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INTEGRATION OF SALES CHANNELS ON THE WAY
TO OMNICHANNEL DISTRIBUTION OF GOODS

With the development of digital technologies, as well as the constant transformation of consumer
behavior, there is a need to integrate sales channels that will retain existing customers and influence the
emergence of the new ones. In this regard, the relevance of studying and implementing omnichannel
distribution is determined as the preferred way to meet customer needs, and within which all points of
interaction on various sales channels with customers are integrated and work without obstacles.

The purpose of the research in the article was to determine the directions of integration of sales
channels during the transition to omnichannel distribution of goods. For this purpose, a survey was con-
ducted among 456 respondents; the survey questions were related to preferences in choosing an online
and offline purchasing channel. Further, the work used methods of theoretical research, comparative
analysis, and generalization to formulate conclusions and results, as well as the tool of the Job-to-be-
done method. A study of customer preferences showed that consumers prefer to use elements of om-
nichannel distribution, but do not have such an opportunity. After that, the authors proposed a scheme
for integrating online and offline sales channels. The peculiarity of this article is that the authors have
adapted the tool of the Job-to-be-done approach to the topic of the research, based on it, drivers of the
behavior of channel participants on the way to omnichannel sales were offered in order to determine
the advantages of the proposed solutions, as well as to understand what barriers may occur when imple-
menting changes.

The theoretical significance of the article lies in the generalization of ideas about the role and signifi-
cance of omnichannel distribution in the economic literature of domestic and foreign authors. The prac-
tical significance is that the results of this study will allow companies to gain insight into the customer
experience to implement an integrated sales system and increase their willingness to purchase in in the
conditions of omnichannel.

Key words: omnichannel distribution, customer, behavior, buyer need, digital marketing.
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TayapAapAbl OMHMApHaAbI ©TKi3yre eTy
YKOAbIHAQ CaTy apHaAapPbIH MHTErpaLusAay

LInpAbIK, TEXHOAOTUSIAAPABIH, AAMYbIMEH, COHAAM-aK, TYTbIHYLUbIAAPABIH, MIHE3-KYAKbBIHbIH YHEMI
e3repyiMeH KOAAQHbICTaFbl TYTbIHYLIbIAQPAbI YCTar TypaTblH K8HEe >KaHa TYTbIHYLUbIAAPAbIH, MarAa
6OAYbIHA ©Cep eTeTiH caTy apHaAapbiH OIpPIKTIpY KaXeTTiAiri TybiHAaMAbl. OcbiFaH GalAaHbICTbI,
KAMEHTTIH, KaXXeTTIAIKTepiH KaHaraTTAHAbIPYAbIH KOAaWAbl BAICi peTiHAE OMHMApPHAAbl OTKi3yAi
3epTTeY MEH eHri3yAiH ©3€eKTIAIr aHblKTaAaAbl )XOHE OHbIH LEHOEPIHAE KAMEHTTEPMEH SPTYPAI caTy
apHaAapblHAAFbl 6aPAbIK, ©3apa 9peKeTTecy HYKTeAepi KeAeprici3 BipiKTipiAiN, )KYMbIC iCTEMAI.

Makanaparbl 3epTTeyaiH MakcaTbl TayapAapAbl OMHMApHaAbl ©TKi3yre Kelly KesiHAe caTy
apHaAapblH MHTErpaumsiaay 6arbiTTapblH aHbikTay 60AAbl. OA yuiH 456 pECroHAEHT apachbiHAQ
cayaAHama XKYPri3iAAil, cayaaHama cypakTapbl OHAAMH >KeHe ohAalH caTbin aAy apHacbiH TaHAAYAAFbl
apThIKWbIAbIKTAPFa 6aAaHbICTbl GOAABI. Opi Kapar aBTOPAAP OHAAMH XX8He OhAAH TapaTy apHaAapbiH
GipiKTipy CxemacblH YCbIHAbL. ByA MakaAaHbIH epekileAiri — aBTopaap 3epTrey TakblpbiObiHa Job-to-
be-done saiciHiH KypaAbiH 6e1iMAEAi, OHbIH HEri3iHAE YCbIHbIAFAH LIELIMAEPAIH apThIKLLbIAbIKTaPbIH
aHbIKTay, COHAQI-AK, ©3repiCTepAI eHri3y Ke3iHAe KaHAal KeAepriAep TyblHAQYbl MYMKIH eKeHiH TyCiHy
YWiH OMHMApHaAbl CaTy >KOAbIHAQ apHa KaTbICYLIbIAAPbIHbIH MiHE3-KYAKbIHbIH, KO3FayLlibl KYLUTepi
YCBIHbIAABI.

