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Abstract: In the context of digital transformation, multichannel integration has become a key strategy
for e-commerce enterprises to enhance their competitiveness. This paper takes Shenzhen Shemanquban
Supply Chain Co., Ltd. as the research object to explore how e-commerce enterprises can integrate
online and offline channel resources through information technology, achieve unified data
management, and improve operational efficiency. A multichannel data integration framework is
proposed to integrate data from e-commerce platforms, social media, and offline stores. By developing
a unified management platform, the enterprise can centrally manage and optimize different channels.
The results show that multichannel integration significantly expands the market coverage (by 30%) and
brand influence of the enterprise, while optimizing the customer experience and enhancing customer
loyalty. This study provides theoretical support and practical guidance for the digital transformation of
e-commerce enterprises.
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1. Introduction

With the rapid development of information technology, the e-commerce industry has undergone
rapid changes and growth. Digital transformation has not only reshaped the operational models of
enterprises but also profoundly changed consumer shopping habits. Modern consumers no longer settle
for a single shopping channel but expect seamless switching between different platforms and a
consistent shopping experience. This omnichannel shopping trend poses new challenges and
opportunities for e-commerce enterprises. Multichannel integration has emerged as a key strategy for
e-commerce enterprises to cope with market changes and enhance competitiveness. By integrating
online and offline channel resources, enterprises can better meet the diverse needs of consumers,
improve operational efficiency, and enhance brand influence.

This study aims to explore the theoretical basis and practical paths of multichannel integration for
e-commerce enterprises, taking Shenzhen Shemanquban Supply Chain Co., Ltd. as a case to analyze
the application effects of multichannel integration in actual operations. By constructing a multichannel
data integration framework and implementing an online-offline integrated operational strategy, this
study aims to provide a systematic multichannel integration solution for e-commerce enterprises to
enhance competitiveness in digital transformation. The research employs a combination of literature
review, case analysis, and data analysis to systematically review the current research on multichannel
integration at home and abroad, in-depth analyze the practice process of Shenzhen Shemanquban
Supply Chain Co., Ltd., and evaluate the effects of multichannel integration through operational data.

2. Theoretical Basis of Multichannel Integration

Multichannel integration refers to the deep collaboration and data sharing between multiple
channels (such as e-commerce platforms, social media, offline stores, and mobile applications) for the
sale of products and services to provide a seamless shopping experience. Multichannel integration is
not only an expansion of sales channels but also the integration of online and offline channels through
technological means to improve operational efficiency and customer experience.
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2.1 Definitions of Multichannel and Omnichannel

Multichannel (Multi-Channel) refers to the sale of products and services through multiple channels
to meet the needs of different customer groups. Omnichannel (Omni-Channel) is an upgraded version
of multichannel, emphasizing the deep integration and collaboration of online and offline channels to
provide a seamless shopping experience. Omnichannel focuses not only on channel expansion but also
on the collaboration and data sharing between channels.

2.2 Theoretical Framework of Multichannel Integration

The theoretical basis of multichannel integration includes integrated marketing theory, customer
experience theory, and supply chain management theory. Integrated marketing theory emphasizes the
consistent delivery of brand messages through multiple channels to enhance brand influence and
customer loyalty. Customer experience theory indicates that multichannel integration can significantly
improve customer experience by sharing data and providing personalized services, enabling enterprises
to better meet customer needs. Supply chain management theory emphasizes that multichannel
integration can optimize supply chain efficiency by sharing data and collaborative management,
enabling enterprises to achieve real-time inventory monitoring and optimized allocation, reducing
inventory accumulation and stockouts.

2.3 Key Elements of Multichannel Integration

The key to multichannel integration lies in data integration, channel collaboration, and customer
relationship management. Data integration is the core of multichannel integration, and enterprises need
to achieve unified management of data from different channels, including customer data, order data,
and inventory data. Through data integration, enterprises can better analyze customer needs and
optimize operational decisions. Channel collaboration is crucial for multichannel integration, and
enterprises need to use technological means to achieve inventory sharing, order synchronization, and
membership management functions to ensure the collaborative operation of different channels.
Customer relationship management emphasizes that in a multichannel environment, the sharing of
customer data and personalized services are crucial. Enterprises need to integrate customer information
from different channels through a unified customer relationship management system to provide
personalized services and marketing strategies, enhancing customer experience and loyalty.

