, and emerging tech (Q9, Q10, Q16)

examine how businesses can gain efficiency or face setbacks.

o Supports hypothesis that integration leads to operational improvement, but results may be mixed due

to barriers like privacy and cost.

A.iv Research objectives

1. DERIVED FROM THE RESEARCH QUESTIONS OR HYPOTHESES
Based on the formulated research questions and hypotheses, the following research objectives have been derived:

1. To assess the level of awareness and familiarity with omni-channel marketing among consumers and

professionals.
2. To evaluate the perceived importance of integrating online and offline data in generating customer insights.
3. To investigate the relationship between integrated data and the accuracy of customer behavior predictions.

4. To determine the impact of data-driven personalized marketing on customer engagement across different

channels.
5. To analyze how omni-channel integration influences customer loyalty and satisfaction.
6. To identify the key opportunities and challenges businesses face while adopting omni-channel strategies.
7. To examine how integrated marketing affects operational efficiency and customer convenience.
8. To explore the future role of technologies like Al, ML, 10T, and CDPs in omni-channel marketing.
2. EXPLAIN THE PURPOSE OF THE RESEARCH IN MEASURABLE TERMS
The purpose of this research is to measure and evaluate:

e The impact of integrating online and offline data on the quality of customer insights.
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e The extent to which omni-channel strategies enhance customer engagement (measurable via customer

satisfaction surveys and engagement rates).

e The relationship between integrated marketing efforts and sales performance (quantifiable through sales

conversion metrics).

e The influence of store characteristics and consistency of experience across channels on customer loyalty and
brand trust.

Measurable terms:

e Increase in customer insight accuracy (% improvement).

e Change in customer engagement score (pre/post integration).

e Increase in conversion rates or ROI linked to omni-channel efforts.

e Improved customer satisfaction scores from online-offline synergy.
3. DEFINE STANDARDS OF WHAT THE RESEARCH SHOULD ACCOMPLISH
The research should accomplish the following standards of performance:

o Empirical Validation: Quantify the effect of integrated data on marketing outcomes using reliable statistical

tools.

e Strategic Clarity: Identify best practices and strategic insights from real-world retail and e-commerce case

studies.

e Model Development: Develop or validate conceptual models that link data integration to enhanced marketing

effectiveness.

e Technology Assessment: Identify key enabling technologies (Al, CDPs, DMPs, 10T) and evaluate their role

in future strategies.

e Managerial Insight: Provide actionable recommendations that are applicable across sectors and scalable by

businesses of different sizes.
Each of these standards ensures academic rigor and practical utility for business professionals.
4. HOW THE RESEARCH WILL AID MANAGEMENT DECISION-MAKING
This research provides critical insights that will help managers:

e Strategically invest in the right technologies (Al, CDPs, data analytics tools) for future-ready marketing

strategies.

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM49094 | Page 15


http://www.ijsrem.com/

_"l . A
‘:‘I-JSRE‘:R{'
% ... 27 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 09 Issue: 05 | May - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

o Align operations by creating seamless customer experiences across digital and physical touchpoints, leading

to increased loyalty.
o Enhance personalization, helping in more targeted campaigns that improve ROl and customer retention.

e Overcome integration challenges by understanding common pitfalls and mitigation strategies identified
through qualitative and quantitative analysis.

o Identify growth opportunities by capitalizing on the synergies of omni-channel practices such as click-and-

collect, unified messaging, and loyalty programs.
Managerial Impact Summary:

The findings will guide business leaders in making data-backed decisions related to marketing budgets, technology
adoption, customer experience design, and cross-department collaboration to achieve competitive advantage.

B. RESEARCH DESIGN AND METHODOLOGY

B. i Type(s) of research design used and why chosen.

1. EXPLORATORY RESEARCH DESIGN
e  Why Used:

This design is used to explore new dimensions and emerging trends in omni-channel marketing, particularly

the integration of online and offline data.

e Purpose:
To gain initial insights into how omni-channel strategies are being implemented, what technologies are being

used, and what challenges businesses face.
e Application in Your Study:

This is evident through the use of qualitative case studies from different sectors (e.g., retail and e-commerce),

which help in identifying best practices, innovative strategies, and conceptual frameworks.

2. DESCRIPTIVE RESEARCH DESIGN
e Why Used:

To describe the current state of omni-channel marketing practices and consumer behavior in a structured and
measurable way.

e Purpose:
To profile respondents (e.g., professionals, customers), measure their attitudes (e.g., satisfaction,
convenience), and capture how businesses and consumers interact across online and offline platforms.

e Application in Your Study:

This is supported by the structured questionnaire survey and quantitative data collection, aiming to understand

customer preferences, challenges, and satisfaction levels.
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3. CAUSAL RESEARCH DESIGN (LIMITED USE)
e Why Used:

To assess the cause-and-effect relationships between integrated data usage and business outcomes like

customer insights, engagement, and sales performance.

e Purpose:
To determine how and to what extent integrating online and offline data influences customer behavior and

marketing success.
e Application in Your Study:

While not the primary design, it is implied through the use of statistical modeling and hypothesis testing in the
quantitative section to analyze the impact of integration efforts.

B. ii Data collection method/s and forms.

1. DATA COLLECTION METHODS
1.1 Exploratory Research Phase:

Purpose: To gain foundational understanding, define constructs, and identify key themes related to omni-channel
marketing.

o Data Collection Medium (Internet and Self-Administered):

Literature review and case studies information conducted through online academic databases, academic
reports and journals articles. This will provide valuable insights into existing knowledge on omni-channel
marketing.

e Logic of Choosing Internet and Self-Administered Methods:
1. Cost-Effectiveness:

Literature review and online resources are relatively inexpensive waysto gather initial data.
2. Accessibility:

A vast amount of relevant information is readily available online.
3. Scalability:

Self-administered methods can be used to gather data from a wider audience without the need

for extensive interviewer resources (unlike phone interviews).
1.2 Descriptive Research Phase:

Purpose: To describe the current level of awareness, preferences, behaviours, and challenges among consumers

and marketers.
e Data Collection Medium:

Self-Administered Online Surveys: Online surveys distributed through email or relevant online
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platforms will be the primary method for gathering data from a wider sample of consumers.

1.3 Causal Research Phase:

Purpose: To identify causal relationships between variables (e.g., impact of data integration on customer satisfaction
or brand loyalty).

e Data Collection Medium:

The data collection method for the causal phase of the research involves the use of survey data gathered during
the descriptive phase, which is then utilized for statistical analysis. The form of data consists of a cleaned and
coded numerical dataset that is suitable for advanced analysis. Within this dataset, variables are systematically
categorized as dependent, independent, and control to facilitate analysis. The data collection medium includes
statistical tools such as Excel. This tool is employed to perform analysis like Chi-Square test, in order to

identify and understand the causal relationships between the variables.

2. QUESTIONNAIRE: “The Future of Omni-Channel Marketing: Integrating Online and Offline Data for
Better Customer Insights”

Q1.) What is your current occupation?

a. Marketing Professional
b. Business Owner
c. Data Analyst

d. Consumer/Customer

Q2.) How familiar are you with the concept of Omni-Channel marketing?

a. Very familiar
b. Somewhat familiar
c. Slightly familiar

d. Not familiar at all.

Q3.) On ascale of 1 to 5, how important do you think integrating online and offline data is for creating better customer

insights?
Q4.) When making a purchase, which marketing channel do you find more trustworthy?

a. Online (e.g., social media, websites)
b. Offline (e.g., physical stores, print ads)
c. Both equally
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d.

Depends on the product/service

Q5.) How do you feel when a brand offers a good experience between online and offline interactions (like checking

product availability online before visiting a store)?

e o T

Very satisfied
Somewhat satisfied
Neutral

Somewhat dissatisfied
Very dissatisfied

Q6.) Which of the following factors makes you more likely to engage with a brand?

Personalized online offers
In-store exclusive deals

A combination of both

Q7.) Have you ever been influenced by a brand’s offline marketing (like store displays) to later make an online

purchase?