MakanaHbIH, TEOPUSIAbIK, MaHbBI3ABIABIFbI OTAHABIK, XKOHE LIETEeAAIK aBTOPAAPAbIH, 3KOHOMMKAADIK,
aAebueTTepiHAETT OMHMAPHAAbI OTKI3YAIH POAI MEH MaHbI3bl TYpaAbl MAESIAAPAbI >KAAMbIAQY GOAbIN
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MHTerpaums KaHaAOB NMPOAAXK HA MYTH
K OMHMKaHaAbHOMY CObITY TOBapoB

C pasButMeM UMGPOBBIX TEXHOAOTMM, a TakXe MOCTOSHHOM TpaHcopmMaLmer MoBeAeHMs
noTpebuTeAert BO3HWMKAET HEOOXOAMMOCTb B MHTErpauMm KaHaAOB MPOAAXK, KOTOpble yAepkaTt
CYLLECTBYIOWMX KAMEHTOB M TMOBAMSIIOT HA MOSIBAEHWME HOBbIX MOTpebuTesen. B cBsa3M € 3TuM
OMPEAEASIETCS AKTYaAbHOCTb M3YUEHUS 1 BHEAPEHWSI OMHMKAHAABHOTO CObITA, KaK MPEANOYTUTEABHOIO
cnocoba yAOBAETBOPeHMsi NOTPeBHOCTeN KAMEHTA, M B PaMKax KOTOPOM BCEe TOUKM B3aMMOAENCTBUS Ha
Pa3AMUHBIX KaHaAaX MPOAAXK C KAMEHTAMU MHTErpupytoTcst U paboTatoT 6e3 npensTCTBuMi.

LleAblo MCCAEAOBAHMS B CTATbe SIBUAOCh OMPEAEAEHME HAMPABAEHWIA MHTErpaLmMm KaHaAoB cObiTa
npu nepexoAe K OMHMKAHaAbHOMY CObITY TOBApoB. AAsl 3TOro OblA MPOBEAEH Onpoc cpeau 456
PECMOHAEHTOB, BOMPOCHI AHKETUPOBaHMS ObIAM CBSI3aHb! C MPEAMOYUTEHUSAMM B BbIGOPE KaHAAQ OHAQIH-
n odAarH-Nnokynok. Aasee B paboTe MCMOAb30BAAMCH METOAbl TEOPETUUECKOrO MCCAEAOBAHMS,
CPaBHUTEAbHbIM aHaAn3, o6obLieHre — AAS (POPMYAMPOBAHMSI BbIBOAOB M PE3YAbTATOB, a TakXKe
MHCTPYMEHT MeToAa Job-to-be-done. MccaepoBatre npeanoyTeHUn KAMEHTOB MOKA3aA0, YTO NoTpe-
OGUTEAU MPEANOUUTAIOT UCMOAb30BATb SAEMEHTbI OMHUKAHAALHOTO CObITA, OAHAKO HE MMEIOT TaKow
BO3MOXHOCTH. [locAe uyero aBTopamu OblAa MPEAAOXKEHA CXemMa MHTerpauum OHAAMH- U OAQiH-
KaHaAoB cObiTa. OCOBEHHOCTLIO AQHHOW CTaTbM SBASETCS TO, UYTO aBTOpaMu ObIA AAANTUMPOBaH
MHCTPYMEHT MeToAa Job-to-be-done noa Temy MccAeaOBaHMs, Ha ero OCHOBE OblAM MPEAAOXKEHbI
ABVXKYLLME CHAbI MOBEAEHUS YUACTHMKOB KaHaAa Ha MyTW K OMHMKAHAAbHOMY CObITY, YTOObI BbISIBUTb
NPenMyLLIeCTBa NMPEAAAraeMblX PELIEHWI, a TakXKe MOHSATb KaKMe MOTYT BO3HWMKHYTb Gapbepbl npwu
BHEAPEHWM U3MEHEHMIA.

