
International Journal of Economics, Business and Accounting Research (IJEBAR)  

Peer Reviewed – International Journal 

Vol.10, Issue-1, 2026 (IJEBAR) 

E-ISSN: 2614-1280 P-ISSN 2622-4771 

https://jurnal.stie-aas.ac.id/index.php/IJEBAR   

 

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 43 

THE IMPACT OF DIGITAL TECHNOLOGIES ON MULTICHANNEL 

RETAILING: FUTURE TRENDS AND RESEARCH DIRECTIONS  

 
Divya Yadav1*,  Jyoti2 

Amity College of Commerce, Amity University, Gurugram, Haryana1 

Jaypee Business School, Jaypee Institute of Information Technology, Noida, Sector 62, India2 

E-mail: divya.yadav15@s.amity.edu1* ,  jyotiv.research@gmail.com2 

 

 

Abstract: This paper examines the influence of emerging digital technologies on 

multichannel retailing, particularly regarding customer experience and retailer 

performance. A systematic literature review reveals that technologies like 

Artificial Intelligence (AI), the Internet of Things (IoT), Augmented and Virtual 

Reality (AR/VR), and Big Data enhance personalized shopping experiences and 

operational efficiency. However, challenges such as high costs, data privacy 

issues, and integration difficulties are noted. The study also identifies a research 

gap concerning the long-term effects of technology on customer loyalty and 

retailer profitability, while synthesizing current insights and proposing future 

research directions. 
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1. Introduction 

Multichannel retailing deals with the process of selling various types of products or services 

through various independent channels (Patten et al., 2020). E-tailing has changed dramatically in 

the last two decades due to the emergence of online channels and ongoing digitalization. These 

channels include physical stores, online websites, mobile applications as well as various social 

media platforms. This approach works by collecting data separately in each of the channels. This 

is how it can lead to a complete understanding of the behaviors of the customers. On the other 

hand, omnichannel retailing deals with all these channels together (Iglesias-Pradas et al., 2022). 

This is how it provides the opportunity for a seamless experience for shopping. It provides the 

retailers with a comprehensive view of the perspectives of the customers. That is how it helps 

retailers in the matter of providing personalised services as well as maintaining the inventory.  

Digital technology has a crucial role in the process of supporting multichannel strategies. 

There are various tools that provide help to retailers in the matter of understating the behaviour 

of the customers, optimising the level of inventory as well as increasing the level of satisfaction 

for the customers. These tools include big data analytics, artificial intelligence as well as mobile 

commerce (Bharadiya, 2023). The use of social media and augmented reality is also continually 

gaining popularity in the matter of creating experiences that are engaging and personalised. 

Modern shoppers now demand for convenience as well as personalisation across both online and 

offline touchpoints. This is why the behaviours of the customers are also changing. Multichannel 

shoppers are, more valuable to the retailers. This is because they spend more in comparison to 

the users who use a single channel (Harris et al., 2021). Previous research on the impact of adding 

https://www.onlinejournal.in/
https://www.onlinejournal.in/
https://www.onlinejournal.in/ijir/
https://www.onlinejournal.in/v3i92017/
https://www.onlinejournal.in/v3i92017/
https://jurnal.stie-aas.ac.id/index.php/IJEBAR
mailto:divya.yadav15@s.amity.edu1*
mailto:jyotiv.research@gmail.com


International Journal of Economics, Business and Accounting Research (IJEBAR)  

Peer Reviewed – International Journal 

Vol.10, Issue-1, 2026 (IJEBAR) 

E-ISSN: 2614-1280 P-ISSN 2622-4771 

https://jurnal.stie-aas.ac.id/index.php/IJEBAR   

 

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 44 

online channels and customer migration to online channels on shareholder value, store sales, 

customer purchasing behavior, customer profitability, and/or customer loyalty (Gensler et al., 

2012, Homburg et al., 2014, van Nierop et al., 2011). This is why it is very crucial for the retailers 

to adopt these trends with the help of implementing digital tools. It is to remain competitive within 

the industry. This study is based on secondary research. The primary aim of this study is to 

discover how digital technologies are contributing to restructuring the aspects of multichannel 

retailing as well as influencing the trend in the retail environment.    