1to 5 (1- never

..... 5- yes frequently)

Q8.) Which of the following do you find more convenient when shopping? (select multiple options)

o o T @

Browsing and purchasing entirely online.
Visiting a store to see the product before buying.
Checking online and then buying in-store.

Exploring in-store and purchasing online later.

Q9.) What challenges do you face as a business owner when integrating online and offline data for marketing? (Select

all that apply)

T o

o

Data privacy concerns

Lack of technical infrastructure
Inconsistent data quality

Lack of expertise

Difficulty in data synchronization

Q10.) What technologies do you believe will play a major role in the future of omni-channel marketing?

a. Artificial Intelligence (Al)
b. Machine Learning (ML)
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¢. Data Management Platforms (DMPs)
d. Customer Data Platforms (CDPs)
e. Internet of Things (1oT)

Q11.) What makes you feel more connected to a brand or product?

Engaging social media presence
Physical store interactions

A balance between both

e o T @

Consistent experience regardless of channel

Q12.) How important is it for you as a customer that a brand remembers your preferences from both online and offline

interactions?

Very important
Somewhat important

Neutral

e o T

Not very important

e. Not important at all

Q13.) In your opinion, what is the biggest advantage of a brand using omni-channel marketing?

a. Personalized customer experience
b. Convenience in shopping

¢. More purchasing options

Q14.) How would your loyalty to a brand change if brand connect both online and offline marketing?

Significantly increase

T o

Somewhat increase
c. Stay the same
d. Somewhat decrease

e. Significantly decrease
Q15.) How do you see the role of customer data evolving in omni-channel marketing over the next five years?

a. It will become more integrated and holistic

b. Privacy concerns will limit data usage
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¢. More focus on real-time data analytics

d. Greater personalization through data insights

16) In your opinion, what are the biggest opportunities for businesses in adopting omni-channel marketing strategies?
3. KINDS OF SCALE USED

The questionnaire in this study uses a combination of nominal, ordinal, interval, and multiple-response scales.
Nominal scales classify respondents by occupation, technology preferences, and brand engagement factors. Ordinal
scales, including Likert-type scale guestions, measure familiarity, satisfaction, and loyalty levels. An interval scale is
used to rate the importance of data integration on a 1-5 scale. Multiple-response questions capture shopping
preferences and integration challenges. This mix of scales supports descriptive and inferential statistical analysis,

aligning with the study’s goal to evaluate the impact of omni-channel marketing strategies.

B.iii Sampling design and plan

1. TARGET POPULATION

The target population for this study includes individuals aged 18 to 50 years who are either consumers, marketing

professionals, business owners, data analysts, nurse, data engineer or students.

This age group represents the digitally active segment that engages across online and offline platforms and is likely to

have relevant insights on omni-channel marketing.
2. SAMPLING FRAME

The sampling frame consists of people accessible through online platforms such as LinkedIn, WhatsApp, and email
who fall within the age bracket of 18 to 50 years.

The researcher focused on urban and semi-urban digital users who are familiar with modern marketing practices and e-

commerce trends.
3. Sample Units Used

The primary sampling units are individual respondents from the target population. These units include students,
marketing professionals, business owners, nurse, data engineer and consumers who responded to the questionnaire.

Sampling method
4. CONVENIENCE SAMPLING

Convenience sampling is a hon-probability sampling method where you recruit participants who are readily available
and easy to access. Easy and quick to implement. You can leverage existing networks of classmates, friends, or online

groups frequented by your target audience.

Cost-effective: Requires minimal resources to reach potential participants.
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5. SAMPLE SIZE

A total of 45 respondents were surveyed. The sample was selected to ensure a diverse representation of age (18-50
years), occupation, and familiarity with omni-channel marketing, which is considered sufficient for preliminary
insights in a master's thesis project.

6. RESPONSE RATE
Out of the 60 individuals approached, 45 completed the survey, resulting in a response rate of 75%.

The high response rate was supported by follow-up reminders and the concise, engaging structure of the questionnaire.

B.iv Fieldwork

1. HOW AND WHERE THE FIELDWORK WAS CONDUCTED

The data were collected during a two-week window in April 2025 using an online self-administered survey created in
Google Forms. The survey link was distributed through professional networks on LinkedIn, WhatsApp groups of
MBA cohorts, and targeted e-mail invitations to marketing professionals and small-business owners. A QR code to the
same link was also share to respondents. Because the questionnaire was hosted entirely online, respondents could
participate from any location; nevertheless, the recruitment channels were chosen to reach urban and semi-urban
residents in India who actively shop both online and in physical stores. Daily monitoring of response counts and
completion times ensured data quality, and gentle reminders were sent after four and eight days to non-responders,

helping achieve the final sample of 45 usable cases.

2. PRE-TESTING PHASE AND ITS CONTRIBUTION

Before launching the main survey, the instrument underwent a pre-test with seven participants—two marketing
professionals, two post graduate students management students, one business owner, and two ordinary consumers—
selected to mirror the eventual sample’s diversity. Each pre-test session combined completion of the questionnaire
with brief cognitive-interview probes (“Tell me what you think this question is asking,” “Was any wording unclear?”).

Feedback revealed three areas for refinement:

e Clarity of terminology — Terms such as “data synchronization” and “cloud IT engineer” were simplified or
briefly defined in parentheses.

e Scale balance — Respondents found the 5 — 1 satisfaction scale (Q5) counter-intuitive, so the anchors were
reversed to the more familiar 1 — 5 progression.

e Survey flow — Some questions were meant only for business owners (like asking about problems they face
with online and offline data). So, skip logic was used — this means that only the people who selected
"Business Owner" would see those specific questions. Others would skip them automatically, so they don’t
have to answer questions that don’t apply to them. This helped make the survey smoother and more

personalized for each respondent.
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Additionally, for people whose job wasn’t listed, there was an “Other” option where they could write their
profession manually, such as “HR” or “Cloud IT Engineer.” This allowed everyone to answer accurately and

comfortably.

Minor wording edits and the scaling change reduced average completion time from 7 minutes in the pilot to just under
5 minutes in the main study and eliminated all instances of missing data in mandatory fields. Consequently, the pre-
test enhanced both respondent comprehension and overall data quality, increasing confidence in the reliability of the

measures used in the main fieldwork.

B. v Dataanalysisand Interpretation

1. DESCRIBE THE DATA PREPARATION AND PROCESSING PROCEDURE

1.1 Data Preparation:

e Data Download:

Upon closing the survey, the data was downloaded from Google Forms and saved to files or further analysis.

1.2 Data Cleaning:

e Missing Values:

Identified and addressed missing values (where respondents skipped questions). This involved:

a.  Removing rows with excessive missing data.

b. Leaving them in the analysis if the number is minimal and unlikely to significantly impact results.

1.3 Data Processing:

o Data Validation: Checked for any errors or inconsistencies in the data after cleaning and transformation. This involved:

a. Looking for outliers or extreme values that could skew the results.

b. Verifying that the coding of categorical variables is accurate and consistent.
2. GENERAL STATISTICAL METHODS USED IN THE DATA ANALYSIS

This analysis would primarily rely on descriptive statistics and data visualization techniques to understand the integration of omni-

channel marketing for better customer insights. Here's a breakdown of the methods:

2.1 Descriptive Statistics:

e Frequencies and Percentages:
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This will reveal how many respondents selected each answer choice for the multiple choice question. This will show the

prevalence of each perceived obstacle.

2.2 Inferential Statistics:

e Chi-Square Test:

This is hypothesis test checks association between two categorical variables and will create a contingency table (cross-tab)
of Occupation Vs Satisfaction Level. Run the Chi-Square Test of Independence to calculate the p-value.

2.2 Data Visualization:

e Bar Charts:

These are ideal for visualizing the frequencies of different answer choices for the multiple-choice question. Bars can be

labelled with the answer choices and their corresponding frequencies or percentages.

e Pie Charts:

While less informative than bar charts for multiple categories, a pie chart could be used to show the overall  distribution.

e Tableau Dashboard Visualization:

Data Visualization through using Tableau Dashboard to present clear, interactive insights on brand

experience, user satisfaction, and loyalty across different professional groups.