TeopeTuueckas 3HAYMMOCTb CTaTbM 3aKAIOUAeTCs B OOOOLLEHNM MPEACTABAEHWIA O POAU W
3HAYeHMM OMHMKAHAABHOTO CObITa B 3KOHOMWMYECKOW AMTEpAType OTEYECTBEHHbIX M 3apyOeskHbIX
aBTOpoB. [lpakTnuyeckas 3HAUMMOCTb 3aKAIOUAETCSl B TOM, YTO Pe3yAbTaTbl 3TOr0 MCCAEAOBaHMS
MO3BOASIT KOMMaHUSM MOAYUUTb NMPEACTaBAeHUE 00 omnbiTe PaboTbl C KAMEHTamM, YTOObl BHEAPUTH
MHTErpuMpoOBaHHYI0 CUCTEMY MPOAAXK W MOBbICUTb WX >KEAAHME COBepLUaTb MOKYMKM B YCAOBMUSIX
OMHMKAHAAbHOCTM.

KAtoueBble CAOBa: OMHMKAHAAbHbIA CObIT,
UMPOBOI MAPKETUHT.

KAMEHT, TroBeAeHne, I'lOTpe6HOCTb MOKYyTaTeAs,

Introduction

Today, the number of consumers using digital
technologies is actively growing, along with this
their behavior is changing, all this has led to the
emergence of companies that are able to ensure
uninterrupted interaction with customers through
various online and offline channels through the
implementation and use of integrated processes and
information systems.

Omnichannel has replaced multichannel.
Whereas the point of the latter was simply to create
channels for interaction with consumers in different
segments (social networks, email newsletters,
call centres), then omnichannel is a personalized
integrated approach.

The fact that today’s customers need an
individual omnichannel approach is confirmed
by the results of research from various analytical
and consulting companies. Thus, CommerceHub
research shows that 86% of consumers regularly
switch across at least two channels, and according
to Harvard Business Review 73% of consumers
make purchases on more than one channel.
As Invesp analysts highlight, companies with
omnichannel customer engagement strategies
retain 89% of their customers on average,
compared to 33% for companies with weak
omnichannel engagement. 87% of customers
believe that brands need to make more efforts to
ensure smooth operation, Zendesk experts note
(Profit.kz, 2020).
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Integration of sales channels on the way to omnichannel distribution of goods

SDL research shows that 90% of customers
expect a consistent experience across channels,
with 60% of millennials expecting consistent
interaction with a brand — whether in-store, online
or over the phone. As MarketingSherpa notes 72%
of adults prefer interacting with companies digitally,
according to Marketing Land 49% of consumers
buy from their favourite omnichannel brands at
least once a week, and 62% of consumers who
interact with their favourite brands on more than 10
channels, make weekly purchases (Profit.kz, 2020).
Thus, omnichannel helps to retain customers and
incline them to make repeat purchases.

The relevance of this topic is associated with
changes in the relationship between consumers
and companies offering their goods or services
under the influence of the active spread of digital
technologies. In addition, the small market capacity
of Kazakhstan due to low population density and
uneven distribution throughout the entire territory of
the country, can be considered as an obstacle to the
development of only physical retail chains (Barykin
et al, 2021), and suggests the development of a
more flexible shopping system such as omnichannel
distribution.

Based on this, the purpose of the research in the
article is to determine the directions of integration of
sales channels during the transition to omnichannel
distribution. In order to achieve the goal set in the
article, theoretical research methods such as analysis
to determine the theoretical patterns of the concept,
synthesis to identify connections and relationships,
generalization to generate results, as well as the tool
of the Job- to-be-done method were used.

The object of the research in the article is the
study of the behavior of the end consumer in sales
channels; the subject of the study is consumer
preferences in choosing goods and services when
making purchases in various sales channels.

Literature review

New technologies in business processes, in
particular the omnichannel approach to retail ac-
tivities, are also transforming consumer behavior.
These processes become part of scientific research.
Thus, when studying this topic one can notice that
the authors (Hosseini S. et al, 2018; Luo et al, 2016;
Rigby, 2011) studying the omnichannel approach
are increasingly moving away from sales as a fun-
damental function, swithcing to popular types sales
and customer service. In this regard, the problem of
multichannel has attracted the attention of many re-
searchers, and special issues devoted to this topic
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have been published. The literature review conduct-
ed by the authors revealed a range of topics that are
relevant today.