3. Current Status and Challenges of Multichannel Integration in E-commerce Enterprises

In recent years, the e-commerce industry has rapidly developed in the wave of digital
transformation, and multichannel integration has become a key strategy for enterprises to enhance
competitiveness. However, despite the widespread recognition of the concept of multichannel
integration, enterprises still face many challenges in actual operations. This paper will explore industry
development trends by analyzing practical cases of domestic and international e-commerce enterprises
and deeply analyze the status and challenges of multichannel integration by taking Shenzhen
Shemanquban Supply Chain Co., Ltd. as an example.

3.1 Status Analysis

Globally, e-commerce enterprises are actively integrating multiple channels to optimize user
experience and improve operational efficiency. For example, Amazon has integrated its online platform
with offline physical stores (such as Whole Foods) to achieve real-time synchronization of online and
offline inventory, significantly enhancing user experience. In China, Alibaba has promoted the deep
integration of online platforms and offline physical stores through its "New Retail" strategy, achieving
seamless online-offline integration through data sharing and technological support. These successful
cases show that multichannel integration can not only enhance the market competitiveness of
enterprises but also increase user stickiness and brand loyalty.

However, despite technological advancements, many enterprises still face challenges in data
integration and channel collaboration. According to a survey by Forrester, about 60% of enterprises
indicate that data silos are the main obstacle to multichannel integration. In addition, a report by
McKinsey points out that more than 80% of e-commerce enterprises believe that multichannel
integration is key to enhancing competitiveness, but only 30% can effectively implement it.['l. This
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indicates that although the concept of multichannel integration has been widely accepted, there are still
many challenges in actual operations

3.2 Challenges Faced

3.2.1 Data Silos: Difficulty in Integrating Data from Different Channels

Data is the core of multichannel integration, but data from different channels are often scattered
across various systems, forming data silos. For example, e-commerce platform data may be stored in an
ERP system, while offline store data may be stored in a POS system. This fragmented data storage
makes it difficult for enterprises to achieve unified data management and analysis.

3.2.2 Channel Conflict: Balancing the Interests of Online and Offline Channels

Conlflict of interests between online and offline channels is another important issue in multichannel
integration. Online channels usually attract consumers with low prices and convenience, while offline
channels rely on the operating costs of physical stores. How to balance the interests of both and avoid
channel conflict is a key issue that enterprises need to solve.

3.2.3 Consistency of Customer Experience: Providing a Seamless Shopping Experience Across
Multiple Channels

The ultimate goal of multichannel integration is to provide a seamless shopping experience.
However, many enterprises fail to achieve this in actual operations. For example, inconsistent inventory
information between online and offline channels and non-shared membership benefits can affect the
consumer shopping experience.

3.3 Case Analysis: Shenzhen Shemanquban Supply Chain Co., Ltd.

3.3.1 Company Profile and Business Model

Shenzhen Shemanquban Supply Chain Co., Ltd. (hereinafter referred to as "Shemanquban") was
established in 2022 and is an e-commerce enterprise specializing in supply chain management. The
company's business covers the operation of online e-commerce platforms, offline warehousing and
logistics management, and cross-border e-commerce services. Shemanquban integrates online and
offline resources to provide one-stop supply chain solutions for customers

3.3.2 Status and Issues of Multichannel Integration

Shemanquban has made certain progress in multichannel integration. The company has developed a
unified management platform to achieve preliminary integration of online e-commerce platforms and
offline warehousing logistics. However, in actual operations, the following issues still exist:

Data Integration Issues: The data from the online e-commerce platform and the offline
warehousing system have not been fully connected, resulting in delayed inventory information updates.

Channel Conflict Issues: There is a contradiction between the low-price strategy of the online
channel and the cost control of offline warehousing logistics.

Customer Experience Issues: Although the company has achieved the function of online ordering
and offline pickup, membership benefits cannot be fully shared across different channels.

According to a report by iResearch, the difficulty coefficient of data integration for e-commerce
enterprises in multichannel integration is as high as 70%, while channel conflict and customer
experience issues also reach 60% and 50%?, respectively. The following is a simple data comparison
table showing the status of Shemanquban in multichannel integration compared with the industry
average:As shown in Table 1.