3. REASONING UNDERLYING THE CHOICE OF STATISTICAL PROCEDURES

3.1 Descriptive statistics:

This is a natural first step to get a basic understanding of the data. It reveals how people responded to the survey questions.

Frequencies and percentages are crucial for analysing the multiple-choices question.

3.2 Data visualization:

e Bar charts:

Provide a clear and easy-to-understand visual representation of the frequencies for the multiple-choice question.

e Piecharts: (used cautiously) can offer a quick overview of the overall distribution.

These methods are chosen because they are suitable for analysing survey data with categorical and numerical answer scales. They

help present the findings in a way that is easy to interpret for both technical and non-technical audiences.
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4. DATA ANALYSIS AND INTERPRETATION

Q1.) What is your current occupation?

What is your current occupation
45 responses

@ Marketing Professional
® Business Owner

@ Data Analyst

@ Consumer/Customer
@® Student

® Marketing Professor
® HR

@ Cioud it engineer

12V

Interpretation:

1. Marketing Professionals (44.4%)
o The largest segment of respondents, 44.4%, identify as Marketing Professionals.
o This dominance reflects the relevance of the research topic to this group, as they are the primary users of omni-
channel strategies to reach and engage customers.
2. Consumers/Customers (17.8%)
o The second-largest group consists of general consumers or customers, indicating valuable feedback from the
demand side.
o Their insights are critical to understanding customer satisfaction and engagement with integrated marketing
approaches.
3. Data Analysts (8.9%)
o This segment plays a vital role in interpreting data insights and guiding marketing decisions.
o Their presence adds a data-driven perspective to the analysis.
4. Business Owners (6.7%)
o Representing key decision-makers, business owners are essential for evaluating the business impact of omni-
channel integration.
o Their relatively lower percentage shows a gap in direct feedback from organizational leadership.
5. Other Professions (less than 5% each):
o These include Students, HR professionals, Marketing Professors, and Cloud IT Engineers.
o While small in percentage, they provide diversified viewpoints—from academic to technical—that enrich the
overall dataset.

Research Insights:

e Dominance of marketing professionals means the findings will strongly reflect the practitioner’s perspective on omni-

channel marketing.
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Inclusion of both customers and business owners allows the study to analyze both supply- and demand-side experiences
with integration.
The variety in roles ensures balanced insights into user experience, satisfaction, technological challenges, and

implementation strategies.

Q2.) How familiar are you with the concept of Omni-Channel marketing?

How familiar are you with the concept of Omni-Channel marketing?

44 responses

@ Very famitiar

@ Somewhat familiar
@ Slightly familiar

@ Not familiar at all

Interpretation:

The pie chart represents responses from 44 participants regarding their familiarity with the concept of omni-channel

marketing. The results are as follows:

455% of respondents indicated that they are very familiar with omni-channel marketing.
» This is the largest segment, showing that nearly half of the participants have strong knowledge or direct

experience with the concept, which is beneficial for obtaining informed insights in the study.
18.2% are somewhat familiar,
18.2% are slightly familiar, and

18.2% are not familiar at all with the concept.

» These three groups are evenly split, indicating that 54.5% of respondents have limited or no familiarity

with omni-channel marketing.

Research Insights:

The data suggests a diverse understanding of omni-channel marketing among respondents. While a strong
portion is knowledgeable, there's also a significant number of participants with minimal awareness.

This variation in familiarity can provide both expert perspectives and raw user experiences, making the
findings well-rounded.

For future strategies, this highlights the need for more awareness campaigns or training to educate broader
audiences about omni-channel approaches—especially if businesses want to implement such models

effectively.
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Q3.) On ascale of 1 to 5, how important do you think integrating online and offline data is for creating better customer

insights?

On a scale of 1 to 5, how important do you think integrating online and offline data is for creating
better customer insights?

A4 responses

a0

20

21 (A7.7%)
i 13 (29.5%)
o SO
0 e
1 2 3 E 5

Interpretation:
1. Strong consensus on importance:

A combined 77.2% (34 out of 44) of respondents rated the importance as 4 or 5, showing strong support for

integrating both online and offline data in marketing strategies.
2. Low disagreement:

Only 5 respondents (11.4%b) rated it as 1 or 2, suggesting minimal opposition or uncertainty.
3. Average and above-average rating:

Most respondents fall in the medium to high importance range (3 to 5), indicating that people recognize its

strategic value, though a small group may need more awareness or education.

Research Insights:

A combined 77.2% (respondents who chose scale 4 or 5) clearly recognize the high importance of integrating online
and offline data, which supports your research argument on the future of omni-channel marketing and its role in

creating better, more actionable customer insights.

Q4.) When making a purchase, which marketing channel do you find more trustworthy?
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When making a purchase, which marketing channel do you find more trustworthy?
44 responses

@ Online (e.g., social media, websites)
@ Offline (e.g., physical stores, print ads)
@ Both equally

@ Depends on the product/service

Interpretation:

e The largest group (38.4%0) trusting both channels equally reinforces the relevance of omni-channel

marketing.

e The significant portion (29.5%) basing trust on the product type highlights the need for flexible, tailored
strategies—marketers must adapt their approach based on product complexity, risk, and consumer behavior.

e The remaining responses show that digital marketing alone isn’t enough, and offline marketing continues to

play a crucial role.

Research Insights:

e This chart supports your research topic by underlining the importance of integrating online and offline data to

address diverse customer trust levels.

e It emphasizes that omni-channel strategies should be adaptive and customer-centric, offering trust and

consistency across both mediums.

Q5.) How do you feel when a brand offers a good experience between online and offline interactions (like checking
product availability online before visiting a store)?
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How do you feel when a brand offers a good experience between online and offline interactions (like

checking product availability online before visiting a store)?
44 responses

@ Very satisfied
@ Somewhat satisfied
® Neutral
@ Somewhat dissatisfied
@ Very dissatisfied

Interpretation:

@ Very Satisfied — 63.6%

A majority of respondents (28 out of 44) reported being very satisfied with such seamless integration. This clearly

shows that consumers greatly appreciate convenience, time-saving features, and improved decision-making when

brands effectively connect online and offline touchpoints.

@ Neutral — 29.5%

A moderate portion (13 respondents) felt neutral, suggesting that while they recognize the functionality, it might

not strongly influence their satisfaction. This group may have higher expectations or feel that integration is now a

basic standard rather than a value-added feature.

@ Somewnhat Satisfied — 6.8%

Only a small number (3 respondents) reported being somewhat satisfied, indicating room for improvement in either

the consistency or effectiveness of the omni-channel experience.

@ Dissatisfied (Somewhat/Very) — 0%

No respondents expressed dissatisfaction, suggesting that no negative experiences were reported regarding this

integration.
Research Insights:

This data strongly reinforces the value of omni-channel marketing, where customers benefit from a cohesive brand
experience across platforms. The overwhelming satisfaction rate (over 93%) demonstrates that customers respond

positively when their online research aligns with offline interactions.
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6.) Which of the following factors makes you more likely to engage with a brand?

Which of the following factors makes you more likely to engage with a brand?

44 responses

@ Personalized online offers
@ In-store exclusive deals
' A combination of both

Interpretation:
4+ A Combination of Both (Online + In-Store) — 47.7%

Nearly half of the respondents (21 out of 44) prefer a blend of personalized online offers and in-store exclusive deals.
This highlights the growing expectation among consumers for brands to deliver a unified and versatile experience. It

also emphasizes the need for omni-channel strategies that connect digital convenience with physical presence.
4+ Personalized Online Offers — 38.4%

A significant number of respondents (17) are more inclined to engage with a brand that provides tailored online deals.
This shows the importance of data-driven personalization, where brands use browsing history, preferences, and

purchase behavior to craft relevant promotions.
4+ In-Store Exclusive Deals — 15.9%

Only 7 respondents favored in-store exclusive deals. While this group is smaller, it represents a niche of consumers

who still value physical store experiences and immediate access to promotions during visits.
Research Insight:

The findings suggest that consumers favour brands that offer flexibility and consistency across platforms. A mixed
strategy combining personalized online interactions and compelling offline offerings is most effective in capturing

attention and encouraging brand engagement.