If we compare the different definitions of om-
nichannel sales, we can note significant coordina-
tion of the seamless customer journey (theoretical
business perspective) and the emotional journey
(Beckers et al, 2018), and all channels affecting
touch points with the buyer, potentially creating a
customer journey are also taken into account (Picot-
Coupey et al, 2016). If we consider omnichannel
distribution within the framework of omnichannel
marketing from a management point of view, it im-
plies not only the synergistic effect of managing
multiple channels and optimizing the result on both
sides (internal and external) but also the high role
of interaction and building relationships between
the consumer and the brand (Lazaris S., Vrechopou-
los, A., 2014). Darrell Rigby in his study suggests
that salespeople develop an omnichannel strategy
(Rigby, 2011) as it can significantly increase the
attractiveness of the brand to customers, as well as
increase the company’s profit (Mohammadian N.,
Fatahi Valilai O., 2022). This approach examines
the development of omnichannel distribution from
an organizational point of view. In this regard, there
is a need to compare different paths to omnichannel
business (Lehrer C., Trenz, M., 2022). Many scien-
tists have already considered the transition to om-
nichannel business and related issues. (Morais, A.et
al, 2019; Manser Payne et al, 2017). At the same time
omnichannel as a management approach will not dis-
appear. Retail organizations will adopt this strategy
to maintain their competitiveness, ensure seamless
cross-channel experiences and ensure a sustainable
future. Adopting a customer-centric business ap-
proach will require the entire enterprise to be orga-
nized from within (Gerea et al, 2021). Therefore,
omnichannel retail is gradually becoming an element
of the whole system which includes several func-
tions (from communication to support). This means
that omnichannel in the context under study cannot
and will not be considered in the narrow sense of the
word. To do this, omnichannel should be considered
from the point of view of managing all available mar-
keting channels at any (digital or physical) point of
contact with the consumer. Being an omnichannel
business means placing the customer at the centre of
the company’s experience through channel integra-
tion, consistency and a seamless customer experience
(Picot-Coupey et al, 2016).

However there are still obstacles on the way of
companies to omnichannel business. The imple-
mentation of an omnichannel strategy requires an
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individual approach (Lehrer C., Trenz, M., 2022).
The works of Kazakh researchers talk about the
importance of digitalization and the effective con-
struction of offline and online sales systems in con-
nection with the mixed approach of consumers to
purchases to achieve a positive consumer experi-
ence and maintain their share in total sales volumes
(Akhmetova et al, 2022).

Thus, some issues require studying ways to in-
tegrate sales channels, introducing innovative solu-
tions, as well as determining the characteristics of
consumer behavior and building a system of rela-
tionships with them in a multi-channel sales envi-
ronment.

Materials and Methods

The research methodology was carried out in
stages based on several methods of data collection
and analysis. The first of these was the traditional
method of collecting primary information — an on-
line survey on the Google Forms platform. The sur-
vey was conducted twice: in November-December
2019 and February-March 2023, in which 456 re-
spondents participated: 228 respondents in 2019 and
228 in 2023. The number of respondents was taken
equally to conduct a more accurate comparative
analysis. Among the survey participants the major-
ity are young people aged 18 to 25, mainly residents
of Almaty. The survey questions were related to
preferences in choosing online and offline purchas-
ing channels.

The next stage was to analyze the survey data
identifying trends in changes within a specific time
interval. Data in the context of the survey period al-
low for a comparative analysis of consumer prefer-
ences for goods and services in online and offline
stores. Then the Job-to-be-done approach tool was
used. Jobs-to-be-done is a theory about user behavior
that helps to understand how and why people make
their first purchase decision. The point of the theory
is that people do not buy products, but “hire” them
to perform certain tasks. With the help of the theory
of “jobs”, we can find out what motivates people
at the time of making a purchase decision, which
means we have the opportunity to create products
that will better respond to internal customer requests
(Vc.ru, 2019). The Jobs-to-Be-Done methodology
is applicable in various fields, and it can greatly help
in the strategic marketing of a company, in market
segmentation, brand development, product devel-
opment, understanding the market structure, etc.
(Mikryukov et al, 2022). For example, the company
Machineheads has successfully optimized the work

of the Novosibirsk Energosbyt website, an electric-
ity supplier in Novosibirsk, using the Jobs-to-be-
done methodology (Machineheads.ru, 2022). So,
Jobs-to-be-done is a universal technique that helps
not to waste valuable resources and focus on cus-
tomer preferences. The tools of this methodics can
be integrated into the work of your company (Vc.
ru, 2019). The authors adapted the tool of the Job-
to-be-done approach to the research topic, based on
it, drivers of the behavior of channel participants on
the way to omnichannel sales were offered in order
to determine the advantages of the proposed solu-
tions, as well as to understand what barriers may
occur when implementing changes. To achieve this
goal, the work used methods of theoretical research,
comparative analysis, and generalization to formu-
late conclusions and results, as well as the tool of the
Job-to-be-done method. The hypothesis has been
put forward that trends in the transition of domestic
consumers to omnichannel distribution of goods are
currently being identified.