 

2. Literature Review 

Multichannel retailing has notably evolved with the adoption of digital technologies. Artificial 

intelligence helps retailers in the matter of predicting the demand of the customers (Oosthuizen 

et al., 2021). On the other hand, it also helps in the process of automating the task of marketing. 

The global spending on artificial intelligence was projected to reach $7.3 billion by the year 2020 

(Columbus, 2023). The Internet of Things also plays a crucial role in the matter of enhancing the 

level of efficiency for the supply chain. The IoT devices provide the opportunity for doing real-

time tracking of inventory (De Vass et al., 2021). This is how it makes sure that the levels of 

stock are managed as well as monitored accurately. This aspect refers to the fact that retailers can 

better manage their supply chain. On the other hand, it also makes sure that the retailers are able 

to provide quick respond to the specific shifts in the demands of the customers. These specific 

technologies are continually transforming the way how retailers operate. This is how these 

specific technologies are helping the retailer in the matter of making their processes more 

efficient.  

Augmented Reality and Virtual Reality are continually contributing to transforming the 

experiences of shopping. The tools of augmented reality including the AR application of IKEA 

help the customers in the matter of visual experience if the product fits in their home 

(Vaidyanathan & Henningsson 2023). This is how it is reducing the rates of return. VR provides 

immersive experiences for shopping. There are studies that demonstrate a notable amount of 

shoppers who showed interest in VR shopping (Chen et al., 2023). On the other hand, Big Data 

analytics provides the opportunity for retailers to personalise their strategies of marketing as well 

as create a cohesive experience for shopping across various channels (Gupta et al., 2021). This 

specific integration is very crucial because the expectations of the customers are continually 

increasing for smooth transitions between online and offline interactions. transitions between 

online and offline interactions.    

 

Table 1: Applications of Key Technologies in Retail 

Technology Application Example Impact 

AI Demand Forecasting, 

Automated 

Marketing 

Global spending $7.3 

billion annually 

Improved accuracy and 

efficiency 

IoT Real-time Inventory 

Tracking 

Enhanced supply chain 

management 

Reduced stock-outs and 

overstock 

AR Immersive Shopping 

Experience 

62% interest in VR 

shopping 

Enhanced customer 

engagement 
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Big Data Personalized 

Marketing 

Targeted promotions Increased customer 

satisfaction 

Research Gap:  

The research on digital technologies in multichannel retailing is continually growing. On the 

other hand, there are several gaps that remain. There is a limited exploration into the techniques 

of how various types of emerging technologies including artificial intelligence and augmented 

reality can optimize operations as well as improve the experiences of the customers. Current 

studies often overlook the long-term effects of integrating channels on the behaviors of the 

customers. On the other hand, they also ignore the retailer's performance. On the other hand, there 

is a lack of comprehensive research on the role of mobile commerce and social media platforms. 

This gap is especially evident in the matter of effectively integrating online and offline channels. 

Future research should keep their focus on how AI and AR can personalise marketing as well as 

enhance the level of experience for the engagement of the customers. There is a need for 

longitudinal studies to understand the impact of channel integration on customer loyalty and 

retailer profitability. This paper has properly addressed these gaps with the help of reviewing 

existing literature as well as highlighting how digital technologies can be better leveraged in 

multichannel retailing strategies. 

 

Research Questions: 

The research questions for this study include: 

● How do digital technologies including artificial intelligence, big data, and augmented 

reality, affect customer satisfaction in multichannel retail environments? 

● What are the main obstacles retailers encounter when integrating these digital 

technologies into their multichannel strategies? 

The primary aim of these questions is to explore the impact of emerging digital tools on customer 

experiences and identify the challenges that are faced by retailers in the matter of adopting these 

technologies. The study has also used secondary research to address these questions as well as 

provide various information on the effectiveness of digital innovations in the matter of improving 

retail performance and the level of engagement for the customers. 

 

Research Objectives: 

The objectives of this study include: 

• To explore the role of artificial intelligence (AI) and big data in personalizing customer 

experiences across various retail channels. 

• To investigate the challenges faced by retailers in adopting augmented reality (AR) and 

virtual reality (VR) technologies within multichannel retail environments. 