7) Have you ever been influenced by a brand’s offline marketing (like store displays) to later make an online

purchase? 1 to 5 (1- never ..... 5- yes frequently)
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Have you ever been influenced by a brand's offline marketing (like store displays) to later make an

online purchase?
45 responses

20

17 (37.8%)

1z 5.7%
10 2 (26.7%)

2 (20%)

S5(11.1%)

2 (4.4%)

Interpretation:

This bar chart uses a 5-point Likert scale to measure how often offline marketing (e.g., store displays) impacts online
purchasing behavior.

e Scale 1 (Never): 5 respondents (11.1%)

e Scale 2 (Rarely): 2 respondents (4.4%)

e Scale 3 (Sometimes): 9 respondents (20%)

e Scale 4 (Often): 17 respondents (37.8%)

e Scale 5 (Very Often): 12 respondents (28.7%)
Research Insight:

e A majority of respondents (66.5%) reported that they are often or very often influenced by offline

marketing to make online purchases.
e Only 15.5% of participants reported rare or no influence from offline marketing efforts.

e This indicates that offline marketing still holds strong persuasive power in the digital era, playing a vital

role in guiding customers toward online transactions.

8.) Which of the following do you find more convenient when shopping? (select multiple options)
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Which of the following do you find more convenient when shopping? (select multiple options)

45 responses

Browsing and purchasing entiraly
onling

19 (42.2%)

Visiting a store to see the product

11 (24.4%
before buying { °)

Checking online and then buying
in-store

17 (37.8%)

Exploring in-store and purchasing

online later 8 (17.8%)

10 15 20

0 5

Interpretation:
This bar chart shows participants’ preferred shopping methods based on convenience:

e Browsing and purchasing entirely online: 19 responses (42.2%)

e Checking online and then buying in-store: 17 responses (37.8%)

e Visiting a store to see the product before buying: 11 responses (24.4%)

e Exploring in-store and purchasing online later: 8 responses (17.8%)
Research Insight:

e The most convenient method for respondents is shopping entirely online, followed closely by researching

online before buying in-store, showing strong preference for digital channels.
e Physical stores still hold relevance, with around 24.4% valuing the in-store product experience before buying.
e Only 17.8% prefer browsing in-store and then buying online, indicating it's the least convenient for most.

9.) What challenges do you face as a business owner when integrating online and offline data for marketing? (Select

all that apply)

what challenges do you face as a business owner when Integrating online and offline data for
marketling? (Select all that apply)

45 responnes

Data privacy conosims 21 (46.7%)

Lack of technical infrastructure 12 (26.7%)

9 (209%)

Inconsistent data guality
Lack of axpertise 11 (24.4%)

S5(11,1%)

Difficulty in data synchronization
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Interpretation:

The bar chart presents the key challenges faced by business owners while integrating online and offline data for

marketing:
o Data privacy concerns: 21 responses (46.7%) — Most common challenge
o Lack of technical infrastructure: 12 responses (26.7%)
o Lack of expertise: 11 responses (24.4%)
e Inconsistent data quality: 9 responses (20%)
o Difficulty in data synchronization: 5 responses (11.1%)
e Other (least): 2 responses (4.4%)
Research Insight:

o Nearly half of the respondents see data privacy as the major obstacle, highlighting growing sensitivity around
user data and regulations.

e Technical limitations and skill gaps are also notable concerns, indicating a need for better tools and trained

personnel.

e Challenges like inconsistent data and sync issues further emphasize operational difficulties in achieving

seamless integration.

10.) What technologies do you believe will play a major role in the future of omni-channel marketing?

What technologies do you believe will play a major role in the future of omni-channel marketing?

44 responses

@ Artificial Intelligence (Al)

@ Machine Leaming (ML)

© Data Management Platforms (DMPs)
@ Customer Data Platforms (CDPs)

@ Internet of Things (IoT)
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Interpretation:

The pie chart shows the perceived importance of various technologies in shaping the future of omni-channel
marketing:

o Artificial Intelligence (Al): 63.6% — Dominant choice
e Customer Data Platforms (CDPs): 13.6%
e Machine Learning (ML): 9.1%

e Internet of Things (10T): 9.1%

Data Management Platforms (DMPs): 4.5%
Research Insight:

e A strong majority (nearly two-thirds) of respondents believe Al will be the most transformative technology,

reflecting its role in personalization, automation, and predictive analytics.
e CDPs, ML, and IoT are also seen as valuable, but to a lesser extent.

e DMPs are considered the least impactful, suggesting a shift towards more customer-centric and intelligent

platforms.

11) What makes you feel more connected to a brand or product?

What makes you feel more connected to a brand or product?
44 responses

@ Engaging social media presence
@ Physical store interactions
) A balance between both

@ Consistent experience regardiess of
channel

Interpretation:

e A balance between both (social media + physical) — 43.2% (largest segment, orange)
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e Engaging social media presence — 34.1% (blue)

e Physical store interactions — 18.2% (red)

o Consistent experience regardless of channel — 4.5% (green)
Research Insight:

Most respondents (43.2%) feel most connected to brands that provide a balanced presence across both physical and
digital platforms. A significant number (34.1%) value a strong social media presence, while fewer (18.2%) are drawn

to in-person store experiences. Very few (4.5%) prioritize a consistent omni-channel experience.

This suggests that brands should integrate online and offline efforts to build stronger customer connections, while
not neglecting the impact of social media engagement.

12) How important is it for you as a customer that a brand remembers your preferences from both online and offline

interactions?

How important is it for you as a customer that a brand remembers your preferences from both

online and offline interactions?
44 responses

@ Very important

@ Somewhat important
@ Neutral

@ Not very important
@ Notimportant at all

Interpretation:
e Very important — 54.5% (blue, majority)
e Neutral —27.3% (orange)
e Somewhat important — 11.4% (red)
e Not very important — 4.5% (green)

e Not important at all — 2.3% (purple)
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Research Insight:

Over half of the respondents (54.5%) find it very important for brands to remember their preferences across both
online and offline interactions, showing a strong demand for personalized and seamless experiences. While 27.3%
are neutral, only a small minority (6.8% combined) consider it not very or not at all important.

This suggests brands should prioritize personalized engagement across channels to strengthen customer loyalty and

satisfaction.

13) In your opinion, what is the biggest advantage of a brand using omni-channel marketing?

In your opinion, what is the biggest advantage of a brand using omni-channel marketing?

44 responses

@ Personalized customer experience
@ Convenience in shopping
@ More purchasing options

Interpretation:
e Personalized customer experience — 63.6% (blue, majority)
e Convenience in shopping — 20.5% (red)
e More purchasing options — 15.9% (orange)

Research Insight:

A clear majority (63.6%) believe that the biggest advantage of omni-channel marketing is delivering a personalized
customer experience, highlighting its critical role in consumer satisfaction. Meanwhile, convenience and purchasing

options are seen as secondary benefits.

This suggests that for brands using omni-channel strategies, personalization should be the core focus to effectively

connect with customers and differentiate from competitors.

14) How would your loyalty to a brand change if brand connect both online and offline marketing?
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How would your loyalty to a brand change if brand connect both online and offline marketing?
44 responses

@ Significantly increase
@ Somewhat increase
@ Stay the same

@ Somewhat decrease
@ Significantly decrease

Interpretation:
o Significantly increase — 56.8% (blue, majority)
e Stay the same — 29.5% (orange)
e Somewhat increase — 9.1% (red)
e Somewhat decrease — 2.3% (green)
o Significantly decrease — 2.3% (purple)
Research Insight:

A majority of respondents (56.8%) say their loyalty would significantly increase if a brand integrates online and
offline marketing. An additional 9.1% would somewhat increase their loyalty, indicating that nearly two-thirds view
this integration positively. Only a small fraction (4.6%) feel their loyalty would decrease.