Results and discussion

An omnichannel sales system for the business
environment allows to see opportunities to increase
them based on the integration of online and offline
sales, and also to prevent their existence in the form
of separate online stores or physical sales outlets.
Further analysis can confirm this.

Thus, based on data collected through a survey
a comparative analysis of consumer preferences by
type of service in a physical store in 2019 and 2023
was carried out to identify trends in their develop-
ment in this period.

From Figure 1 below we see that the number of
consumers in 2023 who prefer such services in an
offline store as “the presence of WI-FI, the ability to
see the entire assortment, creating an atmosphere in
the store and specialized events for the buyer” has
remained virtually unchanged in comparison with
2019. That is, 7% of consumers still prefer the pres-
ence of WI-FI and the ability to quickly connect to
it. This low figure can be explained by the fact that
consumers are not so interested in the presence of
WI-FI in an offline store since today almost every-
one has personal access to the Internet. From 2018
to 2022 the volume of Internet consumption in Ka-
zakhstan increased almost threefold. In 2018 con-
sumers used 356 petabytes, and in 2022 this figure
grew to 1000 petabytes (Ministry of Digital Devel-
opment, Innovations and Aerospace Industry of the
Republic of Kazakhstan, 2023), including a larger
number of mobile Internet consumers.
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Figure 1 — Consumer preferences when choosing types of services in an offline store for 2019 and 2023
Note: Compiled by the authors based on data from a survey conducted on the topic “Consumer preferences in choosing
online and offline shopping channels in Almaty” using Excel software.

The preference for the service “to see the entire
range of products”, according to the survey, was
chosen by 22% of consumers. This figure is similar
in both 2019 and 2023. Many consumers want to
see an assortment of products before their eyes, to
be able to touch, “feel” or evaluate the product. This
cannot be done in online channels. The preference
for choosing the service “creating an atmosphere in
the store” remained almost unchanged and amounted
to about 10% in this period. The atmosphere of the
store can create conditions for a favorable purchase
through various factors influencing the consumer
and inducing a certain emotional state. Such
sales tools are limited in their use by online sales
channels but the emotional aspects of the shopping
process remain important for some consumers. This
confirms the need for the presence of physical stores
in the distribution system.

It should be noted that such service as “the
opportunity to virtually get acquainted with a
product” provided in offline sales became more
preferable in 2023, but compared to 2019 it did not
grow significantly, by only 1.5% and in general this
figure was about 5%. The authors suggest that the
reason for this is the critically low number of brands
in the Kazakh market that provide the opportunity
to get acquainted with the product. Consequently,
consumers are not yet aware of the benefits of this
type of service, which is why such a small number
of consumers have made this choice. But even this
small percentage suggests that this need is beginning
to emerge in retail activities, that is a movement
towards omnichannel choice.

Such service as “sales floor consultants with
deep knowledge of the assortment” occupies the
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highest position in Figure 1 both in 2019 (22%) and
in 2023 (29%). There was an increase of 7%; the
authors believe that this was influenced by the post-
pandemic situation, when after a long absence of the
opportunity to visit stores there was a large flow of
consumers during their opening. Another reason is
that people are social, and therefore need constant
contact with people.

In the choice of the service “using technologies
that facilitate the search for goods,” on the contrary,
there was a decline; if in 2019 this figure was about
11%, then in 2023 it was about 8%. The authors
assume that just as in the case of the possibility
of virtual acquaintance with a product, such
technologies have not yet been presented in the
Kazakh market. Instead of such technologies sales
floor consultants are involved to help search for
goods, which entails a loss of time and a decrease
in the purchase probability. Perhaps domestic
consumers are simply not ready to quickly accept
such technologies; they are accustomed to acting out
of habit turning to sales personnel when searching
for goods. But the presence of such a need even
among a small number of buyers indicates the need
for different sales systems at the same time.

A similar situation arose with the choice of the
service “the ability to quickly get acquainted with
the assortment of goods in other stores”, which also
presupposes the presence of special technologies.
Here the figure decreased from 18% (2019) to 13%
(2023). That is why among consumers the largest
number was identified as those who prefer sales floor
consultants with deep knowledge of the assortment.
But the presence of such needs among buyers as the
ability to get acquainted in one offline store with
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the assortment of another, whether it is a physical
store or an online store, even though the number is
reduced, indicates the need for omnichannel product
sales systems.