Table I Customer Experience Issues

Item Status of Shemanquban | Industry Average
Difficulty of Data Integration 75% 70%
Frequency of Channel Conflict 65% 60%
Customer Experience Satisfaction | 70% 75%
Maturity of Technology Platform | 60% 65%

From the above analysis, it can be seen that although multichannel integration has become a key
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strategy for e-commerce enterprises to enhance competitiveness, there are still many challenges in
actual operations. Data silos, channel conflict, technical implementation difficulties, and consistency of
customer experience are issues that Shenzhen Shemanquban Supply Chain Co., Ltd. needs to focus on
solving in the process of multichannel integration. Enterprises need to further optimize the
implementation path of multichannel integration through technological means and management
strategies to enhance market competitiveness and customer satisfaction.

4. Online-Offline Integration Strategies and Practices

In the context of digital transformation, online-offline integration (O20) has become a key strategy
for e-commerce enterprises to enhance competitiveness and user experience. By integrating online and
offline resources and services, enterprises can provide a seamless shopping experience, enhance user
stickiness, and brand loyalty. This paper will explore the strategies of online-offline integration and
analyze the practices and achievements of Shenzhen Shemanquban Supply Chain Co., Ltd.

4.1 Strategies for Online-Offline Integration

The core of online-offline integration is to break down channel barriers and achieve efficient
collaboration of resources and services. The following are several key strategies:

4.1.1 Inventory Sharing: Real-time Synchronization of Online and Offline Inventory

Inventory sharing is the foundation of online-offline integration. By synchronizing inventory
information in real-time between online and offline channels, enterprises can ensure the accuracy and
consistency of inventory data, avoiding stockouts or overstocking caused by inaccurate inventory
information. For example, when an online order is generated, the system can automatically update the
offline inventory, and vice versa. This real-time synchronization not only improves the efficiency of
inventory management but also optimizes the supply chain's response speed.

4.1.2 Order Synchronization: Online Ordering, Offline Pickup or Delivery

Order synchronization is an important link in improving user experience. Consumers can place
orders online and choose to pick up or have their orders delivered from offline stores. This mode is not
only convenient and fast but also reduces logistics costs. For example, consumers can place orders on
e-commerce platforms and choose to pick them up at the nearest offline store. The store can arrange
shipping or notify consumers to pick up their orders based on inventory conditions. This collaborative
order processing method between online and offline channels significantly improves the convenience
of shopping.

4.1.3 Membership Management: Shared Membership Data and Unified Points System Across
Channels

Membership management is key to enhancing user stickiness. By integrating online and offline
membership data, enterprises can establish a unified membership system, enabling the sharing of
membership benefits and unified management of points. For example, consumers can accumulate
points for any channel's consumption, and these points can be used online and offline. This
multi-channel membership management strategy not only improves user satisfaction but also enhances
user loyalty.

4.1.4 Marketing Synergy: Coordinated Promotional Activities Across Channels

Marketing synergy is an important part of online-offline integration. By conducting coordinated
promotional activities across channels, enterprises can expand their marketing coverage and enhance
brand influence. For example, when an online platform launches a limited-time discount campaign,
offline stores can simultaneously hold experiential activities or promotional exhibitions. This
coordinated marketing strategy between online and offline channels not only attracts online users to
participate offline but also promotes offline users to shop online, creating a positive interactive effect.

4.2 Case Analysis: Multichannel Integration Practices of Shenzhen Shemanquban Supply Chain
Co., Ltd.

Shenzhen Shemanquban Supply Chain Co., Ltd. (hereinafter referred to as "Shemanquban") is an
e-commerce enterprise specializing in supply chain management. The company has achieved an
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online-offline integrated operational model through multichannel integration. The following are its
specific practices and effectiveness evaluations:

4.2.1 Specific Measures: Operational Processes and Technological Applications of Online-Offline
Integration

4.2.1.1 Inventory Sharing and Order Synchronization

Technological Implementation: Shemanquban has developed a unified inventory management
system that connects with the e-commerce platform and offline store POS systems through API
interfaces to achieve real-time synchronization of inventory data. When an online order is generated,
the system automatically updates the offline inventory and arranges shipping or notifies consumers to
pick up their orders based on inventory conditions.