This suggests brands that align their online and offline strategies can greatly enhance customer loyalty, making it a

strategic priority for brand growth and retention.

15) How do you see the role of customer data evolving in omni-channel marketing over the next five years?
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How do you see the role of customer data evolving in omni-channel marketing over the next five

years?
43 responses

@ !t will become more integrated and
holistic

@ Privacy concerns will limit data usage
& More focus on real-time data analytics

@ Greater personalization through data
insights

Interpretation:
o It will become more integrated and holistic — 51.2% (blue, majority)
e Privacy concerns will limit data usage — 25.6%o (red)
e More focus on real-time data analytics — 14% (orange)
o Greater personalization through data insights — 9.3% (green)
Research Insight:

Over half (51.2%) of respondents believe customer data will become more integrated and holistic, indicating a trend
toward seamless data use across platforms. However, privacy concerns are also a notable factor, with 25.6%
expecting them to restrict data usage. A smaller group foresees growth in real-time analytics and personalization.

This suggests businesses should focus on building unified data systems while balancing innovation with data

privacy and security to meet future expectations.

16) In your opinion, what are the biggest opportunities for businesses in adopting omni-channel marketing strategies?

=+ Omni-channel marketing enhances customer experience, boosts loyalty, increases sales, provides deeper
insights, streamlines operations, and strengthens brand presence by offering seamless, personalized
interactions across all channels.

4+ To enhance customer experience, boost sales, and improve operational efficiency by integrating all

channels into a unified strategy.
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The biggest opportunities lie in delivering seamless customer experiences, boosting customer loyalty, and
gaining deeper insights through integrated data — all of which lead to higher engagement, conversion
rates, and long-term brand value.

By embracing omni-channel marketing, businesses can create a cohesive, customer-centric approach that
drives growth, loyalty, and revenue.

Customer experience.

Omni-channel marketing helps businesses deliver unified experiences across platforms, leading to better
customer retention, higher sales, and deeper insights.

Collection of customer data for providing better service.

Increase advertising on social media.

Improved customer experience.

It will increase the visibility of the shops more.

Chi-Square Test:

Table:2

Chi-Square Test

What is your How do you feel when a brand offers a good experience between online and offline
current occupation interactions (like checking product availability online before visiting a store)?

Finance Very satisfied

Neutral

Very satisfied
Somewhat satisfied
Somewhat satisfied
Very satisfied

Marketing g
Neutral
Marketing e
Market.lng Neutral
Professional

Very satisfied
Market.mg Neutral
Professional

Data Analyst Neutral
Very satisfied
(Ol geiE 0palsl8Y Somewhat satisfied

Consumer/Customer RYEYAEUR LD
Consumer/Customer BYEIVAEUR

Marketing
Professional

Consumer/Customer ENENigl
Consumer/Customer RYEYAEUR [

Marketing

Very satisfied

Neutral

Professional
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Marketing N—
Professional
Data Analyst Neutral
Marketing o
Very satisfied
Student Neutral
Marketing o
Very satisfied
OBV NE VSIS GIEE Very satisfied
Cloud it engineer Neutral
VEILCTBAE RS Very satisfied
Very satsfied
Marketing o
Very satisfied
Student Neutral
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Marketing o
Very satisfied
Data Analyst Very satisfied

Ho: There is no association between a respondent's occupation and how they feel about online and offline brand
experience.

H1: There is a significant association between a respondent's occupation and their satisfaction with online and offline

brand experiences.

p-value<0.05 --> Reject Ho (Null Hypothesis)
p-value>0.05 --> Accept Ho (Null Hypothesis)

Expected = (Row Total*Column Total)/Grand Total

df (degree of freedom) = row-1*column-1
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X = the test statistic E = the sum of

O = Observed frequencies  E = Expected frequencies

Observed Value Occupation Neutral Somewhat Very Grand
satisfied satisfied | Total
Business Owner 3 3
Cloud it engineer 1 1
Consumer/Customer 1 2 5 8
Data Analyst 2 1 1 4
Finance 1 1
Marketing Professional 4 15 19
Marketing Professor 1 1
Staff nurse 1 1
Student 2 2
Teacher 1 1
Grand Total 11 3 27 41
Expected Value Occupation Neutral Somewhat Very
satisfied satisfied
Business Owner 0.804878049 | 0.219512195 1.975609756
Cloud it engineer 0.268292683 | 0.073170732 0.658536585
Consumer/Customer 2.146341463 | 0.585365854 5.268292683
Data Analyst 1.073170732 | 0.292682927 2.634146341
Finance 0.268292683 | 0.073170732 0.658536585
Marketing Professional 5.097560976 | 1.390243902 12.51219512
Marketing Professor 0.268292683 | 0.073170732 0.658536585
Staff nurse 0.268292683 | 0.073170732 0.658536585
Student 0.536585366 | 0.146341463 1.317073171
Teacher 0.268292683 | 0.073170732 0.658536585
(O-E)™2/E Occupation Neutral Somewhat Very
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satisfied satisfied

Business Owner 0.804878049 | 0.219512195 0.531165312
Cloud it engineer 1.99556541 | 0.073170732 0.658536585
Consumer/Customer 0.612250554 | 3.418699187 0.013663053
Data Analyst 0.800443459 | 1.709349593 1.013775971
Finance 0.268292683 | 0.073170732 0.177055104
Marketing Professional 0.236316956 | 1.390243902 0.494651262
Marketing Professor 0.268292683 | 0.073170732 0.177055104
Staff nurse 1.99556541 | 0.073170732 0.658536585
Student 3.99113082 | 0.146341463 1.317073171
Teacher 0.268292683 | 0.073170732 0.177055104

p-value 0.164773962

0.164773962 >0.05 --> Accept Ho (Null Hypothesis)

—>That’s mean there is a significant association between a respondent's occupation and their satisfaction with online

and offline brand experiences.

Tableau Dashboard Visualization:

CUSTOMER SATISFACTION INSIGHTS

How do you feel w.. How familiar are y

Neutral

Climk

vy famiiiar

Somewhat familiar

Count of How do you feel when a brand offers a good experience between online and offline Interacti..

rand offers o good experience between anline ang off

o ok Orrr
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Interpretation:

The visualization titled "Customer Satisfaction Insights” shows the relationship between customer familiarity with
Omni-Channel marketing and their level of satisfaction when brands provide a good experience across online and

offline interactions (e.g., checking product availability).
Key Insights

1. High Satisfaction Among the Very Familiar:
o A significant majority of respondents who are "Very familiar" with Omni-Channel marketing (17
individuals) reported being "Very satisfied" with their brand experience.
o This indicates a strong positive correlation between a high level of familiarity with Omni-Channel
marketing and satisfaction.
2. Moderate Familiarity Leads to Mixed Responses:
o Among those who are "Somewhat familiar", satisfaction levels varied:
= 4 were "Very satisfied"
» 1 was "Somewhat satisfied"
= 3 were "Neutral”
o This suggests that some awareness of Omni-Channel strategies results in varying customer
experiences, possibly depending on how well brands implement those strategies.
3. Low Familiarity Shows Neutral to Low Satisfaction:
o Participants who are "Slightly familiar" reported:
= 5 were "Very satisfied"
= 3 were "Neutral”
o The presence of 5 "Very satisfied" responses here is notable and may reflect positive experiences
despite limited technical knowledge, possibly driven by intuitive and seamless customer experiences.
4. Few Responses for Mid-Satisfaction:
o Very few respondents reported being "Somewhat satisfied", indicating that people generally have

either high satisfaction or remain neutral about Omni-Channel experiences.
Conclusion

o Familiarity Boosts Satisfaction: Customers who understand Omni-Channel marketing are more likely to
appreciate and be satisfied with seamless brand experiences.

e Customer Education Matters: Educating customers on how online and offline interactions work together
can enhance satisfaction.

e Seamless Execution Works Even Without Awareness: Some customers who are not deeply familiar still

report high satisfaction, indicating that a well-designed Omni-Channel experience speaks for itself.

