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Abstract

Channel is defined as a medium where the company and customer interact. Different selling and marketing
channels assist business to reach their markets: Brick-and-Mortar, Multi-Channel, Cross-Channel, and Omni-Channel.
The for-profit social enterprises initiate social and environmental impact through an entrepreneurial approach by
creating unique products and services. As the developing technology and innovation affect the retail industry,
adaptation to these changes in inevitable for micro, small, and medium-sized enterprises, as well as for-profit social
enterprises. The survey conducted showed the classification and data on the retail strategies and practices of various
social enterprises in the Philippines. It also showed the businesses’ views on the omni-channel adaptation. The study
determined the key success variables that helped measure the following latent factors for omni-channel initiatives:
Technological development, Conceptual factors, Capability and Competitive factors; and evaluated how these factors
affect each other using the Structural Equation Modeling. The initial and final model fit test has been done, where the
final and overall model fit parameters were accepted, and all latent factors have been shown to have significant direct,
indirect, and total effects on each factor, Strategic activities and business initiatives were proposed as the study aimed
to develop an effective and appropriate omni-channel marketing and selling strategy for micro, small, and medium -
sized social enterprises in the Philippines.
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1. Introduction

Social Enterprises is a fast-emerging discipline that generates social impact through an entrepreneurial
approach, becoming essential for economic growth and playing a significant contribution in local economies through
job creation, improving quality of life for the local people, provision of valuable social services, production of social
goods and sustainable development (Borzaga & Solari, 2001; Jilenga, 2017). It plays a crucial role in solving social
problems by using creative strategies, especially in the context of limited resources and capabilities (Di Domenica,
Haugh & Tracey, 2010). Thus, non-profit and for-profit social enterprises are included in economic processes such as
doing business, economic policy, and financial policymaking. A for-profit social enterprise (SE) is an organization
that applies commercial strategies to optimize financial, social, and environmental well-being improvements — this
may include optimizing social impact while earning profits for the owners/sponsors.

While the non-profit SEs depend on funding and grants through donations or government, for-profit SEs rely
heavily on their sales and profit and need a way to improve and preserve their funding source (Carson & Griffith,
2009). SEs such as mainstream entrepreneurial ventures must inevitably follow certain innovative entrepreneurial
approaches to their marketing if they are to achieve their objectives successfully (Satar et al., 2016). Thus, SEs are
forced to adopt certain revenue-generating strategies to maintain their position in the market and ensure their survival
in the competition which the SEs are facing from the for-profit sector.

Channel is defined as a customer contact point through which the company and the customer interact, is built
to assist customers during their decision-making process and build deeper customer relationships (Beck & Rygl, 2015;
Yrjola, Spence & Saarijérvi, 2018). There are different types of channel strategy: (1) Brick-and-Mortar (B&M); (2)
Multi-channel; (3) Cross-channel retailing; and (4) Omnichannel (OC) retailing. The Omnichannel, as the channel
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focus of the study, is defined as the complete integration of all channels with no distinction between the online and
the physical channel (Simone & Sabbadin, 2017), a business model with set of activities that will help in selling
products and merchandise through all general channels, where the customer can control full channel interaction and
integration (Brynjolfsson, Hu & Rahman 2013; Verhoef et al., 2015; Xu & Jackson, 2019).
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Figure 1. Number of Establishments, 2018 List of Establishments, PSA

According to Philippines Statistics Authority, they recorded a total of 1,003,111 business enterprises
operating within the country and 99.52% are MSMEs (Fig. 1). Of that 99.52%, micro-enterprises constitute 887,272
of the totals, small enterprises with 106,175, and medium enterprises at 4,895. The Philippine MSME market is
dominated by retail and wholesale with almost 47% of the total, and the majority of these, especially the micro
enterprises are found in the National Capital Region (NCR) with 203,312 or 60.05% of the total business
establishments in the Philippines.

Table 1. MSME Classification

Enterprise Sy
By Asset Size By Number of Employees
Micro Up to P3,000,000 1-9employees
Small P3,000,001 - P15,000,000 10 - 99 employees

Medium  P15,000,001 - P100,000,000 100 - 199 employees

Table 1 shows the MSME Classification. It is a comprehensive table of Enterprises Category- Micro, Small,
and Medium- in the Philippines by which through this, enterprises can be identified in terms of asset size and employee
size. In the year 2007, it was assessed that 30,000 social enterprises are operating in the Philippines, of which by far
were cooperatives and associates of some form, and 500 were a microfinance institution (Darko & Quijano, 2015).