Operational Process: After consumers place orders on the e-commerce platform, they can choose to
pick up or have their orders delivered from offline stores. The stores respond promptly based on
inventory conditions to ensure efficient order processing.

4.2.1.2 Membership Management

Technological Implementation: Shemanquban has established a unified membership management
system that integrates online and offline membership data, enabling the sharing of membership benefits
and unified management of points. Consumers can accumulate points for any channel's consumption,
and these points can be used online and offline.

Operational Process: Members can register through online or offline channels, and their
membership benefits remain consistent across all channels. The company provides personalized
recommendations and services based on membership data analysis to improve user satisfaction.

4.2.1.3 Marketing Synergy

Technological Implementation: Shemanquban uses big data analysis tools to monitor online and
offline sales data and user behavior in real-time. The company formulates coordinated promotional
activities based on data analysis results.

Operational Process: When the online platform launches a limited-time discount campaign, offline
stores simultaneously hold experiential activities or promotional exhibitions. Through coordinated
marketing strategies between online and offline channels, the company expands its marketing coverage
and enhances brand influence.

4.2.2 Effectiveness Evaluation: Achievements of Multichannel Integration Through Data
Comparison

Multichannel integration has brought significant operational improvements to Shenzhen
Shemanquban Supply Chain Co., Ltd. By integrating online and offline resources and services, the
company has not only optimized internal management processes but also significantly enhanced market
competitiveness and customer experience. The following is a specific effectiveness evaluation based on
third-party and internal company data:

4.2.2.1 Significant Improvement in Inventory Management Efficiency

Before multichannel integration, Shemanquban's inventory turnover rate was 3.5 times per year,
indicating relatively low inventory liquidity and management efficiency. After implementing
multichannel integration strategies, especially online-offline inventory sharing and real-time
synchronization, the company's inventory turnover rate increased to 4.8 times per year!!l. This
significant improvement not only reduced inventory accumulation and stockouts but also optimized the
supply chain's response speed, making inventory management more efficient and precise.

4.2.2.2 Substantial Increase in Order Processing Efficiency

Before multichannel integration, Shemanquban's order processing time was 48 hours, which was a
significant challenge in the e-commerce industry that demands rapid response. By developing a unified
management platform, the company achieved rapid order processing and tracking, reducing the order
processing time to 24 hours. This improvement not only increased customer satisfaction but also
reduced customer complaints and order cancellations due to processing delays.

4.2.2.3 Significant Enhancement in Member Activity and Loyalty

Before multichannel integration, Shemanquban's member activity rate was only 30%, indicating
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low participation among most members. By integrating online and offline membership data and
enabling the sharing of membership benefits and unified points management, the member activity rate
increased to 50%. Additionally, member retention rates increased from 50% to 65%, and repeat
purchase rates increased from 40% to 55%0l. These data show that multichannel integration
significantly enhanced member participation and loyalty, bringing a more stable customer base and
higher customer value to the company.

4.2.2.4 Significant Improvement in Customer Satisfaction and Brand Loyalty

Before multichannel integration, Shemanquban's customer satisfaction was 75%, which was at a
medium level in the industry. By providing a seamless shopping experience and personalized services,
customer satisfaction increased to 85%. Additionally, brand awareness increased from 60% to 75%, and
brand reputation also improved significantly. These improvements not only enhanced customer
satisfaction but also increased the market competitiveness and customer loyalty of the brand.

4.2.2.5 Significant Growth in Sales and Market Share

Before multichannel integration, Shemanquban's sales growth rate was 10%, which was relatively
low in the competitive e-commerce market. By implementing multichannel integration strategies, the
company's sales growth rate increased to 25%. This significant growth not only reflected the direct
promotional effect of multichannel integration on sales but also showed that the company successfully
attracted more customers and expanded its market share by optimizing customer experience and
improving operational efficiency.As shown in Table 2.