This insight helps brands realize that both effective execution and customer awareness contribute to a successful

Omni-Channel strategy.
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Technologies support omni-channel growth

How familiar are you with the concept of
VWhat technolo What is your current o How &0 you feel w Not fa Shightly Somew Veryfa
Artificial - <

Intetligence (Al)

Customer Data . . » Je . inFio 1
Platforms
(COPs)

r

Data c 3+ - - - s asied 1
Management
Platforms

(DMPs)

Intermet of g : . S ‘ =
Things (loT)

Machine

Learning (ML)

Interpretation:

The visualization titled "Technologies Support Omni-Channel Growth" explores how different technologies influence

Omni-Channel marketing effectiveness, based on user roles, satisfaction levels, and familiarity with the concept.

Key Insights

1. High Satisfaction Among the Very Familiar:
o A significant majority of respondents who are "Very familiar" with Omni-Channel marketing (17
individuals) reported being "Very satisfied" with their brand experience.
o This indicates a strong positive correlation between a high level of familiarity with Omni-Channel
marketing and satisfaction.
2. Moderate Familiarity Leads to Mixed Responses:
o Among those who are "Somewhat familiar”, satisfaction levels varied:

= 4 were "Very satisfied"

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM49094 | Page 44


http://www.ijsrem.com/

i 2
, e
IJSREM . . . . . .
&m ; International Journal of Scientific Research in Engineering and Management (I[JSREM)
W Volume: 09 Issue: 05 | May - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

= 1 was "Somewhat satisfied"
= 3 were "Neutral”
o This suggests that some awareness of Omni-Channel strategies results in varying customer
experiences, possibly depending on how well brands implement those strategies.
3. Low Familiarity Shows Neutral to Low Satisfaction:
o Participants who are "Slightly familiar" reported:
= 5 were "Very satisfied"
= 3 were "Neutral"
o The presence of 5 "Very satisfied" responses here is notable and may reflect positive experiences
despite limited technical knowledge, possibly driven by intuitive and seamless customer experiences.
4. Few Responses for Mid-Satisfaction:
o Very few respondents reported being "Somewhat satisfied”, indicating that people generally have
either high satisfaction or remain neutral about Omni-Channel experiences.

Conclusion:

The findings suggest that Artificial Intelligence (Al) is the most impactful and well-recognized technology driving
Omni-Channel marketing growth. Customer Data Platforms (CDPs) also play an important role, especially in
managing customer interactions and insights. However, technologies like DMPs, loT, and ML require better

integration, awareness, and application visibility to fully support Omni-Channel advancement.

How Integration Modes Influence Satisfaction Among
Marketing Professionals and Business Owners
How do you feal when a brand offers a good experience between online and offline Interactions,.  Which of the following factors makes you more likely to engage with a brand
B A combination of both
W in-stor Clusl als
W Personalized online offers

Count of Numbers Of Record
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Interpretation:
The visual titled "How Integration Modes Influence Satisfaction Among Marketing Professionals and Business
Owners" presents a bar chart analyzing how different groups feel about a brand’s ability to offer a seamless experience

between online and offline channels, and what factors influence their engagement with the brand.

Key Insights

1. Marketing Professionals (Very Satisfied group):
o Personalized online offers are the most influential, with 9 out of 13 respondents indicating this

preference.
o A smaller number prefer in-store exclusive deals (3) and combination of both (3).
2. Marketing Professionals (Neutral group):
o All engagement factors are almost equally represented but with low counts (1 each).
o Indicates less enthusiasm or clarity in engagement preference when satisfaction is neutral.
3. Business Owners (Neutral group):
o Equal interest in both combination of both and personalized online offers (2 each).
o Slight preference for in-store deals (1).
o Overall, the response count is relatively low, indicating limited data for business owners in this

segment.
4. Marketing Professionals (Neutral & Very Satisfied combined):
o Personalized online offers are clearly the most engaging factor, especially when satisfaction is high.

Conclusion:

o Personalized online offers significantly drive engagement among highly satisfied marketing professionals.
e Business owners show a more balanced but lower level of preference across the three engagement factors.

e Increased satisfaction correlates with stronger preferences, especially toward online personalization.
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Brand Loyalty Impact by Integration Experience

How would your loyeity to a brand change if brand connect both online and oftfine marketing? / What is your current occupatio

of Numbers Of Record

Interpretation:

1. Marketing Professionals:
o Most influential group with 13 respondents saying their loyalty would significantly increase if the
brand connects online and offline marketing well.
o These respondents are very satisfied, indicating a strong link between high satisfaction and brand
loyalty.
2. Other Professionals (Data Analysts, Software, HR, etc.):
o Show moderate responses mostly under somewhat increase.
o Their satisfaction levels range from neutral to very satisfied, but none reach the enthusiasm level of
marketing professionals.
3. Customer Experience & Cloud Engineer roles:
o Mixed responses with low counts.
o Loyalty impact is positive but not as intense.
4. Overall Trend:
o Individuals who are very satisfied with the brand’s integrated experience are more likely to
significantly increase their loyalty.

o Marketing professionals show the strongest correlation between satisfaction and loyalty.

Conclusion:

The chart reveals that very satisfied users, especially marketing professionals, are significantly more likely to increase
their brand loyalty when online and offline experiences are well-integrated. Other professions also show a positive

trend, but with less intensity, indicating that satisfaction with integration plays a key role in influencing loyalty.
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C. LIMITATIONS

C. i Results discussed in light of the limitations and assumptions.

1. RESULTS OF THE RESEARCH:
1.1 Demographics & Stakeholder Diversity

o The survey captured responses from a balanced mix of stakeholders: marketing professionals,

consumers, data analysts, and business owners.
o Respondents were diverse in terms of age, location, and gender, ensuring varied perspectives.
1.2 Understanding and Awareness of Omni-channel Marketing
o A high percentage of participants demonstrated awareness of omni-channel marketing.
o Key platforms for integration included social media, websites, mobile apps, and in-store experiences.

o Reported benefits: improved customer experience, increased engagement, better brand recall, and
enhanced data-driven decisions.

1.3 Customer Preferences & Trust in Blended Channels

o Customers prefer seamless transitions between platforms—e.g., researching online and buying offline
(webrooming).

o Personalized and consistent experiences across channels significantly impact trust and purchasing

decisions.
o Pain points included delays in service, inconsistent brand messaging, and lack of personalization.
1.4 Business Challenges and Barriers
o Top challenges identified were:
» Fragmented data systems
» Budget constraints
= Difficulty in maintaining consistent communication
o Many businesses still struggle to break down silos and align teams for a unified strategy.
1.5 Satisfaction with Current Strategy

o Opinions were split:
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= Some businesses felt moderately satisfied with their current omni-channel strategies.

» Others reported that they were still experimenting or improving, citing integration gaps and
low ROLI.

o This indicates that while adoption is increasing, maturity and effectiveness of implementation vary

widely.
1.6 Impact of Technology: Al & ML
o Respondents believe Al and machine learning will revolutionize omni-channel marketing.

o Applications include: predictive analytics, real-time customer behavior tracking, and personalized

recommendations.
o Automation tools are seen as vital for enhancing scalability and responsiveness.
1.7 Business Outcomes and Strategic Insights
o Omni-channel strategies are linked with greater customer loyalty, satisfaction, and revenue growth.
o For success, businesses must:
= Continuously upgrade digital tools
= Train employees
= Ensure consistent branding and messaging
o Stakeholders emphasized cross-departmental collaboration and unified data systems.
2. LIMITATIONS OF THE RESEARCH
2.1 Sample Size and Representativeness

o The number of respondents may not represent the full spectrum of industries or geographic regions,

especially in rural or less-digitally developed areas.
2.2 Bias in Responses

o Some answers could reflect social desirability bias, especially on self-assessed satisfaction (Q13) and

understanding of Al tools.
2.3 Lack of Deep Sectoral Segmentation

o The survey results are aggregated, not segmented by industry type or business size, which could hide

sector-specific insights or differences in adoption maturity.
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2.4 Varying Levels of Knowledge

o Respondents may have different levels of familiarity with marketing technologies, which could affect
the accuracy and depth of responses—especially in tech-heavy questions like Q14 & Q15.