1.1 Objectives

As technology is one of the biggest factors that affect this sudden change in the retailing industry, the OC
marketing strategy has been adopted by bigger retail companies (e.g. Glade, Crate & Barrel, McDonalds’, Starbucks,
SM, 7-11, Toby’s Sports & Walter Mart) to enhance customer loyalty, boost their sales and increase market share
(Braaten, 2018; Segovia, 2017). In the light of the retail industry players using the OC approach in selling and given
that the for-profit retail social enterprises are seeking for sustainable sales and growth, the study aims to substantiate
the question: Will an Omnichannel Strategy fit a retail social enterprise considering its dual goal of being profitable
and having social impact? Consequently, this study aims to achieve the following objectives, that is: (a) to assess the
current retailing strategies and practices of retail SEs; (b) to determine and define key success factors needed for retail
SEs to employ Omnichannel initiatives, and (c) to develop an effective and suitable Omnichannel marketing
framework for retail SEs.

As SEs have been rising in the Philippines, where a few SEs are already achieving national impact, there are
still relatively few studies that thoroughly discuss management and marketing distribution channels that a retail Social
Enterprise can use. The study will focus on Philippine-based retail enterprises engaged in the marketing and selling
of merchandise that employ differentiation in their core products and distribution channels. Due to said focus, the
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scope of the study is limited in terms of the number of retail social enterprises and terms of historical data, if any. The
research will have to obtain primary information from retail social enterprise owners and managers in this regard.

2. Methodology

The study utilized the Structural Equation Modeling (SEM) approach to evaluate the non-observed latent
factors by measures, and the combination of factor analysis and multiple regression were utilized to assess the relation
between the measured and non-measured factors. SEM is a widely recognized theoretical methodology for the theory
testing and extension in the marketing and consumer behavior disciplines (Hair et al., 2016). It deals with reflective
and formative measurement models but also suitable for testing the path coefficient in complex models
(Rasoolimanesh et al., 2015; Ringle et al., 2012), thus, several studies have used SEM as a tool to determine and
evaluate the factors. Furthermore, AMOS was used as the statistical software to perform the hypothesis testing. The
non-observed latent factors are the factors in which it cannot be measured, were defined by the observed variables to
analyze the interrelationship between the latent factors. The validity of the measurement model can be achieved by
examining the Model Fit indices and assessing the construct validity and reliability of the model. Using the different
model fit indices, the study was able to examine the proposed structural model.

Organizational
Conceptual Factors

Gompetitive Factors
Capability Factors

Figure 2. Conceptual of Omni-Channel Strategy adaption by Retail Social Enterprises Model

Omni-Channel Strategy
adaption by Retail Social
Enterprises

Technological
Development

H5

The study proposed seven (7) hypotheses to analyze the relationship of factors (Fig. 2) to achieve the
objectives. Several studies stated that technology and innovation have begun to be the focal point of interest in retailing
and the rapid technology change should be responded by the SMEs to find a way to sustain their business (Hypothesis
1) (Zhou, Tan & Uhlaner, 2007; Varis & Littunen, 2010; Bouwman, Nikou & Reuver, 2019). Pleska (2018) stated it
was also seen to be affecting the current channel strategies that retailers use in reaching their market and this affects
the customers’ behavior in responding (Hypothesis 2). Organizational Conceptual Factors discusses and focuses on
the concept of a SE, and the technological developments in the retail industry are expected to make a difference to the
SE (Hypothesis 3) (Sim, 2018; Juneja, n.d.), and such organizational conceptual aspects of SEs believed to influence
formulating an effective OC strategy for retail SEs (Hypothesis 4). The Organizational Conceptual factors only
discusses the concept of SE; thus, the capability and competitive factors were separated. The organizational capability
is the ability of a company to manage their resources effectively to gain an advantage over competitors and focus these
resources to manage customer demands (Hypothesis 5) (theintactone.com, 2020). Competitive factor, such as its
strengths, knowledge about it and its process, relationships built are used to come up with effective and efficient
strategies that will provide a distinct advantage (Hypothesis 7) (Simone & Sabbadin, 2017; Pleska, 2018) and the
enterprises should be able to execute wisely and properly, as the willingness of the consumers to choose Omni-Channel
now depends on the retailers' performance (Hypothesis 6) (Priporas et al., 2017; Chatterjee & Kumar, 2017; Ferdousi,
2017). As the hypotheses were formulated, the first and second objective of the study are now defined.

