
 

Seeking The Best Consumer Experience Through The role of 

Omnichannel 

  

As we already know, the best marketing strategy has not yet been found, as throughout the 

years, trends in the market are always in constant evolution. The adoption of different shopping 

channels across the world has brought new opportunities for businesses to accurately inform the 

right consumers with the right marketing strategies. Consumers’ personal relationships, business 

choices, and decisions to purchase are all influenced by human psychology. Neuromarketing, as a 

combination of neuroscience, psychology, and marketing, helps marketers to understand how 

Consumers’ brain works through the insights of their motivations, preferences, and decisions. 

Consumers’ minds are complex; they seek the highest pleasure with the least trade off. Which 

means, every company must be customer-centric to regain trust as a brand loyalty. Hence, by 

implementing marketing strategies through the eye of customers, companies are also seeking 

seamless marketing communication through the uncertain, evolving market throughout the years. 

  

The rise of customer-centric strategy 

According to Canadian Prime Minister Justin Trudeau speech at last year’s World 

Economic Forum: “The pace of change has never been this fast, yet it will never be this slow.” To 

stay aware of changes in buyer propensities and to recognize client significance, companies need 

to focus on — and measure —customer’s experiences with their products and brands. Hence, 

businesses must be able to adapt with all the changes. Companies need to think more holistically 

in order to create a better specific customer journey from awareness to its advocate. Therefore, 

these companies should try to combine marketing channels both online or offline and integrate all 

options into a single, inseparable data unit in order to increase the comfort and convenience of 

their customers so that customers get an uninterrupted shopping experience.  

    Omnichannel has become one of the most important tools to face these changes, not only 

by creating a seamless and integrated interaction between the customer and the product, but also 

vanishing the distinct boundaries across different shopping channels. According to The Nielsen 

Global Connected Commerce Survey (2016), only 37% of consumers buys online, 21% prefers in-

store purchases, and 43% buy both online and offline at the same frequency.  



 

 

By integrating Omnichannel into conventional retail and using it as a strategy to compete 

with the explosion of online platforms, retailers are able to encourage Customers’ commitment by 

using content marketing in online media and ultimately attracting them to physical stores. By that, 

Conventional retailers with multiplatform channels will increase, not by exploiting the intensity of 

the online world, but by synchronizing the physical and digital world to give customers a consistent 

Omnichannel experience. However, regardless of whether the client is loyal and connected to a 

brand with one of its many platforms or is able to enhance a multi touch-points strategy, the future 

would be more luxurious than omnichannel. It would be able to encourage them to shop, come 

back, and support more creative ideas.  

 

It is about experience 

Providing clarity about the role played by various channels is very important in creating an 

Omnichannel experience that looks seamless from a consumer’s perspective. Research from PwC 

shows that as much as 65% of their global sample does some shopping at Amazon, the interesting 

part is 34% of those individuals shop more frequently because of Amazon, which to PwC suggests 

that there must be something about the experience that encourages shopping.  The role of 

Omnichannel would give better consumer experience from the seamless interaction to boost sales 

across channels. Omnichannel is not only able to provide differentiation between physical and 

online stores among their competitors, but also gives them an aggressive advantage over online 

retailers - just by utilizing their store’s resources. This eye-opening fact shows that delivering a 

good customer experience is essential for businesses’ growth and  longevity. Organizations need 

to map consumers’ purchase journey, isolate the touch points and factors that drive experience, 

and then invest more in the parts of the company that will move the needle on those interactions 

and yield measurable results.  

             

 

 

 

 



 

 

Regarding the issues around omnichannel and their role in pursuing the best consumer 

experience, here are some critical questions that can be essential to be answered and developed, 

such as: 

  

1. What are critical factors that will help companies deliver a seamless 

customer experience?  

2. How do we create a frictionless and coherent experience across the 

channels? 

3. What do companies need to further focus on in order to convey best 

omnichannel experience for its consumers? 

4.  How do companies involve Neuromarketing in the omnichannel strategies? 

  

However, these critical questions are a glimpse of what we can discuss and explore. Your 

curiosity and ability to further research and analyze this topic are vital to generate great ideas and 

solutions for your paper. 

  

Aforementioned, that the best marketing strategy has not yet been found, this should be 

highlighted and be taken seriously by companies in the near future. For that reason, companies 

must be able to use all of the potential from Omnichannel to master their customer's Journey from 

awareness to its advocacy. If they don’t, the company will be potentially ceased and left out from 

the current market. 

 