Thus, to implement omnichannel distribution
as one of the elements of omnichannel marketing
by taking advantage of various sales channels, they
must be used simultaneously and harmoniously with
each other. An example of the introduction of new
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technologies for integrating online and offline sales
is the online clothing store Lamoda, which launched
virtual fitting rooms (The Village Kazakhstan,
2023). However there is no physical store in the
sales system. Its presence would bring it even closer
to an omnichannel distribution channel.

So, to introduce omnichannel distribution, let’s
consider the range of products that are preferable in
online stores (Figure 2).

Household
appliances and
computers

Toys Food
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Figure 2 — Consumer preferences when choosing types of goods in an online store for 2019 and 2023.
Note: Compiled by the authors based on data from a survey conducted on the topic “Consumer preferences in choosing
online and offline shopping channels in Almaty” using Excel software.

A study of consumer preferences in the
assortment of goods and services in an online store
over two years showed that shoes and clothing
are purchased most of all. This figure was 34.2%
in 2019 but it decreased slightly to 31.1% in 2023.
The segment of shoes, clothing and accessories
will always be in demand. One of the advantages
of buying clothes and shoes online is the ability to
compare prices on different marketplaces, as well
as the availability of various offers, discounts,
promotions, etc. However physical clothing stores
are also not losing ground, as the opportunity to
try clothes on remains important for many. Also
the process of making purchases in offline trading
platforms brings pleasure to many consumers,
immersing them in a positive emotional state.

Books, films, audio music and video games are
the second most popular purchases in online stores.
This figure increased by 2.6%: in 2019 22.8% of
consumers chose this segment, and in 2023 —25.4%.
The greater preference for purchasing these products
in an online store is explained by the fact that it is
possible to read a summary, watch a trailer, or test

video games. Therefore, purchasing these products
from online stores is very convenient for consumers.

Due to the constant development of technology,
the interest in devices that make everyday household
tasks easier is growing. This is seen in purchasing
preferences for consumer electronics and computers,
which grew by 4.3% in 2023 to 17.1%. The authors
assume that this figure will continue to grow in
the future as consumers actively introduce and use
consumer electronics and computers in everyday
life.

Preferences for buying beauty and health
products online remained unchanged in 2023 and
amounted to 15.3%, the same as in 2019. Consumers
are still buying these products online, the reason for
this may be the development of social networks and
various beauty blogs, recommendations of famous
personalities, etc. Consumers make purchases in
online stores based onreviews and recommendations.

The low rate of preference for shopping in an
online store for children’s toys in 2019 (7%) and
in 2023 (2.7%) is explained by the fact that in this
survey the majority of respondents were young
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people who do not yet have children and do not
need to buy toys. The preference for online grocery
shopping did not change over the past two years and
amounted to about 8%. Sales of food products in
Kazakhstan are at the development stage. According
to the Bureau of National Statistics for 2022 the
share of food retail sales through the Internet was
13.2% (Bureau of National Statistics, 2023).

Thus, it is preferable to sell the following range
of goods through an online sales system: shoes,
clothing, books, audio music, films, video games,
consumer electronics and computers.

The analysis allows us to gain knowledge that
makes it possible to integrate online and offline
channels. Below is a diagram of the integration
of these channels on the path to omnichannel
distribution (Figure 3).

From Figure 3 we see that consumer preferences
in offline shopping channels are driving the need for
omnichannel. That is, the use of various technologies
for virtual acquaintance with goods facilitating

their search, as well as providing the opportunity
to quickly get acquainted with the range of goods
in other stores will contribute to the transition to
omnichannel distribution. Products favored in online
channels, such as shoes, clothing, books, audio
music, movies, video games, consumer electronics
and computers, are also in high demand in offline
purchases. Omnichannel consumers, on the other
hand, buy shoes, clothing, drinks, food and tickets
to amusement parks. With omnichannel distribution
a common communication system operates, and all
channels are integrated and interact with the client
seamlessly. Omnichannel distribution is impossible
without the use of omnichannel technologies, which
make it possible to predict consumer behavior,
personalize approaches to clients and thereby
increase consumer loyalty and sales volumes. In
this regard, the authors accept the hypothesis that
the trends of the transition of domestic consumers
to omnichannel distribution of goods are currently
being identified.