The primary aim of these objectives is to understand how AI and big data can improve the 

experiences of customers. On the other hand, it also aims to recognize the specific difficulties 

that retailers encounter at the time of implementing AR and VR technologies. 

 

3. Research Method 

A systematic literature review method is utilized here in this study to explore the reflection of 

digital technologies on multichannel retailing. Through conducting the review, it is possible to 

synthesize existing research, find key trends, and highlight future research directions. 
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Selection Criteria 

The studies that were chosen to review, were selected on the basis of how they are related to 

digital technologies like AI, IoT, AR/VR, and Big Data within the context of multichannel 

retailing. There are some major criteria for selecting studies and those were: (1) peer-reviewed 

journal articles, (2) published within the last ten years to ensure currency, and (3) studies that 

initially point out the integration of digital technologies in retail settings. The articles that are not 

focused on retail or those with limited empirical evidence were excluded from these particular 

criteria.  

 

Databases Used 

There are some major academic databases such as Scopus and Web of Science which were 

used for conducting comprehensive searches. These databases were selected in this particular 

study as they have extensive coverage of peer-reviewed literature and they are extremely valuable 

in providing high-quality sources which are properly relevant to this field. 

 

Data Extraction and Analysis 

Data extraction occurs by capturing essential information from the studies with the help of a 

standardized form. The data were divided into categories of new technology and its impact on 

multichannel retailing through the full thematic synthesis process. Chief topics and trends were 

discovered by the thematic analysis and the results were presented in tables and diagrams to make 

clear the adoption of technology along with its influence on customer behavior and retailer 

practices 

 

4. Results and discussion 

Summary of Key Findings: 

The recent literature review unveils the ongoing transformation in retail channels due to the 

introduction of digital technologies. The first and foremost is the upgradation of AI technology, 

which not only provides personalized recommendations but also enhances the efficiency of 

operations through predictive analytics and automated customer interactions (Khatri, 2023). In 

contrast, IoT is yet another big step forward in technology. It facilitates real-time inventory 

management and at the same time, through smart devices, makes the overall in-store experience 

of the customers better (Sahara et al., 2022). The use of AR and VR has been exceptional in 

providing the smoothest shopping experience (Ebrahimabad et al., 2024). They allow customers 

to see the products and get involved with the virtual stores. Big Data analytics, on the other hand, 

is especially advantageous since it leads to data-driven decision-making (Olaniyi et al., 2023). 

Data is provided concerning consumer behavior and market trends for this purpose. These 

technologies have the potential to turn the whole retail scenario upside down. Besides, there is a 

good side to the retail sector as these technological innovations have come along since they are 

capable of customer interaction, and efficiency in sales (Oosthuizen et al., 2021). Such 

technologies by combining their distinctive features become the backbone of present-day retailers 

who are striving for survival in a digital-dominated marketplace. 
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Figure 1: the adoption rates of specific technologies (e.g., AI, IoT) in multichannel 

retailing over time 

 

Role of Each Technology: 

Artificial Intelligence (AI) 

AI is an exceptional technology that allows for personalized suggestions through predictive 

analytics and recommendation systems. Retailers utilize the technology of AI as it helps to 

analyse customer data, offer tailored promotions, and able to improve the overall inventory 

management system (Cao, 2021). AI-driven chatbots are the perfect example of this context 

because they are unbeatable in providing real-time customer support and increasing the 

engagement and satisfaction of customers. 

Internet of Things (IoT) 

The Internet of Things makes a connection between physical and digital channels by enabling 

smart devices and sensors. Retailers use IoT to track the overall situation of inventory in real-

time and give personalized in-store experiences to their customers (Hossain et al., 2021). The 

implementation of smart shelves can notify staff of low stock levels and allow for replenishment 

of stocks within time. 

Augmented Reality (AR) and Virtual Reality (VR) 

The technology of AR and VR gives the scope of visualizing products.  Through this scope, 

customers can see the product in their own space or able to explore virtual stores. The technology 

of AR and VR ultimately improves the understanding of products and enhances the online 

shopping experience of customers as well as this opportunity also helps to reduce the return rates 

(Billewar et al., 2022). 

 

Big Data 

Big Data analytics is particularly helpful in providing insights into customer behaviour, 

purchasing patterns, and market trends (Mariani et al., 2020). Retailers are taking advantage of 
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this technology to determine their pricing strategies, predict demand and create personalized 

marketing campaigns. 