Table 2 Multichannel Integration

Item Before Multichannel Integration | After Multichannel
Integration

Inventory Turnover Rate | 3.5 times/year 4.8 times/year

Order Processing Time 48 hours 24 hours

Member Activity Rate 30% 50%

Customer Satisfaction 75% 85%

Sales Growth 10% 25%

Through multichannel integration, Shenzhen Shemanquban Supply Chain Co., Ltd. has achieved
significant improvements in inventory management, order processing, membership management,
customer experience, and sales growth. These achievements not only verify the effectiveness of
multichannel integration strategies but also win more development space for the company in the fierce
market competition. In the future, the company needs to continuously optimize multichannel
integration strategies to adapt to market changes and the diversification of customer needs, further
enhancing its competitiveness and market position.

4.3 Enhancing Customer Experience

4.3.1 Seamless Shopping Experience: Optimizing the Customer Journey Across Channels

The core goal of multichannel integration is to provide a seamless shopping experience. By
enabling inventory sharing, order synchronization, and membership management, consumers can
switch seamlessly between different channels and enjoy a consistent shopping experience. For example,
consumers can browse products online, experience and purchase them offline, or place orders online
and pick them up or have them delivered offline. This seamless shopping experience not only improves
user convenience but also enhances user satisfaction.

According to a survey by Forrester, customer satisfaction with the shopping journey has
significantly increased after multichannel integration. The following table shows the satisfaction levels
of consumers at different stages of shopping:As shown in Table 3.

Table 3 Satisfaction Experience

Shopping Stage Satisfaction Before Integration | Satisfaction After Integration
(%) (%)

Product Browsing 70 85

Purchase Decision 65 80

Order Placement 75 90

Order Tracking 60 85

After-Sales Service 65 80
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As shown in the table, customer satisfaction has significantly improved at each stage of shopping
after multichannel integration, especially in the stages of order placement and order tracking, where
satisfaction increased by 15% and 25%, respectively.

4.3.2 Customer Satisfaction and Loyalty: The Impact of Multichannel Integration on Customer
Relationships

Multichannel integration significantly enhances customer satisfaction and loyalty. By establishing a
unified membership system and providing personalized services, enterprises can better meet customer
needs and increase customer stickiness. According to a survey by McKinsey, customer satisfaction
increased by 15% and customer loyalty increased by 20% after multichannel integration*. This
improvement not only helps enterprises retain existing customers but also attracts new customers
through word-of-mouth.

In summary, online-offline integration is a key strategy for e-commerce enterprises to enhance
competitiveness and customer experience. By enabling inventory sharing, order synchronization,
membership management, and marketing synergy, enterprises can achieve efficient collaboration of
online and offline resources and services, providing a seamless shopping experience. The practice of
Shenzhen Shemanquban Supply Chain Co., Ltd. shows that multichannel integration significantly
improves operational efficiency and customer satisfaction. In the future, e-commerce enterprises need
to continuously optimize online-offline integration strategies to adapt to market changes and the
diversification of customer needs.

5. Enhancing Competitiveness of E-commerce Enterprises Through Multichannel Integration

Multichannel integration brings significant enhancements to the competitiveness of e-commerce
enterprises, mainly reflected in market coverage and brand influence, operational efficiency and cost
optimization, customer experience and loyalty, and the construction of competitive advantages.

5.1 Market Coverage and Brand Influence

Multichannel integration significantly expands the market coverage of e-commerce enterprises. By
integrating multiple channels such as online e-commerce platforms, social media, offline stores, and
mobile applications, enterprises can reach a broader customer base. For example, online platforms can
attract young, tech-savvy consumers, while offline stores can meet the needs of those who prefer
physical shopping experiences. According to a report by McKinsey, market coverage expanded by an
average of 30% through multichannel integration.

At the same time, multichannel integration enhances brand influence. By delivering consistent
brand messages across different channels and providing a seamless customer experience, enterprises
can increase brand awareness and reputation. For example, through interactions on social media and
online platforms, enterprises can better establish emotional connections with consumers and enhance
brand loyalty. According to a survey by Forrester, brand awareness increased by 20% and reputation
increased by 15% after multichannel integration.!"!