2.1 Data Collection

A total of 267 representatives from different for-profit SEs in the Philippines participated in the survey
conducted. The survey consists of questions that identify the classification of the SE and 35 questions that will support
the hypotheses formulated in the study. A 5-point Likert scale was used as a rubric, where the 5-point presents the
respondents’ agreement to the statement, and 1-point as disagreement. The classification of different enterprises,
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presented in Table 1, categorized by asset size and by the number of employees, were used as the basis of how the
data will be categorized and arranged in the study.

3. Results and Discussion
3.1 Survey Results

Figure 3 illustrates the demographics of the MSM SEs in the Philippines according to their asset size, where
62% of the different SEs the Philippines can be classified as a micro social enterprise, with an asset size of PHP
3,000,000. The figure shows the number of SEs to be considered when developing the strategy and initiatives that the
study proposes.

ASSET SIZE

mbicro (P 3,000,000 and
Balow)

m Smdl | ™ 3.000,001 o
15,000,000}

m Medium {® 15,000,001 to
100,000 00a}

Figure 3: Classification of Micro, Small and Medium Social Enterprises
according to Asset Size

The result of the survey, where each latent factor has been measured by the measure variables, were
consolidated to be analyzed, and will be used as the data to be processed in the AMOS for model fit test.

3.2 Structural Equation Modeling Results
Measurement model was made and presented in Figure 2 using the hypotheses discussed. A model fit test
was done to see how well the sample data fit a distribution from a population.

Omni-Channel
Strategy

Figure 4. SEM output model
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Table 2 presents the initial and the final parameter estimates, along with suggested cut-offs and the measure
indices to analyze the data. The initial parameter estimates reveal that the initial model was not a good model fit. Thus,
a revised model (Fig. 4) was derived by eliminating variables with a factor loading of less than 0.40 (Ertz, Karakas,
& Sarigollu, 2016) but still considered the low factor loading of variables that the researchers think significant to the
latent, also considered the low factor loading the researchers believe correlates with the latent, and covaried error
variables in the same latent factor through modification indices, with 4 as the specified threshold. After the
moadification, there is still a non-significant hypothesis: Organizational Concept to Omni-Channel Strategy Adaptation
(Hypothesis 4), therefore, it has been removed in the final model.

Table 2. Model Fit Test Result

Measure Paramﬁﬁg“mes Param(ethhrlEit)'mates Suggested Cut-Off
Chi-squared x2/df 3.831 2.265 <2-5
Incremental Fit Index (IFI) 0.0441 0.859 >0.90
Tucker-Lewis Index (TLI) 0.431 0.822 >0.80
Normed-Fit Index (NFI) 0.372 0.772 >0.90
Comparative Fit Index (CFI) 0.473 0.855 >0.90
Goodness of Fit (GFI) 0.626 0.882 >0.80
Adjusted Goodness of Fit (AGFI) 0.572 0.840 >0.80
Root Mean Square Residual (RMSR) 0.053 0.030 <0.05
Root Mean Square Error of
Approximatign (RMSEA) 0.103 0.069 <0.05-0.08

The final parameter estimates of each measure indices and its suggested cut-offs, which is used to evaluate
the model fit. The final model fit test has shown an improvement compared to the previous calculation. Further
discussion of the data and model fit indices were considered, as the chi-square estimate should rarely be used as a sole
index of model fit (Brown & Moore, 2012). Wheaton, Muthen, Alwin, & Summers (1977) introduced relative chi-
square (x2 / df) as an alternative index to assess model fit. Relative chi-square in the final model fit test is equal to
2.265, which is within the suggested cut-off indicating a reasonable fit. Tucker-Lewis Index (TLI) is introduced as an
index that prefers simpler models, and the study's parameter for TLI is 0.822 and with an acceptable cut-off of 0.80
(Hooper et al., 2008), can pass as a good model fit. Comparative Fit Index (CFI), where even the small sample size is
considered, has a cut-off of 0.90 is recommended (Hooper et al., 2008), but a previous study (Bollen, 1989) stated that
a CFI value of 0.85 represents progress from lower value and with the CFI value of 0.855 in the final model fit test,
therefore, the final model could pass the cut-off. Goodness-of-fit (GFI) statistic was introduced as an alternative to the
Chi-square test. As the statistic reaches from 0 to 1, data with larger samples increases its value and a recommended
cut-off point of 0.80 (Gefen, Straub & Boudreau, 2000), therefore a result of 0.882 in the model fit test indicates the
model is good. The study's Root Mean Square Residual (RMSR) value is 0.030, which passes the suggested cut-off
of 0.05 (Gefen, et al., 2000).