< Omnichannel sales
Consumer preferences in £
offline stores ? § 48% G 1 ‘cati
| S _ | —Genera communication
g system
- Virtual acquaintance with | | E Y
< e .
the product ' | § 7.9 % — Availability of omnichannel Additional omnichannel
P — Use of technologies to | o T features
facilitate product search E o . .
— Integration of offline and .
— Possibility to quickly get I % lZ ’lA] 8 — Increasing the level of
. . | = online sales channels loval
acquainted with the range of 5 customer loyalty
products in other stores | E Consumer preferences in ~ Centralized management
N . . <4— | - Personalization
I % choosing products in - Consistenzc across all
I 2 omnichannel sales: Y
| 5 sales channels
5 . — Efficiency in resolvin
Consumer preferences in I E 311 % — Shoes and clothing purchasin}:g issues vine
online stores [ E— 22 (Lamoda.kz, Timberland, e .
3 TopSh — Ability to predict
_ Shoes and clothes : 5 opShop) customer behaviour
; , & . ~ Time-savi
— Books, audio music, films I N iii % — Drinks and food (Starbucks) me-saving
and videogames 5
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computers T—="—> park)
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Figure 3 — Integration of online and offline channels on the path to omnichannel distribution
Note: Compiled by the authors based on data from a survey conducted on the topic «Consumer preferences
in choosing online and offline shopping channels in Almaty» and the source (Sergeyev, 2023)

Thus, research into online shopping preferences
combined with research into in-store service
preferences will help create seamless omnichannel
distribution. Based on the above study of consumer
preferences, as well as the channel integration
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scheme, the authors proposed a scheme for the
optimal transition to an omnichannel distribution.
This scheme was built based on the Job to Be Done
methodology. The basic understanding of JTBD
theory is that people do not buy but rather “hire”
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a product or service to do a job (Christensen et al,
2005), which implies that customers choose those
decisions (products or services, e.g. buying clothes,
virtual try-on system) that are best suited for their
use (Kullak et al, 2022). One of the tools of the Job-
to-Be-Done methodology is a progress chart used to
find the “job” that needs to be done.

This diagram is used to understand the forces
that are at work when a consumer strives to make
progress (by purchasing a product or service). It is
assumed that four forces affect the customer at the
time of the purchase decision:

Dissatisfaction with the current situation
The attractiveness of the new solution
Anxiety that something might go wrong
Attachment to what is present (Buldakova,
2017)

Based on this diagram the authors identified
the driving forces behind the behavior of
channel participants on the path to omnichannel
distribution to identify the benefits of the
proposed solutions, as well as understand the
barriers that may arise when implementing
changes (Figure 4).

bl NS

Solutions

— Implementation of
multi-channel seamless

Advantages

— Personalization of
service based on the

technologies history of previous
— Development of contacts  with  the
national ~ omnichannel > consumer on various >
strategies and IT channels
Multichannel or cross- infrastructure — Increased  audience Omnichannel
channel development strategies coverage
— Seamless transition
— Consumers use sales from one channel to
channels separately another
- ‘Inconsist'ency of Drivers — Ensuring a comfortable
1gformat10n across |  _ _ _ _ _ __ == __ — customer journey
dlfferfent sales chanqels ~ Reducing the risk of
— Data is not systematized i losing a consumer
— Gaps in communication Anxiety and &
when moving from one Current habits and uncertainty due to - c0n515te?cy of
channel to another addictions the shift information across all
— < . sales channels
Commitment to the — Anxiety due to the
existing purchasing unknown
system — Conservatism
— Distrust of
technology
Barriers
4— ________________

Figure 4 — Driving forces of behavior of channel participants on the path to omnichannel distribution
Note: Compiled by the authors based on the “Jobs to Be Done” method tool (Spiek, 2012)

According to Figure 4 today many Kazakh
companies operate in a multi-channel sales mode.
They use a variety of disparate sales channels,
which leads to problems in the consumer shop-
ping experience. For example, if a customer starts
purchasing in one sales channel and wants to con-
tinue on another channel, they will have to start
all over again. In addition, it is limited in the use
of technology to facilitate the process of purchas-
ing goods. Another problem is the inconsistency of
information across different sales channels. In this
regard the systematization of client data is impos-
sible.

As a solution to these problems the authors pro-
pose, firstly, the introduction of technologies that
ensure a seamless transition of consumers between
channels. For example, technologies that make it
possible to virtually get acquainted with a product
and try it on, technologies that make it easier to
find goods in a store, and technologies that facili-
tate quick acquaintance with the assortment in other
stores. Secondly, the development of our omnichan-
nel strategies and IT infrastructure development
strategies will act as a catalyst in the process of in-
troducing changes in the operation of sales channels.