2.5 Time and Interpretation Constraints

o Surveys are self-administered, so participants might not have interpreted each question uniformly or

taken the time to reflect deeply on each response.
3. ASSUMPTIONS MADE IN ANALYSIS:
3.1 Baseline Awareness of Marketing Concepts

o Assumed that respondents had at least basic knowledge of omni-channel marketing, customer journey
concepts, and technology integration.

3.2 Honest and Independent Opinions
o Responses were treated as genuine and free from external influence or organizational bias.
3.3 Uniform Understanding of Terms

EE 1Y

o It was assumed that all participants interpreted core terms (e.g., “personalization,” “channel

integration,” “Al influence”) in the same way, although this may not hold true in reality.

3.4 Equal Weightage Across Responses: Each response was considered equally important in shaping the

conclusions, even though individual experience and expertise levels may differ.

C. ii Validity and Reliability of Research Procedures and Results

1. VALIDITY

e Content Validity:
The survey was designed to cover a comprehensive range of themes in omni-channel marketing: awareness,
customer preferences, business challenges, technology integration, and satisfaction levels. This ensures strong
content validity, as the questions align with core components of the research objective.

e Construct Validity:
Construct validity is moderately supported, as key marketing concepts such as "channel integration,”
"customer trust,” and "Al-based personalization” were assessed through multiple, related questions. However,
because the survey used general terms, there is a risk that respondents interpreted these concepts differently
based on their knowledge and background.

e Internal Validity:
There is limited internal validity due to the non-experimental nature of the study. No control over external
variables (e.g., company size, industry sector, digital maturity) was exercised, making it hard to assert

causality between omni-channel strategies and business outcomes.

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM49094 | Page 50


http://www.ijsrem.com/

ijSR:l:{
% ... 27 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 09 Issue: 05 | May - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

o External Validity (Generalizability):
External validity is somewhat limited. The results may not be fully generalizable to all industries or regions,
especially rural markets, highly regulated sectors, or micro-enterprises. The sample may be biased towards

more tech-savvy or digitally mature participants.
2. RELIABILITY

e Consistency of Questions:

The survey maintained a clear structure and language consistency across related questions. This improves the
reliability of responses, especially on themes like customer preferences and technological impact.

e Replicability: If repeated with a similar target group, the survey may yield comparable results, indicating
moderate reliability. However, variations may occur due to differing levels of digital adoption or marketing
strategies across industries.

e Response Variability:

Some open-ended responses showed variability in understanding complex topics like Al, suggesting that more

standardized or scaled questions could enhance future reliability.

3. LIMITATIONS FOR MANAGEMENT
e Small Sample Size:

o The findings are based on a limited sample, which restricts the statistical power and generalizability of
insights. Management should avoid extrapolating these results to all customer segments or industries

without further validation.
e Non-Representative Sample:

o The survey may have overrepresented digitally active professionals or respondents from certain urban
or tech-driven sectors, leading to sampling bias. Traditional or rural businesses might have differing

views or challenges.
e Response Bias:

o Participants may have provided socially desirable answers—especially regarding satisfaction with

current strategies (Q13) or awareness of technology trends—creating a response bias.

e Nonresponse Error:

o Some stakeholders, particularly consumers or small business owners, may not have participated due to
time constraints or lack of interest, introducing nonresponse bias. This may skew the results toward

those already invested in marketing and digital tools.
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e Systematic Error:

o If most responses came from one demographic (e.g., age 25-35 or marketing professionals), then
systematic bias may exist, influencing trends seen in preference or adoption of tools like Al or cross-
channel integration.

4. FINAL NOTE FOR MANAGEMENT

While the survey provides valuable insights into current trends, challenges, and future directions in omni-channel
marketing, these results should be interpreted as indicative rather than definitive. For strategic decision-making,
management is advised to:

e Supplement these findings with larger, segmented studies
e Conduct qualitative interviews for deeper insights
e Monitor real-time consumer behavior data to validate survey claims

C. iii Problems Encountered and Efforts to Overcome Them

1. LOW INITIAL RESPONSE RATE

e Problem: Initially, the survey received a limited number of responses, especially from business owners and

consumers who were either unresponsive or disinterested in filling out the questionnaire.
o Efforts to Overcome:

o | followed up with respondents through personal reminders and used professional networking

platforms like LinkedIn and WhatsApp to increase engagement.

o | also simplified the survey language slightly and highlighted the survey's purpose more clearly to
encourage participation.

2. LACK OF AWARENESS OR UNDERSTANDING OF OMNI-CHANNEL CONCEPTS

e Problem: Some respondents, particularly consumers and small business owners, were unfamiliar with the

term "omni-channel marketing" or misunderstood questions related to Al, personalization, or data integration.
o Efforts to Overcome:
o | provided brief explanations for technical terms in the questionnaire.

o Where confusion was noted during conversations, | offered real-life examples or rephrased questions

during interviews to gather more accurate data.
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3. DIFFICULTY IN REACHING A BALANCED SAMPLE

e Problem: It was challenging to obtain a well-distributed mix of stakeholders (e.g., marketing professionals,
consumers, analysts, and business owners). The majority of responses came from marketing or tech-savvy
professionals.

o [Efforts to Overcome:

o lintentionally reached out to business owners and consumers from different sectors and demographics

to balance perspectives.
o lused snowball sampling, asking respondents to refer others who might be suitable participants.
4. TIME CONSTRAINTS

e Problem: Coordinating survey distribution, data collection, and analysis within a limited timeframe created
pressure, especially while handling academic responsibilities.

o Efforts to Overcome:
o |Iset clear daily and weekly goals for each stage (distribution, follow-ups, and analysis).
o lused Excel and visualization tools to speed up data categorization and trend identification.
5. RESPONSE QUALITY ISSUES

e Problem: A few responses lacked depth or were inconsistent, particularly in open-ended questions where

respondents skipped or gave vague answers.

o Efforts to Overcome:

o | filtered out incomplete responses and focused on detailed ones.

o Where necessary, | conducted follow-up calls or messages to clarify responses.

6. TECHNICAL LIMITATIONS

o Problem: There were initial difficulties with survey formatting and sharing on maobile devices.
o Efforts to Overcome:

o | tested the survey form across multiple devices and made it mobile-friendly.

o | reduced the length of the survey and ensured it could be completed within 5-7 minutes to retain

participant interest.
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C. iv Lessons Learned for Higher-Quality Research in the Future

1. DATA QUALITY AND TRANSPARENCY

e Source and Sample Details:
Always identify the source of the data, including the sample size, demographics, and how the data was
collected. This allows for a more robust analysis and assessment of generalizability.

e Data Limitations:
Be transparent about the limitations of the data and how they might affect the interpretation of the results. For

example, acknowledge potential biases or limitations due to sample size.
2. RESEARCH DESIGN AND METHODOLOGY

e Triangulation:
Whenever possible, use multiple data sources (e.g., consumer surveys, industry reports, academic research) to
gain a more comprehensive understanding of the topic. This approach can help to identify potential biases or
limitations in any single data source.

o Detailed Question Wording:
The way questions are phrased can influence how people respond. Carefully consider the wording of survey
questions and conduct pilot testing to ensure clarity and avoid leading questions.

¢ Go Beyond Basic Charts:
While pie charts are useful for showing proportions, consider using more informative visualizations like bar

charts or scatterplots to reveal relationships between variables.
3. INCORPORATING QUALITATIVE DATA

Adding open-ended questions or follow-up interviews could deepen understanding by capturing nuanced opinions and
experiences that quantitative data alone may miss. Combining qualitative insights with quantitative results enriches the

analysis.
4. LEVERAGING ADVANCED ANALYTICAL TOOLS

To extract deeper insights, future studies could use more advanced statistical techniques and data visualization tools.