Overall, the final model fit test presents parameters along with the suggested cut-off, indicating that the final
model can be accepted and used to analyze the direct, indirect, and total effects of each latent to each other.

3.3 Discussion

Table 3 presents the direct, indirect, and total effects of the different latent factors. SEM indicated that
Technology Development (TD) had a significant direct and indirect effect on the Competitive Factors (ECF) (H1:
B:0.525, p=0.001) and direct effects on the Capability Factors (CAF) (H2: B:0.718, p=0.001). As larger retail
companies adapt Omni-Channel to enhance their businesses, small and medium-sized retailers are seeing the benefits
of this opportunity and think that MSMEs have the capability of implementing an Omni-Channel Strategy that can be
used as an advantage for their businesses (Rusanen, 2019). The results have also shown that technology affects the
relationship between the company and the customer, rather than the company and its resources. Technology
continuously presents itself to be beneficial and continues to advance, and the effect and customers' attitude towards
retail businesses indicates that more customers are willing to use different multiple channels to browse or purchase
(Chatterjee & Kumar, 2017).
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Table 3. Direct, Indirect, and Total Effect

Variables Direct | P-value | Indirect | P-value | Total Effect | P-value
TD — ECF | 0.525 | 0.001 0.172 0.001 0.697 0.001
TD — CAF | 0.718 | 0.001 - - 0.718 0.001
TD — OCF | -0.195 | 0.030 - - -0.195 0.030
CAF — ECF | 0.239 | 0.039 - - 0.239 0.039

ECF — OCS | 0.350 | 0.002 - - 0.350 0.002
CAF —-OCS | 0.266 | 0.011 0.084 0.011 0.350 0.011
TD — OCS - - 0.435 0.001 0.435 0.001

Following the discussion of significant effects on Capability and Competitive Factors, Technology
Development is noted to also have a negative direct effect on the Organizational Conceptual Factors (OCF), the for-
profit Social Enterprises (H3: p:-0.195, p=0.030). The results have shown the variables that SE considered important
for the business may be affected negatively by technology developments. The for-profit Social Enterprises believes
that the partnership with local makers is an important part of the business, and the advancing technology may have a
positive impact on Social Enterprises, but not significantly on how companies build their partnerships with locals and
individuals to further business.

Capability Factor has shown to affect the Competitive Factors (HS: B: 0.239, p=0.039). Each factor shows
how the capability of a company can be used as a competitive edge. The results of the survey showed that companies
believe that their current business practices and products satisfy their current customers, but Priporas et al. (2017)
discusses how the consumers expect smart retailing in the future, while Chatterjee & Kumar (2017) addressed
consumers' willingness to use multiple channels to pay and choose products and services. This shows that companies
must be capable and willing to adjust and be able to adapt to technological advancements while managing their current
practices to gather and retain customers.

SEM showed that Capability Factors and Competitive Factors had both significant effects on the Omni-
Channel Strategy adaptation of Retail Social Enterprises (OCS) (H6: :0.266, p=0.011; H7: :0.350, p=0.002). The
companies believe that they are capable to manage if they are to adopt OC strategy, but the consumers' knowledge of
the company's products and services and their willingness to use different wats to shop has an impact on the entire
business, thus adapting the Omni-Channel strategy would require a thorough study and training before implementation
and management.

Since the study is only focused on the analysis and creating an effective strategy for the SEs in the Philippines,
the study used Elshamly's (2013) first two phases of the conceptual framework of strategy process phases: the
environmental analysis and the strategy formulation. Considering the final model test done, the results are evaluated
through environmental analysis, which includes the analysis of the external and internal environment. Latent factors
discussed in the study can be considered as an internal or external factor, especially the capabilities and competitive
factors, respectively.
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Table 4. Environmental Analysis

2017)

Customer is
willing to switch
from any channel
to Omni-Channel
(Chatterjee &
Kumar, 2017)

Technological
development
helps cutting
costs (Juneja,
n.d)