5.2 Operational Efficiency and Cost Optimization

Multichannel integration optimizes the operational efficiency of e-commerce enterprises. By
sharing online and offline inventory in real-time, enterprises can manage inventory more efficiently,
reducing inventory accumulation and stockouts. For example, online orders can reflect inventory
changes in real-time, and offline stores can replenish or allocate goods based on inventory conditions.
This inventory management approach not only increases inventory turnover but also reduces inventory
costs. According to a report by Gartner, inventory turnover increased by an average of 25% and
inventory costs decreased by 15% after multichannel integration.

Additionally, the use of a unified multichannel management platform improves order processing
efficiency. Enterprises can manage orders from all channels through a single platform, enabling rapid
order processing and tracking. This unified management approach not only improves operational
efficiency but also reduces operational costs caused by channel conflicts. According to a survey by
Adobe Digital Insights, order processing time decreased by an average of 30% and operational costs
decreased by 20% after multichannel integration.
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5.3 Customer Experience and Loyalty

Multichannel integration significantly enhances customer experience. By providing a seamless
shopping experience, consumers can switch freely between different channels and enjoy consistent
services and product information. For example, consumers can browse products online and then choose
to pick them up or experience them at the nearest offline store. This seamless shopping experience not
only increases customer satisfaction but also enhances customer loyalty. According to a survey by
Forrester, customer satisfaction increased by 25% and loyalty increased by 20% after multichannel
integration.

Moreover, personalized services and membership management under multichannel integration
further enhance customer loyalty. By integrating online and offline membership data, enterprises can
provide personalized recommendations and services to meet customers' individual needs. For example,
members can accumulate points for any channel's consumption, and these points can be used online and
offline. This points system not only increases customer satisfaction but also enhances customer loyalty.
According to a report by McKinsey, member activity increased by 30% and repeat purchase rates
increased by 25% after multichannel integration.!!

5.4 Building Competitive Advantages

Multichannel integration creates unique competitive advantages for e-commerce enterprises. By
integrating multiple channels, enterprises can provide more comprehensive services and richer
shopping experiences, differentiating themselves from competitors. For example, through
online-offline integration, enterprises can offer more convenient shopping methods, such as online
ordering with offline pickup or delivery. This service model not only increases customer convenience
but also enhances the competitiveness of the enterprise. According to a report by Gartner, market share
increased by 15% and customer acquisition costs decreased by 20% after multichannel integration.

Additionally, multichannel integration enhances the continuous innovation and adaptability of
enterprises. By integrating data and resources from multiple channels, enterprises can better understand
market changes and customer needs, quickly adjust strategies, and launch new products and services.
This continuous innovation and adaptability not only increases the competitiveness of the enterprise but
also helps it maintain a leading position. According to a survey by Adobe Digital Insights, innovation
capabilities increased by 25% and the ability to adapt to market changes increased by 30% after
multichannel integration.

6. Conclusions and Future Outlook
6.1 Research Conclusions

Multichannel integration is a key path for e-commerce enterprises to enhance competitiveness. By
integrating online and offline resources and services, enterprises can expand market coverage, enhance
brand influence, optimize operational efficiency, reduce costs, improve customer experience, and
increase customer loyalty. The practice case of Shenzhen Shemanquban Supply Chain Co., Ltd. verifies
the feasibility of multichannel integration. By constructing a multichannel data integration framework
and implementing online-offline integration strategies, enterprises can significantly enhance their
market competitiveness.

6.2 Research Contributions

This study proposes a multichannel data integration framework, providing a technological
implementation path for e-commerce enterprises. It also offers specific strategies for online-offline
integration, providing practical guidance for e-commerce enterprises. Through case analysis, this study
provides a reference for the digital transformation of e-commerce enterprises.

6.3 Future Research Directions
Future research can further explore the long-term impact and sustainable development of

multichannel integration. For example, how can multichannel integration achieve long-term growth and
fulfill social responsibilities for enterprises? Additionally, research can focus on the application of new

Published by Francis Academic Press, UK
-111-



Academic Journal of Business & Management
ISSN 2616-5902 Vol. 7, Issue 4: 104-112, DOI: 10.25236/AJBM.2025.070413

technologies (such as blockchain and the Internet of Things) in multichannel integration and the impact
of multichannel integration on different industries (such as retail and manufacturing). These research
directions will provide more theoretical support and practical guidance for the future development of

e-commerce enterprises.
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