 

Customer-Focused Insights: 

• Enhanced Personalization 

The combination of AI and Big Data analytics are both great 

technologies to allow for highly personalized experiences, to meet the needs of the 

customers and to increase the levels of their satisfaction. 

• Improved Shopping Experience 

AR and VR technologies can be able to immerse customers and provide them an interactive 

shopping experience. The two major technologies linked the customers to the brand. 

 

Retailer-Focused Insights: 

• Operational Efficiency 

IoT and Big Data analytics both are particularly effective in streamlining operations as they 

are able to improve inventory management systems.  

• Competitive Advantage 

Retailers adopt advanced technologies to maintain a competitive edge by differentiating their 

offerings and engaging more customers (Shankar et al., 2021).  

 

Table 2: Benefits and Challenges of Digital Technologies in Retail 

Technology Benefits Challenges Examples 

AI - Personalization 

- Improved customer 

support 

- Optimized inventory 

management 

- High 

implementation cost 

- Data privacy 

concerns 

- AI chatbots (e.g., 

Sephora's chatbot) 

- Inventory management 

(e.g., Walmart's use of 

AI) 

IoT - Real-time inventory 

tracking 

- Enhanced in-store 

experiences 

- Operational 

efficiency 

- Integration 

complexity 

- Security risks 

- Smart shelves (e.g., 

Amazon Go) 

- Connected devices 

(e.g., smart fittings) 

AR/VR - Immersive shopping 

experiences 

- Reduced return rates 

- Enhanced product 

visualization 

- High development 

costs 

- Limited adoption 

by some retailers 

- Virtual try-ons (e.g., 

L'Oreal's AR app) 

- Virtual stores (e.g., 

IKEA Place app) 
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Big Data - Informed decision-

making 

- Personalization 

- Demand forecasting 

- Data management 

challenges 

- Privacy concerns 

- Customer behavior 

analytics (e.g., Target's 

predictive analytics) 

- Pricing optimization 

(e.g., dynamic pricing 

models) 

 

Contribution:  

The research has a plentitude of both academic and practical contributions. It does so by 

providing a detailed examination of the effect that the digital technologies using multichannel 

retailing. The academic side of the research is really well done with a proper understanding of 

the subject matter by providing the current research on the use of AI, IoT, AR/VR and Big Data 

in retail contexts as the main focus. The review is especially effective from the practical side 

because it shows the absolute position of these technologies in customer engagement and 

operational efficiency enhancement. This review has the potential to assist the retailers in 

adopting the right strategies. The outcomes point out the areas needing more research and 

suggest the exact path to be taken to achieve success in the future scenario. This support can be 

availed by a combination of both academic research and the retail technological strategy 

development process. 

 

Limitations 

In addition to the benefits, this study has some limitations as well, such as concentrating 

entirely on AI, IoT, AR/VR, and Big Data. The main concern in limiting the technology to some 

specific ones is that the study may overlook important technologies that are also making a 

significant impact in changing the retail landscape. The selection of studies may also lead to the 

emergence of possible biases. Some relevant studies might have been ignored due to constraints 

related to databases or biases regarding publication. In addition to all of this, the review may fail 

to capture the insights into new and emerging technologies. Future research can acknowledge 

these limitations perfectly by incorporating other digital technologies, employing a wider range 

of sources, and conducting longitudinal studies with the goal of understanding how technology 

impacts over time better. These initiatives are indeed beneficial in providing a completer and 

more advanced picture of technological progress in multichannel retailing. 

  

5. Conclusion 

The digital techs have been the major factor in the enhancement of the multichannel retailing. 

They are a great source of customer engagement and operational effectiveness. This research 

mainly points out the significant role playing by the advanced technologies like AI, IoT, AR/VR, 

and Big Data in the retail transformation process. Moreover, this study also reveals the 

advantages and disadvantages of these technologies. The academic theory and practical retail 

strategies are benefited by the findings. Future research should focus on the less explored areas, 

such as AI-based personalization and the fusion of futuristic technologies. Closing these gaps 

will not only help to deepen the comprehension but also encourage the development of creative 

retail solutions in the changing digital environment.
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