Omni-
Organizational Capability . Technological Channel
Concept Factors Factors Competitive Factors Development Strategy
Adaptation
Internal | ¢  Partnership Company Training
with locals to capable of employees
promote implementing before
(Kunday & OC retailing adapting
Sengiiler, Enough omni-
2015) unique assets Channel
e  Support local to create and Company
small adopt OC capable of
businesses strategy managing
by providing (Rusanen, on their
jobs 2019) own
(Michael et
al., 2016)
External Current service Beneficial to
exceeds the switch offline
customer to online
expectations channels
(Priporas et al., (Sim, 2018)

Table 4 presents the environmental analysis to support the first phase of the conceptual framework that
described the measured internal and external variables which have a great effect on the latent factors. Using the
standard regression weights and the factor score weights, the researchers were able to identify the measured variables
that would help in creating and determining the effective and suitable OC strategy for SEs in the Philippines.

Table 5. Activities by business functions

Functions

Activities

Strategic and

e Good initial strategic planning and auditing of effective and efficient initiatives without

General compromising the goal and objectives of Social Enterprises.
Management o ldentifying the Social Enterprises specific market and select specific appropriate channel
initiative. Prioritization will help identifying the limit of integration of Omni-Channel.
e Management and Training for employees from research and development to operations to
marketing.
Marketing e Omni-Channel providing fully integrated shopping experience to customer. The existing
and Sales Omni-Channel initiatives from bigger retailers can help the Social Enterprises identifying

the proper Omni-Channel initiatives suited to the business: Pop-up retail, Click & Collect,
Promotions and Discounts, Guideshops and Near-field communication.
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Research and e Technology as a means of communication between the company and the customer; also

Development aims to improve societal conditions through innovations.

e Omni-Channel is technological development for a business, and a consistent market
research and testing will help the company lessen its long-term costs and increase its
potential sales.

Table 5 presents the activities by the companies’ business functions. SEs are expected to make a significant
difference by being a company that emphasizes the design of innovative inventive products for local goods, services,
promotions, and functionality that are distinct from competitors. It should also consider what is outstanding about
their new product while manufacturing the goods and recognize and improve the SEs' business flow. SEs, therefore,
need to incorporate effective and efficient initiatives into their operation, including good strategic planning and
auditing, accounting and financial reporting, as well as the management of the operation, to support and encourage
the growth of the SE sectors in the Philippines.

Technological development, considered as one of the most important components of the study, as it directly
affects the capability, competitive, and organizational concepts of SEs. The companies' primary objective, products,
and services are social and aimed to improve social conditions through a variety of innovative and creative initiatives;
It is also believed that it helps the SEs in achieving their goals at a low cost (Prodanov, 2018). The researchers
hypothesized the role of technology to SE and the results showed that switching offline to using both offline and online
channels would be less beneficial for SEs. Although the study showed a result of negative effect to SE, there are still
several studies that support and believe that technological innovation can still have a positive impact with SE concept
and characteristics and increase the chance of survival of SE in the current dynamic market (Del Guidice et al, 2019),
can be seen as a game-changer for business structures, strategies, process and capabilities, and connects people from
within the company to customers, reduces barriers in between, and builds a relationship with each other
(Galvanauskaite, 2014), which also enables social entrepreneurs to achieve their objectives with less effort but with
an increase in profits (Prodanov, 2018).

Almost all brick-and-mortar shops and services have increased their online presence, as this is the easiest
way of letting more people know about their products and services. In this study, and supported by Sopadjieva et al.,
(2017), companies believed that their competitive advantage relies on their customers, and customers want a real-time
business engagement or a platform that they can use whenever, thus, OC may help the company reach these customers
with the technology through old ways and new ways. The OC adoption to retail businesses, despite the costs, will give
them a competitive edge compared to one-channel retailers and have an economic value to be gained from it
(Brynjolfsson, Hu, & Rahman, 2013). The researchers conclude that different OC initiatives appeal to different
customers, and their business understanding and willingness to switch to different channels can be used as a
competitive advantage.

A Retail Mix across channels, where a smooth integration and harmonization across different channels to
reach and assist customers, can be used as the goal for a company that wants to adopt Omni-Channel. While choosing
a channel that is comfortable to use and can cater to different customers is better, SEs should identify their specific
market and select a specific channel initiative that is appropriate to the identified market's demographics will help
decide how to proceed. Prioritizing these specific initiatives would be the first step that will help the SEs to identify
the limit of integration or adoption of OC for the business, which can also be used as a strength of the company that
will help improve the marketing and its services.