This would enable better pattern recognition and support stronger conclusions.

5. CONTINUOUS LEARNING AND ADAPTATION: Research is iterative. Learning from each study’s limitations
and feedback allows continual improvement. Future research will benefit from incorporating lessons learned here and

adapting methodologies accordingly.
D. CONCLUSIONS AND RECOMMENDATIONS

D. i Conclusions

This exploration has handed precious perceptivity into the evolving geography of omni- channel marketing,

pressing how businesses can effectively integrate online and offline channels to enhance client experience and drive
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growth. The check results indicate that consumers decreasingly anticipate flawless relations across multiple
platforms, with trust and data sequestration arising as critical factors impacting their engagement and copping

opinions.

From a directorial perspective, the findings emphasize the necessity for enterprises to borrow comprehensive omni-
channel strategies that work advanced technologies similar as artificial intelligence and big data analytics. These tools
enable substantiated marketing, real- time client perceptivity, and effective collaboration across deals channels.
Directors must prioritize structure transparent data practices and fostering client trust to maintain competitive

advantage in this fleetly changing terrain.

Likewise, the exploration underscores the significance of cross-functional collaboration between marketing, IT, and
analytics brigades to overcome integration challenges. Businesses that invest in training and development to make

digital capabilities within their pool are more deposited to subsidize on omni- channel openings.

In conclusion, this study reveals that successful omni- channel marketing isn't simply about presence across channels
but about creating an connected ecosystem that prioritizes client- centricity, trust, and technological invention.
Directors who fete and act on these perceptivity will be better equipped to enhance client fidelity, optimize marketing
effectiveness, and achieve sustainable business growth in the digital age.

D. ii Recommendations

1. SUGGESTIONS FOR MANAGERIAL ACTION

Invest in Integrated Technology Platforms directors should prioritize enforcing advanced CRM systems and data
analytics tools that unify client data from both online and offline channels. This integration will enable substantiated

marketing sweats, ameliorate client perceptivity, and enhance decision- making delicacy.

Enhance client Trust through translucency Given that trust and data sequestration are critical enterprises, businesses
must borrow transparent data handling programs and communicate these easily to guests. Regular check-ups and

compliance with data protection regulations will strengthen client confidence and fidelity.

Focus on Cross-Departmental Collaboration Successful omni- channel marketing requires flawless collaboration
between marketing, IT, deals, and analytics brigades. Directors should foster a culture of collaboration and invest in

training programs to make digital and logical capabilities across departments.

Influence Al and robotization To keep pace with evolving consumer prospects, directors should explore the use of
Al- driven personalization, chatbots, and robotization to deliver timely, applicable client relations and streamline

functional edge.

Examiner client Feedback Continuously enforcing regular feedback mechanisms across channels will allow businesses
to snappily identify gaps in the client experience and acclimatize strategies consequently, icing sustained satisfaction

and engagement.
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2. SUGGESTIONS FOR FUTURE FOLLOW- UP RESEARCH

Impact of Emerging Technologies farther exploration could probe how arising technologies like stoked reality (AR),
virtual reality (VR), and blockchain could transfigure omni- channel marketing and client experience. Longitudinal
Studies on client geste unborn studies might track changes in consumer preferences and trust over time to more

understand evolving prospects in omni- channel ecosystems.

Assiduity-Specific Omni- Channel Strategies Conducting sector-specific exploration can give acclimatized
perceptivity, as omni- channel effectiveness may vary greatly across diligence similar as retail, banking, or hospitality.
Integration Challenges in SMEs fresh exploration could explore the unique challenges small and medium enterprises
face in enforcing omni- channel strategies and identify scalable results suitable for these businesses.

Part of Social Media Influencers probing how social media influencers and stoner- generated content impact omni-
channel consumer engagement could offer fresh perspectives for marketing strategy optimization.
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F. APPENDICES
SURVEY QUESTIONNAIRE
Q1.) What is your current occupation?

e Marketing Professional

Business Owner

o Data Analyst

e Consumer/Customer
e Student

e Other

Q2.) How familiar are you with the concept of Omni-Channel marketing?

o Very familiar
e Somewhat familiar
e Slightly familiar

e Not familiar at all.

Q3.) On ascale of 1 to 5, how important do you think integrating online and offline data is for creating better customer

insights?
Q4.) When making a purchase, which marketing channel do you find more trustworthy?

e Online (e.g., social media, websites)
o Offline (e.g., physical stores, print ads)
e Both equally

e Depends on the product/service
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5.) How do you feel when a brand offers a good experience between online and offline interactions (like checking

product availability online before visiting a store)?

e Very satisfied

e Somewhat satisfied

e Neutral

e Somewhat dissatisfied

o Very dissatisfied

Q6.) Which of the following factors makes you more likely to engage with a brand?

e Personalized online offers
e In-store exclusive deals

e A combination of both

Q7) Have you ever been influenced by a brand’s offline marketing (like store displays) to later make an online

purchase?
1to 5 (1- never ..... 5- yes frequently)
Q8.) Which of the following do you find more convenient when shopping? (select multiple options)

e Browsing and purchasing entirely online.
¢ Visiting a store to see the product before buying.
e Checking online and then buying in-store.

e Exploring in-store and purchasing online later.

Q9.) What challenges do you face as a business owner when integrating online and offline data for marketing? (Select
all that apply)

e Data privacy concerns

e Lack of technical infrastructure
¢ Inconsistent data quality

e Lack of expertise

e Difficulty in data synchronization
Q10.) What technologies do you believe will play a major role in the future of omni-channel marketing?

e Atrtificial Intelligence (Al)

e Machine Learning (ML)

e Data Management Platforms (DMPs)
e Customer Data Platforms (CDPs)
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o Internet of Things (loT)
Q11.) What makes you feel more connected to a brand or product?

e Engaging social media presence
e Physical store interactions
e A balance between both

e Consistent experience regardless of channel

Q12.) How important is it for you as a customer that a brand remembers your preferences from both online and offline

interactions?

e Very important

e Somewhat important
e Neutral

e Not very important

¢ Not important at all
Q13.) In your opinion, what is the biggest advantage of a brand using omni-channel marketing?

e Personalized customer experience
e Convenience in shopping

e More purchasing options
Q14.) How would your loyalty to a brand change if brand connect both online and offline marketing?

¢ Significantly increase
e Somewhat increase

e Stay the same

e Somewhat decrease

e Significantly decrease
Q15.) How do you see the role of customer data evolving in omni-channel marketing over the next five years?

e It will become more integrated and holistic
e Privacy concerns will limit data usage
e More focus on real-time data analytics

e Greater personalization through data insights

Q16.) In your opinion, what are the biggest opportunities for businesses in adopting omni-channel marketing

strategies?
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SURVEY FORM LINK ADDRESS

https://forms.gle/mWAyYL2RuM7fANLsk9

SURVEY QR SCANNER

- 1
A

LINKEDIN POST LINK

https://www.linkedin.com/posts/activity-7314335915009552385-fC0-
2utm source=share&utm medium=member desktop&rcm=ACoAAD|24QABYIP-
9BxgZMEuUZ38FHujCTrki8bM

LINKEDIN POST PIC
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Are you a business owner, retail shopkeeper, or a curious customer?
I want to hear your voice!Q)...

I'm conducting a short survey as part of my Master's thesis on:
“The Future of Omni-Channel Marketing: Integrating Online and
Of fline Data for Better Customer Insights.”

Whether you're a business owner, a retail shopkeeper, or a customer who
shops online or offline — Your perspective matters.

I'd love for you to contribute your own thoughts and experiences.

It takes just 2 minutes to complete.
Share your honest thoughts and be a part of something impactful!

https://Inkd.in/g8NWb4Km

Feel free to drop a comment or message me if you'd like to share more!
Thanks in advance for contributing.

#Marketing #CustomerExperience #OmniChannel #Businessinsights
#Retail #ConsumerBehavior #Survey #DataDrivenMarketing
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