The main advantages of implementing om-
nichannel are increased customer loyalty and in-
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creased sales. Due to the unhindered customer jour-
ney during the purchasing process the consumer
receives positive emotions. Consequently, there is a
high probability that the client will make purchases
again and in larger quantities. All information re-
ceived by the client is identical on all sales channels,
which helps to develop consumer confidence and re-
duces the risk of cancellation of the transaction dur-
ing the shopping process.

So, it can be predicted that the implementation
of omnichannel sales will attract new customers,
increase the loyalty of existing ones and consequently
increase sales volumes. An example of the
successful implementation of the omnichannel sales
model is Detskiy Mir, due to which sales volumes
increased by 16.9% by the end of 2021 (E-pepper.
ru ,2022). Also, a study (Sazonov, 2022), which
was conducted among 500 managers of European
companies, showed that 14% of them already use the
tools of omnichannel strategies and receive tangible
benefits. 42% of the surveyed company executives
noted that they use a business or technical format for
omnichannel management, and the remaining 58%
are developing a strategic plan for the implementation
of an omnichannel strategy (Sazonov, 2022). In
addition, companies such as Disney (entertainment
sector), Sber (financial sector), Asos (retail), IKEA
Sephora (retail), Eva (retail), Moyo (retail) use the
capabilities of omnichannel strategies to provide a
seamless and positive shopping experience for their
customers (sok.marketing, 2023, adindex.ua, 2021).

However when implementing omnichannel and
developing appropriate strategies, it is necessary to
take into account barriers that may arise along the
way, such as consumer anxiety and uncertainty due
to the introduction of changes, as well as his current
habits and preferences. Consumers can be stopped
by their conservatism, that is, if they are fundamen-
tally afraid or absolutely do not want to introduce
something new into the everyday purchasing pro-
cess. Distrust of technology, such as concerns about
personal data privacy, may also be holding consum-
ers back from embracing new changes. There may
also be low competence in the use of these technolo-
gies.

Conclusion

Today the relevance of the concept of om-
nichannel distribution is growing and is not possible
without constant work on studying consumers and
their preferences. In modern realities, where there
is an active development of digital technologies,
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as well as the expansion of consumer preferences,
the need for integration of various purchasing chan-
nels is emerging. A study of customer preferences
showed that consumers want to use elements of
omnichannel distribution but do not have such an
opportunity. Consumers prefer offline store services
such as “the ability to virtually become acquainted
with a product”, “the use of technologies that make
it easier to find a product”, and “the ability to quick-
ly get acquainted with the range of products in other
stores”. These services are elements of omnichannel
distribution so the need to switch to them is identi-
fied. To implement an omnichannel sales system, it
is necessary to coordinate the interaction of various
sales channels including online channels. Therefore,
it is necessary to understand what types of goods
consumers prefer to buy. The study showed that it
is preferable to sell the following range of goods
through an online sales system: shoes, clothing,
books, audio music, films, video games, consumer
electronics and computers. Further, based on the re-
search data, the authors drew up a scheme for the
integration of online and offline channels on the
path to omnichannel distribution, during which it
was found that the work of omnichannel sales is
impossible without the use of omnichannel tech-
nologies that make it possible to predict consumer
behavior, personalize approaches to clients and top-
ics that most increase consumer loyalty and sales
volumes. Further, based on the tool of the Job-to-
Be-Done methodology, the authors proposed the
driving forces of behavior of channel participants
on the path to omnichannel distribution, where the
decisions that need to be made and the advantages
of an omnichannel sales system were highlighted.
Possible barriers such as current preferences, habits
and anxiety about change that need to be considered
when transitioning and implementing omnichannel
distribution were also identified.

Creating effective omnichannel distribution re-
quires a customer-centric approach, integrated tech-
nology and a commitment to delivering a seamless
experience across all touch points. Using data, per-
sonalization and automation you as a company can
create a holistic and compelling retail experience for
your customers. However, it should be taken into
account that there are barriers to the implementation
of omnichannel distribution such as consumer anxi-
eties and fears, as well as their habits and prefer-
ences. The topic of barriers to the implementation of
omnichannel sales and the analysis of effectiveness
after its introduction opened up areas for further in-
depth research to the authors.
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