The omnichannel strategy provides customers with a fully integrated shopping experience by integrating
consumer experiences from brick-and-mortar to online and all in between, and with this strategy, it can be a valuable
tool for businesses seeking to provide enhanced customer experience. Bigger firms have used or are still using OC
initiatives, which could help SEs to check and identify the right strategy to adopt for their business. Pop-up retail is a
store that is temporarily open to utilizing the trend and seasonal demands, while designed as a means to raise awareness
and buzz about new products or brands within the store vicinity, some current businesses are now relying on digital
ways to disseminate information to customers about the pop-up store and to further promote products (Niehm et al.,
2006; Marciniak & Budnarowska, 2009). Through this kind of retail strategy, it will help the MSMEs to reach a
broader market, and at the same time, offer a discovery-driven retail experience to customers and an exposure to new
and unique products made in the market (Kim et al., 2010), which gives more opportunities for the company. While
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some customers prefer to shop online then made the item to be delivered to their houses, there are local supermarkets
and stores that have been using online-to-offline (020) also known by "Click & Collect", by taking the orders via
online/apps where customers can choose and reserve the items they want, then the customer can pick up their order
from the nearby store, an affiliated store, or pick-up points assigned near the store (Francia, 2019). Through this way,
customers can still search and check reviews about the product they want to buy and still be able to personally check
the item in full before purchasing them. In-store promotions, discounts, coupons, and vouchers are used to attract and
retain loyal customers to remain profitable, especially during the off-season, and these marketing strategies also
encourage customers to buy even unadvertised products in the store (Shamout, 2016). Digital coupons, vouchers, and
discounts (e.g. free delivery and buy 1 take 1 promo) would be a good retail marketing initiative to promote items or
products on various social media platforms, where new customers can be attracted (Dias, et al., 2015).

As most customers still want to experience the goods they want to purchase, several brands use Guideshops
where customers can choose, customize, and try the products, but the items will not be sold in the shop and instead,
the items would be tracked through apps and delivered to your home (Khan, 2016). This would be a good strategy to
use by MSMEs for customers who shop for experience and who customize their products. Near-field communication
technology is a program that is responsible for the data transfer tools and has been used in some retail stores by
providing shoppers with a tablet that includes information needed about the products and is placed against items and
signages across the store. SEs that produce customized products for customers can use this initiative as a
communication tool to communicate with customers regarding their orders. Some retail stores also use a mobile
application as a primary tool for brand communications where the customers can search for a specific product and
check the product details on the mobile app and can add it to their cart or wishlist. Prodanov (2018) identified the
main challenges that social entrepreneurs may face, and one of them is that SEs may not afford the high price of
developing some digital innovations, hence, it would not be easy for SEs, particularly micro and small retailers, to
produce an application that can be used for the business, so it may be practical and sufficient to adapt using text
messages and e-mail subscriptions to reach their customers and notify them if new products are being introduced or
items have been replenished. Given that these OC initiatives are being used in other countries, technology such as
tablets, smartphones, mobile apps, and online payments (e.g., Paymaya, GCash, or bank transfer), was seen to be an
advantage that SEs can take advantage of.

5. Conclusion

In the previous chapter, measured variables were discussed and used to assess the latent factors. The
researchers were able to analyze the relationship of the factors, with the help of the measured external and internal
variables and propose a recommendation on what to consider and how Social Enterprises will be able to adopt Omni-
Channel Strategy for their business. Table 5 presents the business functions that are needed in the initial planning of
an appropriate and suited strategy for a business. The latter part of the strategy process, the implementation, and
evaluation of the process can be conducted as future research to further test whether the OC can be adapted and
continuously used by the SEs in the Philippines.

An effective OC strategy must fulfill the following: first, it should have a strong, firm, and appropriate
business strategy and a distinctive concept to have a competitive advantage from the competitors for any channels to
succeed that the company adopts. The slowing down of the adoption of OC to business and thoroughly studying the
process and the response of customers to channels will help the company decide how they will proceed, and a one-at-
a-time approach OC to business would help them cope with changes and give them time to evaluate. To develop its
unique infrastructure of OC experience, you will need to work closely with several departments to develop a strong
strategy and concept to meet the requirements of today's empowered customers. Finally, the organizations and retailers
must reassess their strategies and concept to provide them the most attractive, seamless, reliable, and contextual OC
experience through all the platforms, without compromising their objectives and goals.
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